oon et aft ee a = 
had . a! 4 : ra 'e 1 b 4 ; ¢ ‘ y b y 
aut - 1 : 
£\p] age 1,. 
NY L1, d 
4 & mrs * 


1 -1926 


Three Dollars a Year 


ware Age 


Founded 1855 









oem cts hataasstisaniatepanantasctniatatlntl ttt tt ttl tt NC ClO ll lL CC LOC LAAT 
‘@)& &@ t/t * © & & rv. Fe.ytFeF 7s. & 9 8 


aa toe» “* 





Straight Trimmers - 
Household Shears 











Bent Trimmers - 
Dressmaking Shears 





. < ‘ : rs ‘ 
7 %, ¥, 7%, v, ¥, @, PP 7. ¥, 9, VAS ALA v. ¥, ’, °°? . my 


CO 


— 


0 ee 2 









- 





v 








v9 


*. '.\9 
s 


Five Reasons-- 


Why Dealers Prefer 
To Sell Wiss Shears 


1. Merchandise of unsurpassed 









Pruning Shear 
No.309 


(Medium Price’ ™ 





+. 9.9, 7, 9,8, 8°, VAN, 






enna 






. Quality. 
, 2. Practical selling helps — ma- . 
terial for store and win- Tinners Snips " 








, 


dow displays. 
3. National advertising — in 
newspapers and women’s 







, “a * 
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magazines. . 
o. foe dealing a ‘ Leather Gift-Cases 
5 - Efficient SOT ULCO——- BOON — Wiss Shears and Scissors, with 
T S dividual attention to each gold-plated handles, are sup- | 
2 S o* order. _— Ms ote ape ek S suit- 
. able for all gift-giving occa- 
Jj. Wiss & Sons Co. sions. Ten different assort- 
bi 2 © ESTABLISHED 1848 NEWARK, N. J. ments. 
w.tl 
Pt- 


Wiss Shears—“The Easiest Line To Sell” 





Advertising Index, Page 141 Two Sections—Section One Editorial Index, Page 37 
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A New Large Capacity HANSON Scale! 


13 

14 
IS 

16 
In! 
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De “16, 
25, 





A High-Grade, Extra Capacity, Accurate Scale—Can Be Retailed Profitably at $4.85, 


Extra capacity scales are in demand! They are No. 2060 is a new design—the result of 35 years of 
bought for home use in weighing wet wash, ice, fine scale manufacturing. When you make a leader 
provisions, etc.; and also for factory and stockroom of it at $4.85, your margin is still well over $1.50. 


use. And it will make you a good regular seller at $5.50. 


Note These Construction Features and Selling Points 


CONSTRUCTION: Extra heavy selected cold drawn TOP: 7” square steel platform. 
steel throughout. Adjusted by set screw at top. ° 

° ” If” if" 
DIAL: 8” in diameter. Figures and graduations in legi- DIMENSIONS: 8” x 774” x 107A”. 


ble black on white enamel. Distance between graduations PACKING: Each scale in heavy corrugated reshipping 
038". carton for convenience in handling, storing and reshipping 
FINISH: Grey Enamel. on delivery. Weight packed 7 lbs. Case of six, 45 lbs. 

There is a HANSON Scale fobber in every section of the U. S Chey have 

this scale in stock for your convenience. Your jobber can probably supply 

you; or write us for quotations, catalog, and name of jobber who can 


HANSON BROS. SCALE CO. 507 N. ADA STREET CHICAGO 
(RIAA ce Se i ER IN ET RIT AAR MTL LIE TES ACES ANECDOTE: 





Entered as second class matter May 22, 1913, at the Post Office at New York, under the Act of March oo, 187%. (Printed in U. 8S. A.) 
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-DISSTON 25 





-YEAR CLUB 
GETS UNDER WAY 


MORE DEALERS ENTHUSIASTICALLY ENDORSE THE IDEA 





Henry L. Russell, President 
T. Russell & Co., Inc. 
Holycke, Mass. 


This concern writes: “‘The Disston 
25-Year Club is a fine idea. But you 
should give a gold star for every ten 
years over twenty-five that a dealer has 
been selling your saws. Our record is 
seventy-seven years. 


L. W. Henneberger Co., Paducah, Ky., 
says: ‘‘We are very much interested in 
your Disston Twenty-five Year Club. 

*‘We have sold Disston Saws since 1883. 
Therefore we are eligible and would be 
glad indeed for you to enroll us as amem- 





ber. We think this is a splendid idea.”’ 


The Disston 25- Year Club idea is the 
outgrowth of a number of letters from 
dealers suggesting some kind of a Diss- 
ton Club. 


“Let’s get together’’ writes one 
dealer. ‘‘We, many of us, sold Disston 
Saws a half-century ago. We’ve seen 
a lot of changes and developments in 
the hardware business since then .. . 
but we’re still selling Disston Saws. 
It’s a sort of bond of fellowship.”’ 





So Disston asked dealers if they were 
interested in a Club composed of deal- 
ers who have sold Disston Saws for 
25 years or more. 


Letters of approval from dealers 
everywhere have poured in. So it 
looks like the Disston 25-Year Club is 
under way. 


Send in your application. No ex- 
penses. No dues of any kind. If you 
have handled Disston Saws for a 
quarter of a century you are eligible. 


Each member will receive a hand- 
somely engraved certificate of mem- 
bership. 


And there are other features which 
Disston has planned for these good 
friends. 


Mail in your application today. 
Let’s get the club organized quickly. 











PLANS TO GET 


MORE TOOL BUSINESS 


It is safe to say that there is not a 
community in the country in which 
the sale of tools cannot be increased 
by intelligent, well-directed effort. 


Frequently hardware dealers under- 
estimate the quantity of tools that can 
be sold in their neighborhood. They 
reason that anyone who wants to 
know about tools will come to the 
store. 


But what about the householder, 
for instance, who tries to do all his 
sawing with a regular hand saw, be- 
cause he never heard of other kinds of 
saws. 


There are many like him in every 
community. They need ‘tool educa- 
tion’’ and the dealer who undertakes 
the task will be well repaid in sales. 


As a starter do this: 


Clip out the letter which we’ve pre- 
pared for you in the next column. 
Have it multigraphed on your letter 


head and send it to your mailing list. 


If you have no mailing list—start 
one now. Get a list of tax-payers from 
your local assessor. Get names of 
Lodge members. Add to these your 





customer list, and you’ll have a start. 
Mail This Letter 


It is written to make your trade fa- 
miliar with the different kinds of saws. 
It will sell special-purpose saws for you. 


Dear Sir: 
Have you ever looked at 


your saw and wondered why you 
couldn't do good work with it? 


That may be due to two 
reasons: 
First: You may not have 


a good hand saw or it may not 


be in good condition. 

second: You may be ex- 
pecting too much of your 
Saw....uSing it on work for 
which it is not intended. 

We carry a complete line 
of good saws for every pur- 
pose: Hack saws for cutting 


metal; back saws for fine cut— 


ting (picture mouldings, 
curtain poles, etc); compass 
saws for cutting holes or 
curves in wood; coping saws 


for fine cutting along curved 


lines; rip saws for cutting 
with the grain. 

Come in and look over 
these saws. Let us explain 
their uses in detail. You'll 
get a lot more satisfaction 


out of sawing if you have the 


right saws. 

Make our store your head- 
quarters for saw and tool 
information. 

Sincerel 


y 
BLANK HARDWARE CO. 








HOW TO SELL 


A GOOD SAW 


Winner of second prize in recent Disston 
Contest tells how to sell a good saw when 
a cheap one is asked for 


“Occasionally we have experience 
with several mechanics who want 
cheap tools, and nothing else,” writes 
Mr. George Wilkenning, Jr., 349 East 
138th St., New York City. ‘One of 
these men is known to us as a tough 
customer. 


“Recently this man was in for a 
saw. Knowing what he was after, I 
handed himacheap saw. After looking 
at several of these saws, he was about 
to buy one when I suddenly put one of 
your D-18’s into his hand. He at once 
gripped the handle and looked at me. 


“Then I began to talk, saying, ‘This 
is the saw most carpenters use, and is 
only two dollars more than this cheap 
one. The best part of this saw is that 
you will never have to buy a new handle 
as the handle is extremely tough.’ I 





, 


“The Saw Most Carpenters Use’ 


knew that he was in for a handle just 
the week before. 

“After examining the saw several 
times, he finally put it down and said, 
‘it’s too much money to pay for a saw.’ 

“Then I said, ‘You bought at least 
two saws and two handles within the 
last six months, which amounted to 
about six dollars. Now don’t you 
think it would pay you to buy a saw 
that will last for years, and prove to 
be the cheapest in the end.’ 

“All he said after that was, ‘Well, 
wrap it up.’ And on leaving the store 
he turned and bid me a cheerful good- 
night. A few days later the same man 
brought his brother in for one of these 
saws. He bought it without saying 
a word. We are now sure that we have 
gained this man’s confidence in buying 
good tools. I also find that by em- 
phasizing your slogan to your cus- 
tomers——‘The Saw Most Carpenters 
Use’—has proved many times to be of 
great help in selling your saws.”’ 


’ Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U.S. A. 
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RIGHT down to the point of sale— 
at the door of your store—goes the 
1926 newspaper advertising of Eveready 
Columbia Dry Batteries. Noless than 578 
newspapers, in all parts of the country, 
are used in a powerful campaign, with 
a total used circulation of 104,599,976 
copies. Thus the national advertising 
in leading monthly and weekly publica- 
tions is brought to a focus in your own 
town. The first newspaper campaign in 
1926 will run during March, April and 
May. Tie in with this campaign by 
dressing an Eveready Columbia window. 
Write us for display material. Order 
Eveready Columbia Dry Batteries from 
your jobber. 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, INC. 


i EVEREADY 
New York San Francisco COLUMBIA 
Atlanta Chicago Dallas KansasCity Pittsburgh Dry 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


COLUMBIA 
Dry Batteries 


-they last longer 
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Extra Thin - Extra Long 
Extra Light - Extra Strong 


These wrenches are extremely 
long and light as compared to 
their capacity. The jaws are thin 
and narrow and can get at the nut 
that is placed in close quarters. 


Their strength is not based 
upon bulk but upon excellence 
of design and material. They 
are drop forged from Chrome- 
Vanadium Steel, heat treated. 
They are finished in nickel over 
copper with heads buffed bright. 


The best in material and work- 
manship is put into these 
wrenches. The name of ARM- 
STRONG stands back of them. 


15° Angle—Double Head 























ARMSTRONG-VANADIUM 
Super Quality Wrenches 


A NEW Wrench That 
Every Mechanic Will Want! 


Here is the last word in Wrenches for Strength, Durability, 
Handiness and Finish. Display these Wrenches prominently 
and every mechanic or wrench user will want one—more 
likely several—on sight. 


First introduced by ARMSTRONG in 1919, the use of 
Alloy Steel enabled us to make wrenches which were lighter, 
longer, less bulky and at the same time stronger than any 
drop forged wrench previously available. 


ARMSTRONG-VANADIUM Wrenches are drop forged 
from select Chrome Vanadium steel, heat treated and finished 
in nickel over copper with heads buffed bright. They are 
the LONGEST, STRONGEST, HANDIEST Wrenches ob- 
tainable. Tested and fully guaranteed. 


Write TODAY for descriptive circular with prices. 
Be one of the first to stock this quick-selling item. 


It’s STRONG if it’s ARMSTRONG” 
GUARANTEED UNBREAKABLE 


POG GOOG OOOO OG OSD 


Armstrong Bros. Tool Co. 





=o 


‘The Tool Holder People”’ 
314. N. Francisco Ave. CHICAGO, U. S. A. 
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OW this SEAL of APPROVAL 
Saves TIME in Selling 


VERY product that ‘has been Tested and Approved by 
Good Housekeeping Institute is entitled to carry the Seal 
of Approval. This Seal is obtained only after thorough test in 
the laboratories of the Institute, part of which is shown above. 


Millions of women know they can rely on the impartial tests 
of Good Housekeeping Institute.* If your salesman concludes 
his selling talk by pointing to the Seal of Approval right on 


the product, the sale is easily closed. *hibiany 


woman 
whose 
opinion 
you value. 


(SOOD HOUSEKEEPING 


BOSTON NEW YORK CHICAGO 














Made and 
Stretches 
Like Farm 


Fence 
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It’s Buying Time for the Poultry Raiser 
It’s Selling Time for You 


Now come the big turn-over months for poultry fence and other 


poultry supplies. 


Every new born chick suggests the need for netting. And netting, 
in turn, suggests the need for other profitable items in your stock. 


Today in your trade territory scores of potential buyers are figur- 
ing their requirements. Tomorrow they will buy. 


And, while it is buying time for the poultryman, it also is selling 
time for the dealer. Now is the time to go after this profitable trade. 


Make U. S. Poultry Fence your leader. It will bring new cus- 


tomers to your store and pul money in your cash register. 


U. S. Poultry Fence appeals instantly, even to the inexperienced, 
because it is made and stretches like farm fence, requires neither 
top rail nor baseboard, costs less “put up” and, makes a neater, 
more lasting fence. 


Representative jobbers all over the country maintain complete stocks. If you~ 
do not know the U. S. jobber in your territory, write us for his name. 


Indiana Steel & Wire Company 


Muncie, : : Indiana 
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“Follow a loaded truck” said ZZ 
someone, “and something is bound 


to fall off.” 


Once a week, the express trucks Z 
of 36 metropolitan dailies roll AA 
along their routes loaded with AA 
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NICHOLSON newspaper adver- ZZ 
tising. The total circulation of ZZE- 
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this gigantic load is 5,284,263. BZ 


But nothing falls off. The ads ZA 
reach their goal—and in many ZZ 


important centers have increased 
the sale of NICHOLSON Files 


by as much as 50%. 


Stock and push NICHOLSON 
Files. The loaded trucks will sell 


them for you. 


NICHOLSON FILE CO. 


Providence, R. |., U. S.A. 
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Here's the U.S. 
Patent Office's 
model of Dan 


Stillson’s wrench 








From a_ photograph 
taken at the Smith- 
sonian Institution by 
Underwood & Under- 


wood. 


and most widely used tool in the 


Uncle Sam thinks so much of 
world. The Scientific American 


this original STILLSON that the 


Patent Office authorities have 
put it in the Smithsonian Insti- 
tution. 

How Dan would laugh if he 
knew that his _ trouble-busting 
wrench was now resting quietly 
in a glass case in a museum! 

In the 57 years since Dan made 
this first model at the Walworth 
factory, the STILLSON has be- 


come probably the best known 


said in a recent article: “This in- 
vention probably has been more 
widely used than any other single 
article upon which a patent ever 
was obtained.” 


The trademark STILLSON on 
the jaw is all you need to show 
any buyer who wants STILLSON 
strength and Walworth quality 
in any size of wrench from 6 to 
48 inches. 


STILLSON* 
(like Walworth) is 


a trademark and 
registered by its 
owner, the Wal- 
worth Company, in 
the U. S. Patent 
Office, in the sev- 
eral States and in 
foreign countries. 


WALWORTH 


STILLSON* 


WALWORTH COMPANY, Boston, Mass. 


Distri’ uters in Principal Cities of the 


World—Plants at Boston, Greensburg, Pa., 


Kewanee, Ill., amd Attalla, Ala. 
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Socket Sets 


PATENTED DEC.12,°22 


Added 


to line 


of New 


NONE BETTER. 
LHS chet Wrench Sets 





through purchase of Handle Lock patents, stock 
and facilities. 


The Jobbers and Dealers who have been and are 
now selling the Handle Lock Socket Wrench Set 
will, we believe, benefit in no small measure from 
this new ownership. 


The larger manufacturing facilities of The New 
Britain Machine Co. give both Jobber and Dealer a 
double assurance of a stable source of supply, a 
liberal sales policy and prompt shipment on all 
orders. 


The quality of Handle Lock Sets will be rigidly 
maintained, and present price arrangements will be 
continued. 


The stock of Handle Lock Sets now on hand will 
permit of immediate shipment on all orders, which 


should be addressed to 


ae HANDLE LOCK 





Sets Consist of — 


No. 2 Set 
8 sockets — sizes 
eee, t/2". Site’, 
5/8”, 11/16", 3/4”, 


7/8”, 15/16" and 
7/16” hex L handle 
in the famous handle 
lock steel box. 


No. 4 Set 
8 sockets — sizes 
ie 6 Shas Fite. 
ome 5. 18/96", 3/%. 


7/8”, 15/16" and 
7/16” hex L handle 
—2 7/16” adapters, 
long and short, and a 
compact, __ sturdy 
ratchet wrench, in the 
handle lock 


famous 
steel box. 


The New Britain Machine Co. 


198 Chestnut Street 


New Britain 


Connecticut 
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PEXTO 





Good Hammers for the Mechanic and the 


Handy Man 


Finish, lines and balance are essential to good Hammers 
and to each of these the utmost care and attention Is given in 
making Pexto Hammers. 


They are drop forged from special analysis steel; have 
hardened faces and tempered claws. Handles are of second 
growth white hickory. The claws have knife-like edges to 
grip any size nail from brad to spike. 


The line is complete and covers practically every style 
hammer in common use. 


Write for Tool Catalog. 


Worth While Tools 


THE PECK, STOW & WILCOX COMPANY 


Southington, Conn., U. S. A. 
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Out in the shop, where accuracy 
is the watch word, a tool that fails 
receives no sympathy.—V ALUE is 
demanded in every tool! 


A tool’s real value is determined 
by its correct design, utility, excel- 





lence of workmanship and high ac- 
curacy. — Mechanics expecting the 
greatest Tool Value insist on Brown 


6 Sharpe. 
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BROWN & SHARPE TOOLS 


MADE BEST—THEY GIVE COMPLETE SATISFACTION 


Brown & Sharpe Mfg. Co., Providence, R. I., U. 5. A. 
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TRIMO 


How Our National 


Advertising ls Reaching 
Your Trade 


No matter where your store is located—hbig city, 
town or country—no matter what class of tool 
buyers you cater to—TRIMO’S national advertising 
TRIMO is reaching the great majority in your neighborhood. TRIMO 

PIPE Note how thoroughly this is being done. PIPE 


WRENCH CUTTER 
1. Over 2,500,000 through The Saturday 


Evening Post. 














9 Over 3,000,000 Farmers through The 
* Country Gentleman, Farm Journal 
and Farm and Fireside. 


3 Over 39,000 Plumbers and Steamfitters 
* through Domestic Engineering and 
Plumbers Trade Journal. 


4 Over 299,000 general Mechanics and 
* Inventors through Popular Science 
Monthly. 


a Over 46,000 Shop Executives in the 
° Power Field through Power and 
Southern Power Journal. 





6 Over 25,000 Executives in the great Oil 
* Industry through Oil and Gas Journal 
and National Petroleum News. 


TRIMO 
MONKEY Cash in on This Nation-wide Publicity 
WRENCH by Carrying a Complete Line of 
TRIMO TOOLS. Order from Your 
Jobber—NOW. 


TRIMONT MEG. CO. See 


ROXBURY, MASS. in| Gtalo 
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Keuity 


The Best Known 
PERFECT and Known as 


TEMPER THE BEST 





OCTAGON NECK HAMMERS 


THE RETAILER CAN SELL AT $1.25 Eacu 


NEW ATTRACTIVE FINISH 


“Falls City” “Yellow Hammer” 


Polished, with green enameled neck and claws Gun Metal Finish, with yellow enameled neck and 
claws 





Dealers who are selling KELLY AXES 
and are not handling Kelly Hammers 
are getting ONLY A PART of the 
BENEFIT FROM KELLY: BRANDS 





CAPITALIZE ON KELLY PRESTIGE 


Sell the Full Line 


RELL FY 


AXES—HATCHETS—HAMMERS—BROAD AXES—ADZES—BUSH HOOKS 
SCYTHES — PICKS — MATTOCKS — GRUB HOES — GRASS HOOKS 


KELLY AXE & TOOL COQO., Inc. Charleston, W. Va., U.S. A. 
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“Now while the three were tightening 
Their harness on their backs, 

The consul was the foremost man 

To take in hand an axe, 

And fathers mixed with commons, 

Seized hatchet, bar, and crow, 

And smote upon the planks above 

And loosed the props below.” 

—Macaulay. 


Horatius at the Bridge 


VERYBODY knows the famous poem describing Horatius 
defending the bridge which gave entrance to ancient Rome. 






History tells us that Roman armorers, with their trusty steel 
and crafty workmanship, played no small part in both conquest 
and defense. 






Today, Quikwerk Tools have a role of equal importance in 
the conquest of the soil by the farmer—of nature’s obstacles by 
the bridge, tunnel, and skyscraper—of distance by the railroad 
and highway. 









Ask for Quikwerk Tools by name 









THE WARREN Too. & ForGE CoO.,240 Griswold St., Warren, O. 


Picks Mattocks Sledges Hammers 
. Bars Chisels Hoes 
el Wedges, Tongs 


y 











uiKwer 


FORGED TOOLS 
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The American HardwareTrade } 
serving the American Public 
“4 should push the sale and use of |: 

1 Brass and Bronze Builders’ [22° 
Hardware. 
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Yale Zenobian 7 
: Front Door Set: 5 & 
_with cylinder lock 
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Yale Hardware backs the WS 
dealer in promoting the sale 
and use of better hardware 


Many dealers talk quality to their customers 
and are constantly encouraging the use of brass and 
bronze for the home. To such dealers Yale Hard- 
ware has a strong appeal since the name Yale lends 
, itself so well to their sales arguments on quality. 
\’ The Copper and Brass Research Association has 

' for the past few years advertised and sponsored the 
a| use of brass and bronze in the construction of homes 

. and business buildings. The hardware dealer might 
well tie up to the good work of this association and 
foster the use of brass and bronze builders’ hard- 
ware, as it is an important part of the equipment 
of the home. 

The Yale lock sets illustrated on this page are 
made in brass or bronze and are carried in stock 
FE é ready for immediate shipment. Yale lock sets can 
Oe MME Yate Giase Knok Set also be furnished in heavy plated wrought steel to 

iia Be GROD doe sonide: supply thedemand forlessexpensive hardware. Send 
: eee | 
3 Es for a supply of our Builders’ Hardware Booklet. 
“THE NAME YALE HELPS MAKE THE SALE” 





Yale Utopian Design 
2 wath cylinder lock (0. 3 












=" YaleAthenianDesign 
Front Deor Handle 
=. Cast bronze or brass: 

with cylinder flock: 





sieges ctor ort cole Myst Design \ 
Je I fent Door Handle 

se — Cast bronze or brass 
oe with eylinder lock. > 






























ol 








The Yale & Towne 
Manufacturing Co. 
Stamford, Conn., U. S. A. 
eee = Canadian Branch at St. Catharines, Ont. 


= [1 ,| YALE MARKED IS YALE MADE 
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‘A ne 
Yale Newport Design 
Front Door Handle 
Cast bronzeor brass 
with cylinder lock 





‘Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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Can you give them 
the ones they want? 


No matter what the type or size hammer a skilled work- 
man wants, he’s learned from experience that he'll get ex- 
actly what he wants in strength, durability, “hang,” when he 
asks for a Maydole. 


Nail Hammers 

Ripping Hammers 
Machinists’ Ball Pein Hammers 
Automobile Hammers 
Tinners’ Hammers 

Brad Hammers 

Farriers’ Hammers 
Engineers’ Hammers 
Riveting Hammers 
Patternmakers’ Hammers 
Brickiayers’ Hammers 


—in fact every kind of hand hammer has the famous 
“D. Maydole” stamped on its head. And your customers 
know that back of every one is eighty odd years of speciali- 
zation in fine hammer manufacture. Every Maydole head 
is press-forged of selected tool steel. Every Maydole handle 
is of clear, second-growth hickory air-dried for years and 
put on to stay tight. | 

Men want the genuine Maydole Hammer. It’s a powerful 
boost for your good reputation to sell Maydoles. 


Can you give them the Maydoles they want? 


If your stock is incomplete your jobber can supply you. 


Ask us for Catalog and Pocket Handbook 23 “C.” 





THE DAVID MAYDOLE HAMMER CO. 


NORWICH NEW YORK 








9091 


Maydole Hammer 























At the New York Toy 

Fair we talked with keen 

buyers from all over the 

country. These toy experts 

selected the four best sellers 
shown on the next page. 


They picked these four num- 
bers— two new ones and two 
old favorites—as the cream of 
the Mengel Line. North, South, 
East and West agreed that these 
had everything that makes a 
plaything walk right off the floor. 


You'll want the quick, sure 
profits that these four leaders 
will bring. 














Rock-a-Tot. One of the most 
unique and popular Mengel play- 
things. Seat always level. No 
objectionable up and down motion. 
Safe—cannottipover. Adjustable 
to size of child. A splendid all- 
year-round number. 





MENGEL SLIDE. Setthisup 
on your floor and the children 
will sell it for you. A regular 
chute-the-chute. 10 feet long 
and 5 feet high—also larger 
sizes. Made of unsplintering 
hard maple. Finely finished. A 
number that brings real profits. 
























SEE-SAW SIRCLE. The lure of 
the teeter-totter and the merry- 
go-round combined in one fast- 
selling plaything. Simple—nothing 
to get out of order. Will last for 
years. Adapted for indoor or out- 
coor use. 











CIRCUS TOP TABLE. The chil- 
dren’s own table and two chairs to 
match. Made tostand hard knocks. 
Finished in heavy white enamel 
that’s easy to keep clean. For 
nursery, porch or playground this 
number is a winner. 















19 other sure-fire numbers 
in the big Mengel Line 





In addition to the four fine summer 
numbers shown above, the Mengel Line 
holds 19 other popular sellers that are 
bringing interesting profits to live dealers 
every where. 

All these Mengel Playthings are tested 
sellers—not freaks or fads. They move 
quickly. There isn’t a shelf warmer in 
the whole line. 

Children love them because they are 
crammed full of fun and frolic — parents 
like to buy them because they are honestly 
made and show their dollar-for-dollar value. 





Anyone can tell by looking at them that 
they'll stand up under any kind of roug 
and tumble treatment. ) 

Get your copy of the interesting Mengel 
catalog and judge these playthings for 
yourself. You’ll find number after number 
that will boost your sales. Write for your 
copy today. The Mengel Company, Inc., 
Louisville, Ky. 


Chicago Toy Fair—April 5th to 24th. 
See us at the Palmer House, 9th floor. 


Mengel Playthings 
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Famous 
for their 
uniformity 


SARGENT bright wire goods and 
brass cup and screw hooks are made 
in every practical size and shape. 
Yet, in each group, every single piece 
is as like every other piece as any 
two drops of water in a bucketful. 
Careful manufacturing and inspec- 
tion insure unvarying quality. 

A few styles are pictured. Screw 
eyes, screw hooks, hooks and eyes, 
and brass cup and screw hooks. 
Then, too, there are wire goods— 
awning eyes, S hooks, coat and hat 
hooks, and others too numerous to 
mention here. 


25°-50%-1005 


The decimal system of pricing and 
packing Sargent goods simplifies 
figuring and saves your time in ar- 
riving at the price for any given 
quantity. Sheets showing prices by 
hundred as compared with old list 
by gross and giving quantity in box 
of each number will be sent upon 
request. Ask also for our Co-opera- 
tive Advertising Service Booklet. 


SARGENT & COMPANY 
Hardware Manufacturers 
NEW HAVEN, CONN. 


New York: 92-98 Centre St. 
Chicago: 221-223 W. Randolph St. 


NEW 1926 CATALOG READY—If you haven’t received your 
copy, it will be sent upon request. 
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Copper Screen Cloth 


Made of Copper 99.8 % Pure 





Quick and Easy Sales 


Jersey Copper Insect Screen Cloth is actually 
easier to sell than the slightly cheaper but 
quick rusting kind made of iron or steel. 
Hundreds of merchants have proved this to 
their satisfaction. ‘They find that more and 
more of their customers are tired of the 
trouble of yearly painting and the expense 
of frequent renewal in spite of it. 


One big reason for the popularity of Jersey 
Copper Screen Cloth is that it 4zszs. It is 
made of copper 99.8% pure. Hence, unlike 
so-called bronze cloths, every wire is uni-' 
form in composition. It cannot rust. 


Another big point in its favor lies in the fact 
that it will not sag or bulge like ordinary 
copper cloths. Jersey is the o2/y copper screen 
cloth made of Roebling wire. In stiffness 
and tensile strength the cloth is comparable 


to steel. 
This month our customers are featuring 
Jersey Copper Screen Cloth in their win- 


dows. Fifty prizes, aggregating more than 
$1,000, are being offered for the best window 


displays. 
To merchants who carry an assortment of 


Jersey, we furnish attractive advertising ma- 
terial and dealer helps. Write us for further 


information. 


THe New JerseEY Wire CLotH COMPANY 


628 South Broad Street 


Trenton New Jersey 


All Grades of Wire Cloth Made of All Kinds of Wire 


JERSEY 








a 
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Double Your Roof-Coating Sales 
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RU-BER-Ol 


ROOF - COATING 
fox ec afin qed as he ' ‘ 












an » * ews t tron 

te ee 
a te Gam aod ee ee 

ote mete & 

















Re GER OW 

















POR Meta: amp oor 65 


The RU 
=" 





































RU-BER-OID 


ROOF COATINGS 
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MADE IN RED. SLACK AND GREEN 





U-BER-OID eA 
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ET us help you get the Roof-coating business in your community 
at a 50% profit. 


We show above some of the advertising helps we are ready to supply you. 
The window displays and store signs, the sample display hanger and lantern 
slides will bring ready-made business for Ruberoid Roof-coatings, Ruberoid 


Liquid Fibre-cement and Ruberoid Plastic. 

The illustrated booklets in color, folders, letterheads, all bearing your imprint, 
tell the distant buyer about Ruberoid Roof-coatings thus extending your mar- 
ket and increasing your sales. It’s time now to get in on the Spring business. 
Write us or send the coupon below. 


The RUBEROID Co. 
Chicago New York Boston 


U-BER-OID 


ROOF COATINGS 








LESSSSSSSSSeSeeeeeeeseseeeseeeeees 
Hardware Age 


The RUBEROID Co. 

95 Madison Ave., New York 
Gentlemen: Please send me 

prices and descriptive literature 

regarding the Ruberoid Products 

checked below. 

(-] Ruberoid Roof-coatings 

[] Ruberoid Plastic 

[_] Ruberoid Liquid Fibre Cement 


Name 





Address _ 
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Good Buildings Deserve Good Hardware 


We .) 3 “G er 
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Two more turns of the screw driver \ 


and this door will be crime proof ~ 


Corbin Locks are Good Locks —_— 
REAL “ he-man’s” lock this, a two-fisted affair—more than a match for YOUR DOORS 


any intruder. Good Hardware in every sense—in the way it serves, the 

way it lasts, the way it works. And you can apply it yourself in afew minutes. 

For your protection ask for Corbin Night Latch 356. Inside it, a Corbin 
Cylinder Lock moves a bolt of solid bronze and only your key will work 

it. Sounds like Good Hardware, doesn’t it? And it is. each month why Corbin 

P & F CORBI SINCE NEW BRITAIN Locks are good locks. 

. “ CONNECTICUT Are YOU selling them? 


The American Hardwure Corporation, Successor 


stow Vouk Chicago 
NN: 


~ 


Open them to Corbin 
customers. Corbin ad- 
vertising tells millions 
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Making Profits for 
25,000 Dealers 


When you sell any of the brands of American Stee! & Wire Company 
Fence and Posts—you have many valuable sales levers working for you. 








1 Well Known. For twenty-six years the products of 
this company have been well and favorably known to 


farmers. 


| 
a 
1 











— 
2 Positive Guarantee. Every rod is guaranteed to 
equal or outlast in service any fence made of same size 
wires and used under same conditions. : 
? £ 
3 Full Weight and Length. Every American Steel & 3 
Wire Company Fence is guaranteed full length and full OE 


weight with a placard showing the specifications in 
the roll. 








4 National Advertising is continually selling the farmer 
on American Steel & Wire Company Fence and Posts. 








4 Retail Advertising Help in the form of newspaper 
ads, store signs, letters, etc., are furnished dealers free. 








6 Quick Service. Mills and warehouses conveniently 
located-——-completely stocked. 


a aan ae Be 


= Hh — 


7 Freight Saving. Variety of products can be in- 
cluded in mixed car shipments. 








1} | 


Zine {nsulated 


AMERICAN, ROYAL, ANTHONY, 
U. S. NATIONAL, MONITOR 
and PRAIRIE ee 


Dealers Wanted Everywhere—Write for Sales Plans 





—_— 
———$ eee 


Sales Offices: 
CHICAGO NEW YORK BOSTON CLEVELAND hen le PHILADELPHIA PITTSBURGH 
BUF LT WILK ST. LOUIS 


oN 


FFALO DETROIT CINCINNATI BA MORE ES-BARRE T. 
KANSAS CITY ST. PAUL OKLAHOMA. CITY BIRMINGHAM MEMPHIS ) . 
DALLAS ATLANTA DENVER SALT LAKE CITY 


Export Representatives: U. S. Steel Products Co., New York 
Pacific Coast Representative: U. S. Steel Products Co., 
San Francisco, Los Angeles, Portland, Seattle. 


AMERICAN STEEL & WIRE 


Company 
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To prevent any deception— 


Regarding the situation as to the patent on the tilting 


disc knife sharpener we make this statement of the 


material facts in view of the propaganda being broadcast 


by infringing competitors. 


The Ace Hardware Mfg. Corp., being the 
owner of an application for patent on the tilt- 
ing disc sharpener filed by W. H. McCall, 
placed the sharpener upon the market in 1922. 
There was a popular demand for the sharpener 
from the time it was first placed upon the 
market and it has since been sold by the Ace 
Company in ever-increasing quantities. After 
full investigation, the Patent Office held the 
McCall claims but withheld issue in view of a 
probable interference which was later declared 
with McCall, Lambert and another as parties. 
After much delay, priority was awarded to 
Lambert and the Lambert patent issued, Octo- 
ber 20, 1925, with claims which broadly cover 
the tilting disc feature. Prior to the issue of 
the Lambert patent the Ace Company con- 
tracted for an exclusive license thereunder and 
is the only party entitled to make sharpeners 
having the tilting disc feature. 

The long delay in the Patent Office and the 


great popularity of that type of sharpener in- 
duced a flood of imitations. 

Suits for infringement have been brought 
against the manufacturers in various parts of 
the country, but some manufacturers are 
attempting to mislead the trade by letters and 
advertisements assailing the validity of the 
Lambert patent and claiming to manufacture 
under patents of their own. The Lambert 
patent is the only patent with claims covering 
the tilting disc feature, and no patents held 
by infringing manufacturers constitute a de- 
fense. 

The U. S. Supreme Court has held that a 
guaranty of protection against infringement is 
against public policy and cannot be enforced. 

We confidently expect that the Lambert 
patent will be held valid, in which case we 
shall demand an accounting not only from in- 
fringing manufacturers but from those who 
vend the infringing device. 


ACE HARDWARE MFG. CORP. 
Philadelphia, Pa. 
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You can open, close and lock 
Vow-- WHITCO- EQUIPPED CASEMENTS 
without moving the screen ow oa 


The CALEDONIA CASEMENT CONTROL 
is the device that makes this possible 




















Made by the makers of Whitco 
Hardware, and designed for use 
only with that self-adjusting fix- 
ture, this device is an assembly 
of two arms, so fashioned as to 
adapt itself to the pecular sliding- 
swing of Whitco-equipped case- 
ments, and so arranged that the 
leverage of its arms opens, closes 
and locks the sash instantly, 
positively and with the minimum 


of effort. 


i 2 ssn abe tg aco Se, fe % 


—Contained entirely between 
jambs and within width of 


sill. 


—Reversible—may be used 
either right or left hand. 


—Self-locating—cannot beinstal- 
led incorrectly. 


No special detail, no cutting or 
fitting. 


Whitco Hardware and the Caledonia 
Casement Control, in combination, 
meet the most ex- 
acting demands for 
convenience and 
completeness 
service. 





of 











Sash entirely closed 
and locked 















Sold only 
thru the 
Hardware 


CASEM [ENT Trade. , 


Sash partly \ 
open 





AIL] ASEMENT WHITCO 
HARDWARE fA] EDUNIA £- Fe 
ONTROL (In amma aoe 

















7 MANUEACTURERS V } HARDWARE W SPECIALTIES 





Western Offices: Eastern Offices: 
365 Market Street 636-645 Maes. Trust Bldg. 
Boston 


San Francisco 
Send all inquiries to nearer office 
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Your contractor customer can see for himself that this Bull 
Frog barrow will cut his material handling cost. 


This Bull Frog No. 42 not only sets a new standard for durability, 
but embodies many distinctive engineering features that set a new 
standard for wheelbarrow efficiency. Note the elevated front of the 
seamless tray that carries a full load without spilling. The tray is 
always level when the handles are raised. The angle iron wheel 
guard loop permits forward dumping without straining the frame. 
The shaped handles and the Never-Break easy-running wheel make 
for easy handling. Here is the outstanding general purpose barrow 
of the year. It can be used for either wet or dry materials. 


Ask your jobber or write for specifications, prices, and catalog show- 
ing Bull Frog barrows, carts, and scrapers for every mine, foundry, 
factory, building, public works, and construction purpose. 


THE TOLEDO WHEELBARROW COMPANY 
Toledo, Ohio 


Branch Offices and Warehouses 


Philadelphia, 233 North 12th St. Chicago, 337 River St. 











BUILT — WORK 


BULL @ FRO 


WHEELBARROWS | 
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At the right is shown a new 
Standard surface operator 
mounted on the stool as dis- 
tinct from the flush type set in 
the stool. All standard finishes. 
Note also the screen hardware 
described below. This opera- 
tor, when used with Win-Dor 
Screen Fasteners gives far 
greater convenience than old- 
fashioned stays plus hinged 
screens —and at no increase 
in cost. 





A quick-turning, profitable line that 
sells to builders of all classes of houses 


Through intensive advertising to all branches of stock-investment, shelf-room and attention. 


FROM 





of your trade { builder, realtor, architect, 
home-owner }— 

By producing a standardized and complete 
line — 

By lowering prices to a volume-sales level— 

By increasing discounts to our customers— 


—we have put Win-Dor Casement Hard- 
ware ona basis where you can makea mighty 
fine profit on it and handle it witha minimum 


Casement windows are having a tremen- 
dous boom. Everyone wants them. Allaround 
you there’s an active and growing market for 
this established hardware that has earned its 
reputation during twenty years of satisfactory 
service. 

Let ussend you the full story of how profit- 
ably you can handle this line. Drop us a line 
and we'll send complete specifications {illus- 
trated }, prices, discounts, etc. 


THE CASEMENT HARDWARE COMPANY, 224 Pelouze Building, Chicago, Illinois 


Win<Dor | 
CASEMENT HARDWARE 


CASEMENT 
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New Standard Win-Dor Case- 
ment Operator (Flush Type) is 
practically invisible when handle 
isdetached. Works under the 
screen. For use with metal-framed 
screens, or where it is desired to 
leave the window-stool free of 
‘isible hardware.» 
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The new easy-acting, positive- 
locking, burglar-proof Win-Dor 
Bolt-Fast. Large handle, easily 
grasped. Tapered bolt-nose easily 
findsthesocket. Cam-action helps 
close the casement or Frenc 
door. Made in varied lengths for 
all purposes. The most satisfac- 
toty bolt on the market. 


Inexpensive Win-Dor Screen 
Fasteners are absolutely effective 
yetextremelysimple. Brassspring- 
clips on either side snap over 
screw-heads at sides of sash. Top 
of screen fits behind small brass 
angle-plate. Screens snap in or 
out instantly. 


Win-Dor Automatic Locking 
Stay is not a substitute for the 
Win-Dor Operators because it 
doesnot anak throughthe screen. 
But it isan advance over ordinary 
designs, being operated instantly 
and easily aol one hand and 
locking at once when released. 
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BRASS 
RETAINER 


The years roll by—methods change—improvements are introduced—the pace 
for popular favor is swift—to gain and hold leadership requires stamina and 
unhampered progressiveness. 

Significant, nevertheless true, Myers Glass Valve Seat Pumps have been 
favorites ever since they were first introduced. Refined in many ways, with 
improvements here and there, they still retain many of their original features 
which gave and have continued to give them prestige down through the years. 

The famons non-corrosive Myers Glass Valve Seat—the easy operating Myers 
Rolling Motion Cog Gear Head—the practical Myers Adjustable Base—the 
convenient Myers Reversible Spout—the essential extra large Myers Air Cham- 
ber—these and other Myers features have weathered the test of time and are 
responsible in no small measure for the position of leadership Myers Glass 
Valve Seat Well, House and Cistern Pumps occupy today. 

Many a dealer has built a big profitable pump business around Myers Pump 
and Water Systems—scores of others will do likewise as time goes on. The 
opportunity for success is greater than ever before. To verify this get a 
copy of our catalog, note the completeness of the Myers line, size up its possi- 
bilities in your community, and then stock styles adapted to your local 
requirements. 

One of our representatives will see you personally, or we will send catalog 
and information direct. 


THE FLE,MYERS & BRO.&o. 








ASHLANDB, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose. 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS - BARN. FACTORY and 
GARAGE DOOR HANGERS: STORE LADDERS. Etc. 


’ 
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For house and garden use—the 
Gaylord Water Saver cuts your water 
bills in half and saves time and labor. 


HARDWARE 


AGE 





A Water Saver on every hose 


Nee Gaylord Water Saver solves 
the hose user’s problem. The Water 
Saver fits on the end of the hose—is 
simple to operate. Press the plunger, 
the water flows. Release and the water 
shuts off immediately. No more wasted 
water. List price of the Water Saver, 
$2.00. 

Three styles of Nozzles fit on the Water 
Saver and provide the right stream for 
every job. 

The Water Saver and three Nozzles 
packed in an attractive carton form 
combination A—for general home and 
garden use—List price, $3.00. 


Ready for instant use 
The Gaylord Hose Reel attaches direct to the 





GAYLORD WATER SAVER 
Simple to operate—no springs or 


loose parts to get out of order. 
Water shuts itself off when plunger 
is released. 








GAYLORD HOSE 
Fits direct to the sill cock. 


sill cock or water pipe. The water flows 
through an arm of the Reel to the hose. Used 


‘with the Water Saver the hose is always full 


of water, ready for instant use. The Hose 
Reel keeps the hose off the ground, preventing 
wear, tear and kinking. List price of Hose 
Reel, $7.50. 


Gaylord products are the result of ten years’ 
manufacturing experience. Packed right and 
priced right, Gaylord merchandise offers you 
a big profit and quick turnover. 


Write today for our booklet “BEATING THE 
WATER METER,” describing the Gaylord 
line in detail—and tell us whether you are in- 
terested in our jobber or dealer proposition. 


GAYLORD MANUFACTURING CO. 


Paterson, N. J. 


GAYLORD 


WATER SAVING DEVICES — 


Jobbers and Dealers: 


Write for our proposition; 
We'll interest you. 





GAYLORD NOZZLES 
Providing the right 
stream for every job. 
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Wickwire Bronze 


White Metal Finish 
Wickwire Premier 
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Cortland Black Enameled 














Our other Brands Screen Cloth 
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to Sell 
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and Milkers 
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1. Load a De Laval Separator and Milker Demon- 
strating Outfit onto a light truck. 





2. Stop at every farm in your community. If they 
are cream separator users, run their skim-milk 
through the new De Laval—which skims so 
clean that it will recover any butter-fat that is 
being lost. You will be surprised at the number 
of ‘cream thieves”’ you will discover, and at the 
De Laval sales you will make. 


3. Demonstrate the De Laval Milker to every 
user of five or more cows. Once he sees how 
well the De Laval milks and how simple it is 
and easy to care for, he won’t want to milk any 
other way. 


4. You will sell many more De Laval Separators 
and Milkers in this way, and you will make 
more friends and permanent customers. 





Splendid opportunities for live-wire dealer agents. 


The De Laval Separator Company 


New York Chicago San Francisco 
165 Broadway 600 Jackson Bivd. 61 Beale St. 


A DE LAVAL Junior Milker Outfit with 

Combined Engine Unit (Alpha 114 hp. 
engine with extended base on which is 
mounted the No. 37 Pulso-Pump) with two 
£0-foot lengths of hose, makes a splendid 
demonstrating outfit. You can do a fine job 
of milking this way and show exactly how 


the De Laval works and how it milks. Try it. 
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Advertising Theory and 


Hardware Trade Practise 


or 
“What keeps the hardware dealer in business? 


‘People want certain goods,” says Advertising Theory, “and shopkeepers satisfy 


the demand.” 


How simple it sounds—how easy and pleasant must be the lives of these lucky 
shopkeepers, just satisfying people's demands. 


But how is Advertising Theory checked up and corrected by actual Hardware Trade 
Practise ? 












The fact is, the hardware dealer who only 


““satished his customers demands’ could 
not stay in business a single year. 
The goods that people “demand” repre- 


sent about 30% of the goods that hard- 
ware dealers actually sell. 


What keeps the hardware retailer in busi- 
ness is his power of positive salesmanship 
—his power to get large numbers of peo- 
ple into his store by local advertising, by 
his community standing, by attractive win- 
dow displays—and then by effective store 
arrangement and knowledge of his stock 
to influence his customers toward purchas- 
ing more goods and goods of better qual- 
ity than they would themselves “demand.” 


It stands to reason that the dealer's 70% 
of selling is what keeps the manufacturer 
busy—not the customer's 30% of demand. 


Doesn't it follow as a consequence that the 
manufacturers advertising should include 
constant messages to the dealer. 


Doesn't it follow that intensive business 
propaganda, selling the dealer's heart and 


reason on the product, is going to be the 
very strongest link in any manufacturer's 
publicity ? 


It is a pity that so many valuable consumer 
campaigns utterly fail of their full promise 
merely because the manufacturer has not 
taken the trouble to educate the dealer— 
and all his clerks—on the sales points of 
the product and to make them share the 
enthusiasm of his plans. 


Business paper advertising with its resultant 
dealer cooperation is the remedy for flash- 
in-the-pan campaigns. 


Business paper advertising gives the dealer 
that constant stimulus, that contact with the 
manufacturer which means more knowledge 
of his product and hence more preference 
for it. Dealer preference means better dis- 
play and more intelligent, forceful sales- 
manship. 


The business paper, in short, is the manu- 
facturers opportunity to carry on that 
vigorous cultivation which is necessary to 
overcome for any product the fatal effect of 
dealer indifference. 





Your importance in their scheme of distribution is recognized, Mr. Hardware Mer- 
chant, by the manufacturers who advertise in Hardware Age. In using this paper 
for their sales messages they are trying to help themselves by helping you sell more 
goods. You will profit by cooperating with them. 






Hardware Age 
“The World’s Greatest Hardware Paper” 
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152 KAWNEER FRONTS 


Within a Radius of Four Blocks in a 
City of 100,000. 


Arsour twenty-one years ago, when Kawneer 
Copper Store Fronts (the first of their kind) ap- 
peared in our shopping centers, people uncon- 
sciously stopped and gazed in admiration at the 
marked contrast between the old and new. These 
bright spots were looked upon as something unique, 
and soon became the talk of the community. They 
were as magnets that attracted people into stores. 


Proof that Kawneer Store Fronts have the 
power to pull prospective purchasers into stores is 
made manifest by the scene above. 152 merchants 
in this district have Kawneer fronts working for 
them night and day. There are over 300,000 
throughout the United States and foreign countries. 


The coupon, pinned to your letterhead, will 
bring reproductions of many installations, the own- 
ers of which testify that their Kawneer Store Fronts 
are their most valuable sales medium. 


CONSULT YOUR ARCHITECT 


SOLID 1e 


STORE FRONTS 
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THE 
KAWNEER 
COMPANY 
3517N. Front St. 

Niles, Mich. 
Send book showing 
numerous types of 
fronts for my business. 
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SILVER 
STEEL 








MR. HAPPY MAN 
SAYS: 


“You can tell an Atkins Saw, the way it 


CUTS, 





Fast, Free and Easy. 
It pays to buy ATKINS SAWS.” 





The reason why ATKINS SAWS are favorites 
with saw users is because of their two-way 
taper grinding, their excellent material (SIL- 
VER STEEL), their hard, tough temper and 
the high degree of PERSONAL ATTENTION 


viven to the execution of each order. 


Each executive, foréman, and workman is 
an expert at his job, with an ambition to pro- 
duce the finest and best saws in the world. 
Thousands of ATKINS customers say that 
ATKINS SAWS are 


**The Finest on Earth” 


To all those dealers who desire to purchase 


SAWS THAT SELL, we say ask for our book 
HOW TO SELL A SAW 


E.C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
Home Office and Factory, INDIANAPOLIS, INDIANA 


Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete Stocks In The Following Cities: 


Ss Francisco 
oo New Orleans aanaee - 
Chicago na att 9 ity Paris, France 
Minneapolis Portiand,Ore. Vancouver, B.C. 


ATKINS 
SAWS 
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A\ PROFITABLE BUSINESS can be 
obtained from speculative 
builders by pointing out the 
value of McKinney Forged 
Iron Hardware as a strong 


selling feature—a feature 





which greets the prospect even 
before he enters the sample house. 


Forge Division 


McKInNEY MANUFACTURING Co. 
PITTSBURGH PENNSYLVANIA 


MCKINNEY 
FORGED IRON 
HARDWARE 





McKinney Products include: Wrought Steel and Bronze Butt-Hinges—Strap and Tee Hinges 
—Forged Iron Hardware—Garage Door Hardware, including Complete Sets—Door Hang: 
ers and Track—Door Bolts and Latches—Sash and Screen Hardware—Shelf Brackets. 
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BY LLEW S. SOULE 





War Loans or 


Automobiles 


That Stock 
Market Slump 


The Effects of 
Tax Reduction 





RTHUR BRISBANE, in his “Today” column of the New York American, 
has the following to say about automobiles: 
The Bureau of Industrial Technology says it costs the United 

States FOURTEEN BILLIONS A YEAR to buy automobiles and 

keep them running. 

That's more than the amount lent to Europe during the war and 
‘ it is also a better investment than the war loan. From Europe for 

our ten billions we get criticism, the accusation of meanness. 

From the automobile for our fourteen billions we get national 
health, saving of time, much pleasure, millions of families united. 

At fourteen billions a year the automobile is a bargain. 

A goodly percentage of the fourteen billions referred to is expended for 
automobile accessories and repairs—items which make motoring more pleas- 
ant and which keep the cars on their job of saving time, uniting families and 
scattering sunshine. 

Some one is selling those accessories and thereby increasing in service 
and profit. In many cases it is the hardware merchant who sees his oppor- 
tunity and grasps it, but the percentage should be larger. 


FEW weeks ago there was a sensational slump in the stock market. Im- 

mediately the professional ‘‘wise acres’ began the prophecy that business 
was headed for the dogs. 

But—nothing unforeseen occurred. Business paid little or no attention 
to what had happened on the Stock Exchange. Neither commodity prices nor 
volume of business have been adversely affected. 

All of which tends to confirm the belief that the conduct of business 
generally has been on a sound and conservative basis. 

There have been times in the past when sharp declines in stock market 
values have been followed by serious disturbances in business. However, 
it has always been a debatable question whethér the unfavorable turns in 
business have been due to the Wall Street slumps, or rather to disclosures of 
unsound conditions. 

Stock*declines can sometimes be traced to unsound business conditions. 
More often they are due to over speculation and manipulation. 

They are not signals to curtail business, but warnings to‘attend to business 
and not attempt to play some one else's game. 


F taxes paid are any evidence of prosperity, this country is certainly pros- 

perous. Despite the fact that $380,000,000 was lopped off one tax bill in 
the slash made by Congress recently, the Secretary of the Treasury announces 
that the revenue from income and profits taxes will be thirty-one million 
dollars greater during this fiscal year than in the fiscal year of 1925. 

The collections for March will exceed the Treasury Department's estimate 
by twenty millions. 

But, in addition to showing the country’s prosperity, these figures indicate 
that the mere expectation of a tax reduction acted as a real business and in- 
vestment stimulus last year; that lower taxes actually tend to increase rather 
than decrease governmental revenues. 

During the coming year the lower rate now in effect will probably increase 
those revenues again, and open the door for another tax cut. 

Meanwhile the Government performs its functions as well as ever, and a 
great many firms and individuals have more money to spend or save. 

Let the good work go on. 
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A lawn fence protects the grass, flowers and shrubs and extends the home to the property line. 
enforces the “Private Property” rule 


Lawn Fences Carry a Nice 


With dignity it : 


~<a eres xe 























LMOST every merchant. who reads this will 
remember that when he was a boy most of the 
town lawns were enclosed with fences. The 

more aristocratic homes had decorative iron fences 
which were as much a mark of social distinction and 
material well being as the iron elk on the lawn and 
the colored-boy hitching post near the front gate. 
These fences were costly, and as lumber was cheap, 
the commoner type of enclosure was the picket fence. 


The picket fence was a great utility. It not only served 
as a fence, but as a drying rack for socks, a ripening 
place for tomatoes and a storage rack for empty fruit 
jars until the next canning season, 

In those days a fence was quite proper and neces- 
sary. Cattle and hogs were driven through town on 
the way to the loading yards or the slaughter-house. 
The town milch cows were driven back and forth from 
the pasture at the edge of town. The protection of 


ge 


City and suburban 
homes, country clubs, 
—in fact all except 
the most cramped 
residences—need the 
protection of a good 
lawn fence. Es- 
pecially where there 
are children the pro- 
tection of a lawn 
fence is invaluable. 
In most cases the 
well designed lawn 
fence enhances the 
appearance of the 
property 


by Elmer T. Wible 2 
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This is a typical rear lawn scene in one of the better residential districts of Chicago. It will not be long before the 
rear lawns in cities will be fenced almost universally in this manner 


Margin of Profit forthe Merchant 


Article Four 


a fence was indispensable in those days. 

The march of civilization gradually doomed some of 
the accepted small town institutions. The board side- 
walks gave way to concrete. The town cows were 
crowded out into the country, and the milk came via 
the creamery. The barns in town were turned into 
garages. Farmers began to haul their live stock to 
market in wagons and trucks. The need of lawn 


Farmers no longer 
look forward to re- 
tiring and moving 
to the city. They are 
moving the conveni- 
ences of the city to 
their farms. Along 
with automobiles, 
modern houses, light 
and power systems 
and good roads they 
want, and are hav- 
ing, nicer home sur- 
roundings. In this 
instance, too, an at- 
tractive lawn fenge 
is indispensable 


fences was no longer keenly felt so the open lawn 
became popular. 

But still civilization marched onward with rapid 
physical change. Mud and cinders gave way to pave- 
ment. An improved highway came through. More 
houses were built. More and still more automobiles 
sped along the streets. No longer could children play 
in the street with safety. With so many of their 
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friends driving by the residents wanted nice flowers 
and green lawns instead of the unsightly “short-cut” 
paths across the lot. Once more lawn fences have 
become indispensable. 


Old Picket Fence Is Gone 


Of course, the old picket fence is gone forever. 
It would be unsightly by today’s standards, and its 
cost would be high. Likewise the heavy iron fence, 
both due to cost and appearance, can never regain its 
one-time popularity. Hedge fences have come to 
adorn a few town properties. but they make the lots 
seem smaller and they are not proof against dogs, 
chickens and other animals. 

Meanwhile, of course, has been the development of 
wire, with its greater tensile strength and improved 
rust protection. It has practically replaced all other 
types of fences on the farm where ability to with- 
stand severe usage is demanded, and it is even more 
desirable for city use where neat appearance enters 
as an important factor in desirability. 

This means still another avenue of increased sales 
for hardware merchants if they will take advantage 
of the opportunity. Not only are lawn fences enjoy- 
ing greater demand in towns and cities, but farmers 
are using them more and more instead of ordinary 
field and poultry fences for enclosing their lawns. 


Lawn Fences Profitable 


Lawn fences carry a nice margin of profit for the 
merchant. There are distinctive styles, and if the 
prospect is enclosing an ordinary lot he will usually 
buy the fence that appeals to his taste the most, even 
if it costs a few dollars more than some other style. 
In the case of the farm lawn, which is usually large, 
the customer as a rule uses ornamental fence along 
the front only, and a plainer style on the other sides. 
The lawn fence manufacturers have provided for this 


and make these different styles to harmonize. 

The average unit of sale of lawn fence is by no 
means small, probably between $15 and $30. The 
price will average around twelve and fifteen cents per 
foot, so to fully enclose a lot 40 ft. by 120 ft. requires 
something like $40 worth of lawn fence. Offsetting 
these full enclosure sales of course there are sales of 
various amounts less than 100 ft. 


Service 


This brings up a point of service which is some- 
times objected to by hardware merchants who are 
accustomed to selling only full rolls of fence to the 
rural trade. When a farmer buys fence of any kind 
he does not object to having part of a roll left over, 
because he knows he will find use for it within a few 
months. The customer in town, however, wants to 
buy just about his actual requirements. He does not 
want to have left over 20 or 30 ft. of fence for which 
he has no use and has paid perhaps 15 or 20 cents 
a foot. Therefore he wants to buy his lawn fence 
where the merchant will cut the roll. 

I do not see why this can not be done profitably 
by the hardware merchant. It is being done by the 
city department stores, most of whom handle lawn and 
poultry fences in their house furnishing departments. 
In fact the large department stores in such cities as 
Chicago, Pittsburgh, etc., sell tremendous quantities 
of fence. The extra service of cutting the rolls can 
be taken care of in the price, and for the farmers 
and others who can use the full rolls a price can be 
made on the complete roll which is less than the pro- 
portionate price per foot in smaller quantities. 

It is difficult to estimate the retail sales volume of 
lawn fence throughout the country because of the 
wide variation in styles, prices, etc. Probably it is 
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The use of lawn fence is not confined to lawns. It is used extensively for parks, playgrounds and athletic fields, 
cemeteries, arbors, poultry runs, wire corn cribs and many other purposes 
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The Nicholas Hardware Co., Oak Park, Ill., also makes a practice of grouping its small staple electrical items on 
tables, which makes it possible to show a wide range of electrical supplies without utilizing too much space 


Open Sales, Openly Made and 
(Juickly Completed 


The Union Hardware Co., Seattle, Wash., Has Built Up an Excellent Busi- 
ness in Electrical Supplies by Grouping All of Its Staple Items on Tables 


items, screws, switches, plugs, sockets, etc., on 

one table in the front center of the store the 
Union Hardware Co., Seattle, Wash., has more than 
doubled its turnover of this class of merchandise 
during the past year. | 

Everything on this table is priced, so that a person 
may wait on himself, put down the money at the 
counter and walk out. The hundred and one odd things 
in the way of electric staples that everybody needs, 
but seldom remembers to get when shopping, are al- 
Ways on display, easily accessible and reasonably 
priced in this Seattle store. 

Every week certain items are selected from this 
table and placed on another table near the store en- 
trance. This is called the bargain table. Special prices 
are marked on all the goods displayed on this table. 
The table and the goods on it are advertised daily. 
There is always something in the way of an electrical 
staple offered as a bargain. 

In the neighborhood where the store is situated, 
many people passing by often stop to look at the 
articles on this table, in the hope of picking up some- 
thing in the way of a bargain for the shop or the home. 
Usually there is something different every day. But, 
and this is worth remembering, something in the way 
of an electrical staple is always on display. 

We saw a man enter the store recently, and as he was 
about to pass the bargain table his eye was attracted 
by some item that he apparently wanted. He paused, 
stopped and made a selection. A clerk was standing 


B. grouping all of its small electrical staple 


near him, waiting to assist him in case he should need 
help or information. Turning, the man asked if the 
store had a certain article. The clerk led him to the 
special electrical small item table. The man found what 
he wanted, and kept looking at the assorted things 
that were on the table. He made a number of selec- 
tions, carried them over to the counter and laid them 
down. 

The clerk prepared to,wrap them up. But the man 
said, “Wait a minute, there’s a couple of other things, 
there that I can use.”’ He returned to the table, selected 
a few things, had all his purchases wrapped, paid for 
them, and walked out. 

After he had gone we asked the clerk how many 
of the items that the man had bought, he thought, he 
could have sold to him if the items had not been so 
openly displayed and so attractively priced. 

“T’ve often thought of the same thing,” the clerk 
replied. “If there were no display, it would have taken 
time to get what the man wanted in the first place, 
and by the time*he had got what he originally came 
into the store for, the man probably would have felt 
he had spent enough time shopping. 

“Besides that, he wouldn’t have thought about all 
of the other things. If I had suggested them to him, 
he might have thought I was trying to get his money 
away from him. Moreover, there probably would have 
been other customers waiting to be waited on.” Think 
that over. There’s a lot in it. 

The motto of the modern hardware store should be 
—Open sales openly made and quickly completed. 
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George Churchill Stuck To His 
Own Main Street 


His Hardware Store in Galesburg, Ill., Has Been in the Same Block for 
Forty Years, and Has Been Growing All the Time—“But I Don’t Call 
Myself a Salesman,” Says Churchill; “P’m Just a Trader’”— 


By John Kidder Rhodes 


for an opportunity to make a fortune, would 

decide to go into the retail hardware business 
in a town as small as Galesburg, Illinois. However, 
that is the opportunity George B. Churchill chose 
forty years ago, when Galesburg had nothing like 
the twenty-five thousand inhabitants it now boasts. 
And today he is reckoned a 
rich man! 

Churchill’s career is spe- 
cially interesting because 
his experience shows that 
achievement is not nearly 
so much a matter of where 
a man happens to throw in 
his lot, as of what he does 
with what is in front of 
him. 

Three things vividly 
stand out in his story; his 
understanding of human 
nature; his habit of stand- 
ing resolutely on his own 
two feet, regardless of what 
others might do and say; 
and his ability as a trader. 
The last means, in his lan- 
guage, getting what is fair- 
ly due him, giving what is 
fairly due others, and treat- 
ing everybody alike. 

Galesburg lies in the 
heart of the Illinois corn 
belt. At least a dozen 
larger cities are within half 
a day’s ride. But George 
Churchill has stuck to his 
job in that town. Indeed, 
he has done business for 
forty-one years in the same block. Perhaps that is 
one reason why he owns one of the finest and most 
profitable hardware stores in fifteen states. 

Let me tell you his story as he told it to me the 
other day. 

“My father,” he said, with just pride, “was one of 
the founders and builders of Galesburg. He taught 
in Knox College all his life, and founded the public 
school system which is named for him. He lived to 
a ripe age, and in all my knowledge of him I never 


Pte an os not one man in a thousand, looking 





His favorite sport is boating 


heard him speak a cross or unjust word.” 

Mr. Churchill is fifty-eight, rather short, weighs 
just a little under two hundred pounds, and he has a 
boy’s smile and love of fun. 

“I was the only one in our family who missed a 
college education,” he went on; “I was never a very 
good student, but my teachers thought I was and they 
pushed me ahead; some- 
times I skipped whole 
grades. I didn’t really 
learn half of what I was 
supposed to. Nevertheless, 
when I was thirteen years 
old, I landed in the acad- 
emy to prepare for Knox 
College. 

“Before very long, how- 
ever, I got out of the acad- 
demy, and here’s how it 
happened: My father and 
I drove one day to Abing- 
don, a small town ten miles 
south of Galesburg, and 
there we met Bill Main. 

“Bill had been a conduc- 
tor on the railroad all his 
life and a confirmed trader. 
At that time, he was forty- 
five years old. He had just 
traded for a hardware 
store in Abingdon. While 
we were there, Bill was 
wondering whether to go 
into the hardware business 
or to put a padlock on the 
front door and trade the 
outfit for what it would 
bring. He decided to run 
it a while, and he thought 
he needed somebody to tend the scales out in front. 
He said I looked like about the right-sized boy for 
the job. 

“It was June and I would be fourteen in August. 
I took the job. I was supposed to go back to school 
in the fall. But I never did. When the time came, 
Bill said: 

“You'd better stay here. We can run this business 
together and make some money. I’ll give you bed 
and board and half the profits, and I’ll give you 
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five dollars a week besides, out of my own pocket.” 

“It was a fine offer and I was mighty glad to accept. 

“Bill Main never had any schooling to speak of. He 
was illiterate and rough-spoken and he chewed tobacco. 
He knew no more about running a hardware store 
than I did; but he knew a lot about human nature. 
Bill was nobody’s fool. He did his own thinking, and 
he had plenty of common sense and native humor. 
He was forty-five, while I was fourteen; but we be- 
came inseparable. We used to sit up till eleven, twelve, 
or even one o’clock, talking about a little of everything 


under the sun. 
“There was another hardware store and an imple- 


HARDWARE AGE 45 


When you’ve repeated this a few times, and have got 
ten per cent off each time, the price will probably be 
down about where it ought to be!’ 

“Good old Bill Main! He was as shrewd and as fair 
as they come.. When he died he left property in that 
little town worth close to a quarter of a million dollars. 
Ideas have changed some since his day, but Bill taught 
me a good many things that do not change. One thing 
he was smart enough to appreciate was this: If a 
boy is going to learn to swim, he musn’t be kept out 
of the water.’ 

“One day John Hill, a local farmer, bought a thresh- 
ing machine. He said he had to have an expert to go 





ment business in Abingdon, 
and within a few weeks 
Bill bought both and con- 
solidated all three busi- 


nesses under one big roof. 


But we had not finished 
moving everything into a 
new building we put up, 
when he said to me: 

“‘T’'m going to New 
York. I’ll be back about 





Ten Business Commandments of a 
Shrewd Merchant 


ERE are George Churchill’s business command- 
ments. No matter what you do to make a 


living, you ought to find some helpful pointers on 
his list: 


1, 


Don’t wait for the other fellow to come to you; 
go to him. 

In competition with others, always give them the 
credit for being a little smarter than you are. 
Then work like the deuce to prove that they 


. If you have no money and little credit, capital- 


ize your personality. Sometimes it pays to have 


. Never admit to anybody—and least of all to 


. Keep your business troubles to yourself. Nobody 


likes a calamity howler. Besides, he finds scant 


. Don’t be afraid of dreaming too big dreams. It 


won’t hurt you to figure on owning a railroad, 
even if you have to compromise on a flivver. 


Thanksgiving!’ . 
“It was then September. 
I thought he was joking. aren’t. 
“Who'll run the busi- 3 
ness!’ I asked. 
‘“s ‘You will.’ a nerve. 
‘46 , 4 
~ hana oe how yourself—that you are licked. 
a . 5 
“Well,’ Bill replied, 
‘nows a good time to favor with the bankers. 
learn.’ 6 
“With Bill, now was al- 
ways a good time to learn 
7 


anything useful that you 
didn’t happen to know. 


. Make friends; but remember that the best of 


friends will wear out if you use them too fre- 
quently. 


along and help him set it 
up. Bill said he was sorry, 
but he didn’t have an ex- 
pert he could spare that 
day. John insisted, and 
said if Bill couldn’t send 
somebody he wouldn’t take 
the machine. That was a 
pretty persuasive argu- 
ment, for a threshing ma- 
chine was a big sale. 

“I had learned enough 
about Bill’s ways to keep 
my mouth shut and back 
him up in any move he 
made, so I said to him: 

“*Who are you going to 
send ?’ 

“He shook his head as if 
it were a serious matter. 

“‘*T hate to do it, George,’ 
he said, ‘seeing how busy 
we are; but I’m afraid I'll 
have to send you!’ 

“IT got a minute alone 
with Bill, and protested. 

“*1’m no expert,’ I said. 
‘I don’t know anything 
about threshing machines.’ 

““*T guess you start even 
with most of the experts, 
then,’ Bill replied. 








“ “But what will I do?’ I ' — 
ad” ieemien & tee to 8. Be square even to the point of finickiness, and 
as . pp you will have mighty little occasion to complain 
buy goods—suppose some- of a crooked world. 
body asks me to trust him 9. Take advice, but do your own deciding. 
—what will I say?’ 10. Don’t toady. The world respects the man who 
“I’ve never forgotten stands up on his hind legs and looks it in the 
what Bill told me. eye. 





“‘“Don’t buy anything 


““But I never even saw 
a threshing machine 








you’ve never sold before,’ 

he said. ‘You’ve got goods here you can sell and make 
money on. There’s no use spreading on a lot of things 
that look good, and may fizzle out. If you have to 
buy, don’t lay in more than you can sell in sixty days. 
When a man comes in and wants you to trust him, 
write his name on a piece of paper and go into the 
bank next door. Get the banker to write down, “I 
would trust this man for one hundred dollars—or 
whatever it is.” If the banker says he would trust 
him for a hundred, you trust him for ten! You can’t 
go far wrong that way. 

“ ‘Tf you’re buying razors,’ he went on, ‘and a sales- 
man comes along that you’ve never bought from 
before, get his price, but don’t buy from him. When 
the salesman you bought from last time comes back, 
tell him about the other salesman, and get him to 
throw ten per cent off the price you paid before. 


work!’ 

“ ‘Well, John Hill don’t know that.’ 

““No; but what if he asks me something I can’t 
answer ?’ 

“ ‘Don’t let him know you can’t answer. The fact is, 
he don’t need any expert. John Hill knows more about 
threshing machines than anybody else in this part 
of the country. If you can’t answer him, don’t hear 
what he asks you.’ 

“I managed to follow Bill’s advice fairly well; but 
I let John Hill do most of the work of putting the 
thresher together. I looked on—and learned. But 
I said to John, ‘If you do it yourself you’ll know better 
how it works, and be able to fix it better later if 
anything goes wrong.’ I had played this game about 
the limit when John put a poser. 





(Continued on page 105) 
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Importance of Consistent Pricing 


By Hamp Williams 


ing and making low prices to induce trade to 

cut the prices after you have placed them upon 
your goods is an evidence of weakness, poor sales- 
manship, a lack of confidence and poor business, and 
if kept up will lead to ruin. If, however, you find that 
you are out of line and your prices are too high change 
them, but let that change be permanent. However, I 
would like to see the hardware man who never changes 
the price on merchandise occasionally, although we 
all know that it is a dangerous practice. 

At a Sunday School picnic two boys were selling 
lemonade. Their stands joined. The minister dis- 
covered that one sold his lemonade for ten cents a 
glass the other for five. He tried a glass at five and 
it was good and be bought the second glass and drank 
it, and it was good. He said: “Boy, how is it you sell 
your lemonade for five cents and the other boy at ten?” 
“Well, parson,” said he, “‘a cat fell in my tub of lem- 
onade and I had to cut the price.” If the preacher 
had not been so inquisitive he would have never known 
the difference. Maybe the boy who sold lemonade at 
five cents did not make anything and maybe he did. 
Suppose he did not, and suppose he sold it too cheap. 
That did not help the other boy; he had to keep his. 
It is so foolish to hear a man say that price is secon- 


dary. 


[Tine an is a considerable difference in price cut- 


Was It Price? 


Why is it that Kress and all these Chain Stores 
sold one hundred and twenty-seven million dollars of 
cheap merchandise this past year. Was it price? Why 
is it that large department and dry goods stores ad- 
vertise by the page in large newspapers—not one page 
but five or six pages at a time, offering standard 
brands of garments and merchandise of many kinds, 
including hardware at a less price than the small 
store can buy for at wholesale. Why is that done? 
Go into their stores and see the vast crowds of people 
buying, and then ask yourself the question. 

In my early business experience I learned a few 
things about pricing. I bought some of the best 
cook stoves I could find, sold them at $15 each. I 
stressed the name and quality of the stove, took the 
address of every buyer so I could refer to them as to 
quality. My stove had the very best of material in 
it and weighed 100 pounds, more than my competitor’s 
stove; but his had a lot of nickel on it and it cer- 
tainly did show up. He advertised the stove at a price 
and he begun to take my trade. I complained to the 
manufacturer. He said my competitor’s stove was 
made of cheap material and would last only four or 
five years while ours would last fifteen years. They 
fed me on that stuff until I practically lost my stove 
business waiting four or five years for these cheap 
stoves to burn out; and when one did burn out the 
owner went back and bought another just like it be- 
cause it baked well, and it did, and they bought other 


goods at the same time. 
y 


Finally I got my eyes open and bought a stove 
to compete in price. I had to wait too long for my 
competitor’s stoves to burn out. He was extending 
the time on every sale and I was losing business. 
The comparison reminds me of Thorton’s brogan 
shoes. He said some people contended that grease 
would burn the leather, others said blacking was 
manufactured by the shoe people for the sole pur- 
pose of burning the leather so he decided to make a 
test. He bought a new pair of brogans. He blacked 
the right shoe and greased the left. Kept that up 
until they were worn out and he said the left shoe 
lasted just one hour longer than the right. 


First Experience 


My first experience in selling goods was when I 
worked for a Jew, 50 years ago, and the Jews are 
the best merchants as a class, that we have. We 
handled a general line of dry goods and groceries. 
He didn’t expect to make anything on groceries, he 
used them for leaders. In those days country people 
bought quantities of cotton checks and yard wide 
domestic for shirts and dresses. Cotton checks cost 
wholesale in quantities 444 cents per yard, and yard 
wide domestic cost the same. We advertised them in 
circulars and newspapers far and near—twenty-five 
yards for one dollar. 

When they found that we had the goods and 
were ready to deliver they began to make 
out their entire bill—boots, shoes, clothing, hats, caps, 
jeans, linsey, on all of which we made a good profit. 
We sold salt at $1.60 per barrel, and they had to drive 
through a back street mud up to the wagon axle and 
wade in mud loading it, when they could buy it any- 
where on the main street for $1.70—ten cents addi- 
tional. 

I asked a Jew friend one day why it was that so 
few Jews were in the hardware and grocery business. 
He said the quality of such merchandise was too near 
the same and profit too small; that everybody knew 
the price. He said in the dry goods and clothing busi- 
ness you could advertise leaders and make profit on 
goods that people couldn’t judge. He said people knew 
too much about hardware for you to ever make much 
profit. 

That is why I am adding furniture, automobiles, 
accessories, radio, electrical goods and anything that 
will bear a living profit. If the manufacturers and 
distributers of hardware do not work out some plan 
whereby the retailer can make a living and interest 
on his investment, it will not be long until we will not 
have any exclusive retail hardware stores. We bought 
two of them this fall at fifty cents on the dollar. A 
bank owned one and it was eating itself up. The 
other was owned by a poor man who had to work for 
a living. He sold his store paid his debts and got a 
job. He is now happy and doing well. 

Remember this that every day brings new problems. 
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Pen Lettering for Beginners 


Chapter Five 


By Joseph Bertram Jowitt 


writer’s equipment than a set of lettering 

pens, while with the brush one may be able 
to produce more perfect lettering, the pen is always 
used when speed is essential. 

Here is a brand new, easy-to-operate, single stroke 
lettering tool for all those who are interested in show 
card writing, it is called the “DRAWLET PEN” and 
is made in seventeen styles and sizes and may be 
purchased at most stationery and artists’ supply 
stores. The drawing of the pen illustrated herewith 
not only shows exactly what it looks like but the 
angle which should be retained while operating it. 
(This angle is exactly the same as one would hold 
an ordinary pencil or fountain pen.) 

The simplicity of this lettering pen may be ex- 
plained as follows: The fountain which feeds the ink 
may be cleaned by simply passing edge of a blotter 
through it once or twice. This fountain can be raised 
or lowered to permit the use of heavier or lighter inks 
as desired. No tools required. 

More and longer strokes can be made with a single 


N writers is more important to the show card 


dip of the pen by reason of the specially designed 
reservoirs and nibs, giving a pump action that insures 
a uniform flow of ink to the last drop. The Drawlet 
Pen has more flexibility than most lettering pens and 
tips are set at just the right angle to lie flat on any 
surface. The numbers 1 to 5 have round nibs 
that make a true circle on the paper or when drawn 
along give a clean line with perfectly rounded 
terminals, in other words they will make a uniform 
line in any direction. The numbers 6 to 10 have 
square terminals that make horizontal and vertical 
lines of the same width. Numbers 11 to 14 make a 
shaded brush stroke; the points have a flat, right 
oblique slant with a slightly curved tip; these are 
recommended for the thin Roman or Old English 
letters. 

Numbers 15 and 16 have rectangular nibs that give 
broad and narrow lines at right angles and yet with 
sharp corners. The show cards illustrating this article 
were lettered with these two sizes. 

The Egyptian (sometimes called Gothic) alphabet, 
which is the easiest to make with the Drawlet Pen, 
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will be shown in four installments, taking the first 
seven letters of the alphabet for the first installment, 
letters A B C D E F G, and the numerals 1 2 3 4 5. 

The first operation is to draw the top and bottom 
guide lines for practice work, these lines should be 
about 1 in. to 1% in. apart. After the reservoir 
is filled the pen is ready to make several strokes be- 
fore it will be necessary to refill. 

The letter A shows the starting of the first stroke, 
which is an oblique or slanting stroke at the left. 
Remember that all strokes or the beginning of each 
letter are made from left to right, from the top line 
downward. Remove the pen when within a small 


Complete 


Anglers 
Outfits. 
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fraction of the bottom guide line and roll the pen 
handle sideways between the thumb and first finger; 
in this position finish off the top and bottom strokes 
of the letters AB DEFGHIJKLMNPRS 
T U V W X Y Z. To form the basic part of the 
letter A it requires but three single strokes; this 
letter is completely finished off with two short nibs 
at the bottom. The hand should rest on the wrist 
joint and the pen held the same as a pencil, steadying 
the strokes by resting the first joint of little finger 
on the paper. 

Practice makes perfect in show card writing more 
than in any other thing one may tackle, and the 
beginner should remember that speed should be a 
minor consideration until a correct idea of letter for- 
mation is established in the mind’s eye. 

The show cards illustrating this article are known 
as quarter sheets; they are 11x14 in. Four cards 
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this size may be cut from a full sheet, which meas- 
ures 22 x 28 in. 

You will notice that each card carries plenty of 
margin at top, bottom and sides. This marginal 
border should first be drawn around the card before 
the lettering is laid out on card. 

The lettering is balanced on the left at top, and 
at the right on the bottom of card; this is called 
“right and left layout” and is the best method for 
the beginner to attempt at first before he tackles any 
other method. 

The beginner should study the alphabet plate care- 
fully and copy each stroke in rotation as the arrows 
and numbers indicate. The letter B is practically 
made in three single strokes. First, the downward 
stroke, which is made by drawing the pen straight 
down and removing it when within a fraction of the 
bottom guide lines HOLD PEN IN SAME POSI- 
TION. IT IS NOT NECESSARY TO TURN IT 
SIDEWAYS. 
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International Price Fixing 


By Saunders Norvell 


Managers’ Club of New York, I had the pleas- 

ure of hearing Secretary Herbert Hoover read 
a paper on foreign trade. I had heard that Secre- 
tary Hoover had a very poor delivery, but his enun- 
ciation was clear and we heard every word. He did 
not attempt any oratory. He confined himself 
strictly to his written manuscript. He said right 
in the beginning that he did not propose to make 
a controversial talk. 

. * * 

Secretary has been bitterly criticized in the South 
American press lately because when certain South 
Americans came to the United States with the idea 
of floating a loan, with the one object of holding up 
the price of the coffee crop, they found Secretary 
Hoover opposed to any such loans. These gentle- 
men then went to England and secured the money. 
As a result, they criticized the United States and 
have been loud in their praises of England. Well, 
well! All of us can afford to praise the man who 
loans us money! 


ie week at the annual dinner of The Export 


>. | 


However, what are the facts? Baldly stated, we 
are the greatest coffee drinkers in the world. We 
are the largest consumers of coffee from South 
America. Our good friends south of the Equator 
came to us with practically this proposition: “Loan 
us money so we can artificially fix the price on coffee 
and charge you more for all you buy.” Of course 
we Americans are an altruistic nation. We are 
broad-minded. However, we wonder if we went to 
some of our South American friends and asked them 
to loan us money so we would be enabled to advance 
the price on some of the goods we intended to sell 


them what the answer would be. 
* * 


But this is not all of the story. We have in our 
country some economists who do not believe in the 
law of supply and demand. They believe in price 
fixing. If the United States Government, for in- 
stance, should help our good friends and neighbors 
in South America in fixing the price on their coffee 
crop, why should not our Government, if they in- 
tend to be consistent, help our own people with ad- 
vances of money to fix the price on cotton, on corn, 
on wheat, on steers, on wool, on sheep, on aspara- 
gus? Our Government does not believe in national 
or international price fixing and that is the very 
good and sufficient reason why they turned down 
the application of this South American country for 
a loan of some fifty million dollars. 

* # *# 

Secretary Hoover has been jeered at and car- 
tooned in all of the English press because be ob- 
jected to the English running up and fixing the price 
-on rubber. The United States, as you know, on ac- 


count of our enormous business in automobile tires, 
use eight or ten times as much rubber as all the 
other nations in the world put together. We are 
the great rubber consumers of the world. Our good 
friends, the British, though, seem to control or own 
the rubber plantations. The price of raw rubber 
is fixed in London. The price was run up in London 
and most of our tire manufacturers here in the 
United States were compelled to dance to their tune. 
In his speech, however, Secretary Hoover only hinted 
at the rubber situation. He said that he saw grave 
trouble ahead if the nations of the world started to 
play with the law of supply and demand and to use 
their power as governments to fix prices. Such a 
policy naturally would lead to retaliation and it 
would certainly be a pretty kettle of fish if we 
should find the great nations carrying on a price 
fixing war against each other. I do not say that 
Secretary Hoover used these words, but this is the 
idea that I gathered as I listened only a few feet 
away from where he spoke. 
* * + 

Secretary Hoover did not tell the following story 
about rubber. I heard it from one of the gentlemen 
sitting at my table. As he is a gentleman who is 
very careful about what he has to say, I presume 
it is more or less true. It seems that the tire manu- 
facturers were accustomed to buy their rubber sup- 
ply at a fixed price a year in advance. They all 
placed their contracts at just about the same time. 
Now, at the psychological moment, a very prominent 
Englishman appeared in this country representing 
the British rubber interests. According to the story 
told at our table, this gentleman visited all the 
rubber buyers and advised them not to place their 
orders in advance—‘“just buy as you need—just buy 
from month to month; there will be no advance in 
the price; we have the rubber industry in the hol- 
low of our hand and we will take good care of you.” 
Now it seems that all the tire mtanufacturers fell 
for this line of argument except one of the greatest 
rubber concerns in the country. They said “Nay, 
nay. We prefer to make our contracts for a year 
in advance at a fixed price, as in times past.” So 
this great rubber concern contracted for its supply 
of rubber. The English gentleman referred to 
above, after having arranged matters with all the 
other rubber manufacturers, set sail for his native 
heath. 


* * * 


Then what happened? The price of rubber was 
advanced by leaps and bounds. With the exception 
of one company, all the great rubber users in the 
United States were not only left without a supply of 
rubber on hand, but they had no contracts. They 
were compelled to buy rubber from month to month 
at the advanced prices. In a word, Johnny Bull had 
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put a very smart one over on Uncle Sam. Secretary 
Hoover protested, but he has been laughed at, jeered 
at and cartooned for his pains. “This was the time” 
—say all the Britishers—‘“that we caught Uncle Sam 
right. We control the rubber crop and he had to buy 
rubber from us.” Then, about this time, our friends 
from South America come up and they not only wish 
to charge us a fixed-up-price on coffee, but they wish 
us to loan them the money so their Government can 
buy the crop from the coffee farmers, store it and 
hold us up! 
* * * 

It is just about time that American manufacturers 
were paying more attention to the source of their 
supply of raw materials. With the exception of 
steel we have all been rather careless about where 
our raw material comes from and who controls this 
material at the source. 

Take a common article like quinine, for instance. 
Millions of our population are constant users of 
quinine. Are you aware that there are only two 
quinine manufacturers in the Western Hemisphere 
—one in New York and one in Philadelphia—and 
that these two manufacturers are absolutely depend- 
ent upon a bureau in Amsterdam for their supply 
of cinchona bark? Cinchona bark is grown in Java. 
The Java plantations are owned by Dutch, German 
and English planters. By agreement, they all ship 
their bark to Amsterdam to be sold. Just imagine 
this country being dependent for its supply of raw 
material for quinine upon a foreign cinchona bark 
bureau—but such is the fact. 


* * * 


Also please note that quinine is on the free list. 
There is no tariff on quinine. A number of years 
ago, as the story is told, a certain Eastern Senator 
suggested in a certain committee that a tariff be 
placed on quinine. “How many people,” asked a 
Southern Senator, “work in your quinine factories 
in the East?” “Oh, maybe 500 or 600,” replied the 
Eastern Senator. “Well,” replied the gentleman 
from the South, “50,000 of my constituents take 
their daily dose of QUININE and if a tariff will only 
bring 500 or 600 votes in the East, that is the best 
it will do. I think, as free quinine will possibly 
affect 50,000 votes ameng my constituents, that we 
had better leave this article on the free list. 


* *% * 


STRYCHNINE is a very important item for us. 
It is used in the Western States to exterminate 
rodents. Strychnine is made from Nux Vomica. 
Nux Vomica is controlled by the British in India. 
The Dutch can shut off our supply of quinine and 
the British can shut off our supply of STRYCH- 
NINE. 


* * * 


Did you know that the Japanese and the English 
control the raw material from which iodine is made, 
also the raw material from which camphor is made? 
The English control bismuth. If you are interested 
in this subject of how much the United States is 
dependent upon other nations for many of our neces- 
sary raw materials, of how European merchants have 
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been shrewd enough to secure the control of a long 
list of the raw materials of the world, just drop a 
line to Dr. Julius Klein, one of Secretary Hoover’s 
assistants in Washington. 

* * % 


Occasionally in my weekly letter I have poked a 
little friendly fun at Secretary Hoover. I take it 
all back. After listening to him the other night and 
after studying him I am convinced that Secretary 
Hoover is one of the biggest men in this country. 
In his talk he was very reserved. I could not help 
but feel, as I listened to him and as I thought of 
some of the things that he might have said but 
which, for various diplomatic reasons, he did not 
say, that he was entitied to a great deal of credit 
for self-control and reserve. As a salesman once 
wrote me from Southern California, the advantage 
of knowing a thing is not always in telling all you 
know. I thought of this salesman while I listened 
to Secretary Hoover. 

¥ * * 

Several of my correspondents want to know about 
the progress of the steel building just across from 
my hotel. Well, gents, it is now 12 stories high and 
is still going up. The cranes are still putting steel 
girders in place on the top floor while the concrete 
work and the plumbers are al! busy on the lower 
floors. How easy it all seems! However, one cannot 
help but wonder at the immense amount of steel 
and concrete that is being put in place. Recently I 
have become very familiar with the song of the 
riveter’s hammer. Therefore, when I noted the fol- 
lowing poem in one of our daily papers, it gave me 
a real thrill: 


“TO DOROTHEA. 


The riveters across the way 
Hammered out vour name all day; 
They shortened it (I wish they’d not) 
To Dotty-Dotty-Dotty-Dotty- 
Dotty-Dotty-Dotty-Dotty- 

Dot! 


Their foreman hurried them until 
They had to cut it shorter still, 
And that’s how Dorothea got 

To be just Dot-Dot-Dot-Dot-Dot-Dot- 
Dot-Dot-Dot-Dot-Dot-Dot-Dot-Dot- 
Dot! 


And now efficiency’s so rushed 
The helpless riveters that, crushed 
And articulate, the lot 
Can merely stammer D-D-D-D-D-D- 
D-D-D-D-D-D-D-D-D-D-D-D- 
Dot! 
—B. M. 8.” 


* * * 


Well, well! How is your cold? Are you sniffling 
and snuffling? Recently in one of my weekly let- 
ters I made a few remarks about colds. I intimated 
colds were more or less unnecessary. I have been 
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An optimist is a person who buys a 
share of stock in the electric company 
and then burns his lights all night 
hoping to get a bigger dividend. 








A Hebrew hardware merchant was 
violently ill. Realizing that the end 
was near, he called to his wife. 

“Is Isaac here?” he asked her. 

“Yes, father.” 

“Is Isadore here?” 

“Yes, father.” 

“Is Rebekah here?” 

“Yes, father.” 

“Well, then,” exploded the merchant 
as he rose up in bed, “Who in the hell 
is running the store?” 


* * * 


W. T. McFie Supply Co., Los Ange- 
les, Cal., recently issued a new catalog 
filled with all kinds of information. 
Here’s a little piece of information for 
employers. “The next time you are 
asked for a recommendation by someone 
not deserving, but whose feelings you 
do not wish to hurt,” says the McFie 
catalog, “read how Lincoln handled the 


situation.” 
Washington, D. C., 


July 7, 1861. 
Mr. J. D. Evans, 
Springfield, Il. 
My Dear Sir: 

This will introduce to you the bearer, 
Mr. R. N. Fellows, whom I have known 
personally. If he is the kind of a man 
you want, I know of none better. 

Yours truly, 
A. Lincoln. 
* a * 


“Do you wish to marry again if 
you receive a divorce?” 
“Ah should say not! Ah wants to 
be withdrawn from circulation!” 
ok * * 


If a burglar broke in the cellar— 
Would the coal shute? 
No, the kindling wood. 


Apparently paint and varnish are not 
the only protectors of the home. Save 
The Surface Magazine. 


* * * 


A public health expert recently 
made the statement that a single rat 
brings over 1000 rats into the world 
every year. To which a Colorado news- 
paper man replied: “My goodness, a 


single rat. Just think what a married 
"99 


one could do! 








Man eats 
wife’s cake, then goes to hospital. 
Billdiff—Stomach trouble, or did the 
poor fool make some remark about the 
cake? —Judge. 











Our English friend was out for a 
walk in the country with his American 
friend when they were startled by an 
owl’s W-H-0O-O—W-H-0O-0. 

“What’s that?” exclaimed the Eng- 
lishman. 

“That’s an owl,” replied his friend. 

“T know it’s an owl, but what the 
’ell is it that’s ’owling?”—The Perfect 
Star. 

of * + 

Kind Old Lady: “What a dear little 
dolly. Does she say ‘Mamma’ when 
you squeeze her?” 

Nice Little Girl: 
flapper doll. When 
she says, ‘Sweet Daddy.’ ”’— 


* * * 


“Very, very sad, sir,” said the doc- 
tor. “I greatly regret to tell you your 
wife’s mind is completely gone.” 

“Well, I’m not surprised, Doc,” re- 
turned the husband. “She’s been giv- 
ing me a piece of it every day for the 
last fifteen years.” 


“Oh, no, this is a 
you squeeze her 


Ex. 





“T once loved a girl who made a fool 
out of me.” 

“What a lasting 
girls make!’’—Credit. 


impression some 





“Didn’t I see you going down the 
street the other day with an apple in 
your hand?” 

“Quite so, old chap. I was going to 
call on the doctor’s wife.”—Ex. 


* * * 


On a farm in South Georgia is 
posted this sign: “Trespaser’s will be 
persekuted to the full extent of 2 mean 
mongral dorgs which ain’t never been 
ovarly soshibil with strangers and I 
dubble barrel shot-gun which ain’t 
loaded with no sofy pillers. Dam, if 
I ain’t tired of this hel raisin on my 
proputy.”—Tex. Util. News. 


* x #: 


They quarreled, and at last he cried, 
In accents of despair, 
“I wish that I could see your side.” 
The maiden shrieked as she replied. 
“That’s more than I can bare.” 


—Impressions. 
* *« * 


“So you can write with either hand, 
Andy?” said the boss to the order 
clerk. " 

“Yes,” replied Andy. “When I was 
a boy my father always said to me: 
‘Andy, learn to cut your fingernails 
with your left hand, for some day you 
might lose your right.’ ” 


—Cracker Barrel. 


aS 4: * 


Jim, who was in charge of his 
young brother, was having trouble get- 
ting his ward to patronize a barber. 
Finally in desperation, he exclaimed: 
“Joe, you can’t go around that way any 
longer. You either gotta get a haircut 


or a violin.’’ 
* aa ok 


Are you Hungary? 

Yes, Siam. 

Well, then I’ll Russia to a table. 

Sit down and I'll Fiji. 

Wait’ll I wipe the Greece off my 
hands. 

Sweden my coffee 

And Denmark my bill. 

—Nelson Ford. 
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This is a faithful reproduction of Dwight Park, which is Gadsden’s League Baseball Field. The window is by Luther 
Harbin, window trimmer for Gadsden Hardware Co., Gadsden, Ala. 


Luther Harbin ‘Takes Advantage of 
National Baseball Week—Do You? 


This Year April 3 to 10 Will Be National Baseball Week. Good Opportunity to Push 
Baseball Goods 


to seize every merchandising opportunity. Each 

year when National Baseball Week comes around 
the Gadsden Hardware Co., of Gadsden, Ala., has a 
typical Harbin window display which attracts atten- 
tion. and sells baseball goods. This year National 
Baseball Week is observed April 3 to April 10 and we 
feel sure that Mr. Harbin will again give the people 
of Gadsden a real treat in window trimming. 

The picture reproduced is a Gadsden window used 
during a former observation of this annual sporting 
week. Mr. Harbin his portrayed very faithfully 
Dwight Park, which is Gadsden’s League Baseball 
Park. The background, which he painted himself, is 
a true reproduction of the surroundings of Dwight 
Park. He includes the trees, the bridge, the road, the 
street car line and just back of the grandstand you 
will notice an industrial plant. 

The trees on the left have dolls perched in the 
branches. These represent the real fans of tender 
age who even if they had the price of a ticket would 
rather watch the game from a convenient tree. The 
year this was used the Detroit Tigers and the Roch- 
ester Internationals played an exhibition match at 
Dwight Park. 

Consequently, Mr. Harbin has suggested these 
teams and has put in rooters for both sides. Just 
outside the fence notice the negro and white boys 
watching the game through the same knot hole. The 


[= HARBIN can always be depended upon 


negro boy being larger, he has pushed the white aside 
and the latter is anxiously waiting his chance to get 
both a peep at the Detroit Tigers and their star player 
Ty Cobb. 

The Gadsden Hardware Co. enjoys a substantial sale 
of baseball goods and this window stimulated sales 
considerably. 

National Baseball Week will be the occasion for 
special exhibition matches in all parts of the country. 
Big city teams will play in smaller towns and small 
city teams will play in big towns. Newspapers and 
magazines will carry special stories and pictures fea- 
turing ball players, teams, past performances and in 
many other ways call the public’s attention to National 
Baseball Week. This special week is sponsored by 
the Chamber of Commerce of the Athletic Goods 
Manufacturers of the United States. 

If your town has a baseball team which competes 
in a league or with teams of neighboring towns print 
up a schedule of games and give this to your customers 
as an advertising souvenir. Your imprint at the 
bottom with a suggestion that your stock of baseball 
goods is complete would be mighty fine publicity. 

You have two or three days in which to prepare a 
real merchandising baseball goods window for 
National Baseball Week. This sample by Mr. Harbin 
should be an inspiration to every hardware store win- 
dow trimmer. Get busy. Remember the dates, April 
3 to April 10. 
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From His Home to Your Store 


The path from his home to your store will be traveled often when he knows you 
handle reliable merchandise. You can safely recommend Apex Electro Zinc-Coated 
wire screen cloth to your customers. It is a dependable product and resi&ts the 
hard wear of screens indefinitely. 


Distributed By Jobbers 




















. If your jobber cannot supply you, ask us and 
es Phe we will give you the name of one who will. 
ren Manager of Sales for 
alae HANOVER WIRE CLOTH CO. : 
os ive General Sales Office: Factory: . 
. Old Colony Building, Chicago Hanover, Pa. 
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‘Small Towns Are Passing’’, Nebraska 
Banker Tells California Retailers 


Notable Addresses on Modern Conditions and Tendencies Feature 
Los Angeles Convention—F . M. Gazlay, San Diego, Succeeds E. B. ° 


Wallace as President of Southern California Hardware Association 


6 Gore towns are passing.” 
“The day is past when a man can start in 
business on a shoe string.” 

“This is an era of economic consolidation and big 
business mergers.” 

“The retailer should ‘cash in’ more on national ad- 
ventising, which is far more advanced in technic and 
effectiveness than personal selling.” 

“About 90 per cent of all merchandise in the United 
States is sold by appealing to the emotions of buyers.” 

“Price is not a primary consideration with the 
American buying public today.” 

“Installment selling is becoming more acute and 


>’ 99 


‘risky’. 

“Chain stores will continue to increase in number 
and to expand geographically.” 

“The plea of retailers to people in small towns ‘to 
support the home town merchant’ is the wail of weak- 
lings and has never been effective for long.” 

These were some of the outstanding statements 
made by speakers at the annual convention and ex- 
hibition of the Southern California Retail Hardware 
Association, March 10 to 12, at the Ambassador Hotel, 
Los Angeles. The estimated attendence was about 
200 dealers and about 400 visitors, exhibitors and 
guests. E. B. Wallace, Los Angeles, president of the 
association presided at all of the sessions. Fred M. 
Gazlay, San Diego, first vice-president, was elected 
to the presidency to succeed Mr. Wallace on the last 
day of the convention. There were special displays 
of hardware and kindred lines by 84 manufacturers 
and jobbers on the floor of the exhibition auditorium. 


W. B. Allen Speaks 


W. B. Allen, Palo Alto, Cal., member of the Board 
of Governors, National Retail Hardware Association, 
and president of the Northern California Retail Hard- 
ware and Implement Association, in his address at the 
opening session of the Los Angeles convention con- 
demned installment selling as uneconomic, and as an 
obstacle to the reduction to distribution costs. He 
said that the average overhead in retail hardware 
stores in the United States is about 26 per cent, which 
he added will be larger if installment selling is in- 
creased in the hardware trade, and the hardware mer- 
chant has to carry his customers on credit over in- 
definite periods. Mr. Allen stressed the work that 
the National association is doing for its members. 
He cited particularly the accomplishments of the as- 
sociation in preventing paint manufacturers from 
selling their products on the installment plan, and 
also the correction of public school arithmetic text 


Reading matter continued on page 56 


books which the national association undertook in 
1924. Representatives of the national office, working 
with a committee of book publishers, Mr. Allen said, 
have corrected 4560 examples in 110 text books pub- 
lished by 26 different publishers, which, he said, “will 
enable school children to learn that there is such a 
thing as overhead in business, and that while a mer- 
chant may buy an article for $1 and sell it for $2, he 
does not therefore make a profit of $1, because it costs 
him something to do business.” 

In his address on the “New Era in Retail Merchan- 
dising,” John W. Gamble, a banker and merchant of 
Omaha, Neb., stated that the retailer today is in a 
difficult competitive situation, and that in the future 
it will be even more difficult for the retailer in the 
smaller communities to conduct business profitably. 


“Small Town Passing” 


One of the reasons for this, Mr. Gamble said, is be- 
cause of the increasing centralization of population in 
the larger towns and cities, and the gradual passing of 
the small towns. The small town, he said, is no longer 
the economic entity that it used to be. Improved facil- 
ities of transportation, the increasing use of the au- 
tomobile, is changing conditions. People in the smaller 
towns like to get away from home, they like to go to 
the larger towns and cities, where there are more 
bright lights, more diversions, larger varieties of mer- 
chandise on display, more excitement and more people. 
The automobile enables many of them to do this. The 
chain stores in the larger towns often induce the 
people of the smaller communities to think that they 
can buy for less in the larger centers of population. 

“However this may be,” Mr. Gamble said, “statis- 
tics show that 807 out of every 1000 retailers go out 
of business or retire from business without making 
money. Of the balance,” he said, “64 make a profit 
and 66 go bankrupt.” He told of a survey made re- 
cently by a Middle Western organization in which rec- 
ords covering a period of 30 years were used to deter- 
mine the average commercial life of certain classes of 
retail stores. He said that this survey showed that the 
average number of years for a grocery store, in the 
State where the survey was made, was 7 1-10 years, 
paint stores, 6 7-10 years, jewelry stores, 6 9-10 years 
and hardware stores, 7 9-10 years. He enumerated a 
number of reasons why these stores were forced out 
of business after a few years’ activity, among which 
were: failure to investigate trade conditions before 
starting business, failure to build a distinctive store 
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Largest Manufacturing Plant of its Kind in the World 





What is Service? 


You may know the answer so far as you are 
concerned. So far as we are concerned we 
know what the right answer is; and that’s 
what we do. 


Richards-Wilcox is primarily a service or- 
ganization. We begin by making the highest 
grade door-hardware. We have within easy 
reach of every important point in the United 
States and Canada a oe of trained engi- 
neers, ready to give service on all door-way 
problems; they’re often serious problems. 


These engineers study your requirements and 
give you unbiased opinions. They know 


every door-way, from the one-car garage to 
the largest industrial doorway. They advise 
Richards- Wilcox hardware for doors because 
they know it’s best; if they didn’t know that 
they’d tell us so, and we'd improve ic. 


We're able to deliver such service because 
we're the largest and the only makers of 
door-hardware that will efficiently handle 
every door-way requirement. With us door- 
ways are the first order of business. 


Doors—in a building—are the only part of 
ic that has to work; the rest of the building 


stands still. 


Don’t experiment with doorway equipment. We’ve made 


all the experiments; we 


. Our service is free. Write 


or call our nearest office. 





ichards-Wilcox Mf¢ 
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AURORA, ILLINOIS, U.S.A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Chicago Minneapolis Kansas Francisco Omaehs 


City Los Angeles 


San Seattle Detroit 


Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD.,LONDON,ONT. - Winnipeg 
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Baltimore Retailers Act on Jobber 
Competition at Monthly Meeting 


Meeting Held at Virginia Dare Restaurant March 9 
Attracts Many Members 


HE regular monthly meeting of the Baltimore Retail Hardware 
Association was held on March 9 at the Virginia Dare Restaurant 


in that city with an attendance of forty-six members. 


During the usual 


chicken dinner those present were entertained by radio music through 
the courtesy of the Jones Radio Corp. 

Following the dinner President Johnson called the meeting to order. 
The minutes of the November meeting were read and approved, as was 
also the report of the sixth annual banquet held at the Southern Hotel 
Feb. 3. The secretary, Charles J. Ritterhoff also reported that a Balti- 
more dinner had been given at the Benjamin Franklin Hotel in Phila- 


delphia, during the week of the Pasha convention. 


At this meeting 


honor guests included officers of the Philadelphia Asscciation and 
representatives of the National association. 


An application for membership re- 
ceived from the firm of George Sack 
& Sons, 4621 Hartford Road, was 
approved. 

A communication from the Pitts- 
burgh retailers was read, concerning 
the practice of corporations selling at 
cost to their employees; jobbers selling 
at wholesale to individuals and of pur- 
chasing agents using their offices for 
the benefit of their friends. The asso- 
ciation went on record as adopting a 








motion vigorously protesting against 
such nefarious practices as outlined | 
above and urged all members to com- | 
bat such practices and report all in- 
stances, with facts of the case, which 
come to their notice. 

Frank A. Warner, president of the 
Paint and Oil Club, was then intro- 
duced as a speaker of the evening. 
In part he said that he had been asked 
“Where has business gone?” and stated 
that this question has always been 
brought up at this time of the year, 
for years past, except during the war 
period. His answer is that it is the 
usual seasonal slackness, when paint- 
ing and general repairs are at ebb. 
The paint business must not be so bad, 
however, and paint sales are increasing 
each year. 

Leon S. Hanline, Jr., representing 
Hanline Brothers, local paint manu- 
facturers, told of the successful efforts 
of the local paint manufacturers in 
having a course of painting being given 
in the vocational schools of Baltimore, 
and urged the members present to in- 
duce boys showing an inclination to 
take up the painting trade, to attend 
this course. He stated that an educa- 











tional film would soon be shown in 
this city, showing the evolution of. 
paint from the ore, plan, or gum to) 





Providence Dealer Plans Mod- | 


_and third floors, and it is proposed to 


ern Four-Story Store 


Max Siegel, City Hall Hardware Co., | 
150 Washington Street, Providence, R.I., | 
has under consideration the erection of | 


the finished product. Members, clerks, 
painters, or anyone interested in paints 
are urged to attend and see this film. 

C. I. Voge, representing the Hard- 
ware Dealers Mutual Fire Insurance 
Co., said that a person when buying 
property should take every precaution 
to see that his title was clear and in 
perfect condition, and when buying 
fire insurance to look over his policy 
to see if it covered the risks. He ad- 
vised the members to read over their 
policies, and to see that the descriptive 
matter on any risk were all identical. 
He offered his services to any of the 


| members to see that their policies were 


in proper form. 

Other speakers on the evening’s pro- 
gram were Mr. Geminder, of the H. B. 
Davis Paint Co.; Milton Schwartz, of 
the Farboil Co.; William S. Dowds, of 
Best Foods, Inc. 

The following resolution was also 
adopted at the meeting: That in a 
spirit of fairness and in accordance 
with good business ethics, this associa- 
tion pledges itself to respect the rights 
of all other merchants in the city and 
to conduct its activities along construc- 
tive lines in respect to our brother 
merchants and the best business of the 
community as a whole. 

J. Elmer Berl spoke of the most 
striking point brought to his atten- 
tion at the Philadelphia convention. 
Namely, that our greatest and strong- 
est competitor was our own inertia 
or laziness. We all strive to get out 
of all the work we can, and will in- 
variably shove off until tomorrow, 
work which we shouid do today, and 
in doing yesterday’s work in today’s 
time prevents us from planning for 
tomorrow’s business. Laziness begins 
in cobwebs, and ends in iron chains. 





company will occupy the entire first 
floor and maintain offices on the second 


have a restaurant on the top floor. Mr. 
Siegel recently purchased a large build- 
ing in close proximity to his store 


a four-story building at Washington | which he plans to use as a storage 


and Snow Streets, to cost $225,000. The | 
Reading matter continued on page 58 


warehouse. 
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| Waite Associates Hear 


of Steel Making 


At the March meeting of the Waite 
Associates, composed of employees of 
the Waite Hardware Co., Worcester, 
Mass., a two-reel film on the “Art of 
Making Steel” was shown by J. Chester 
Bushong, accompanied by an address 
on the subject by Frank O. Howard, 
sales manager of the American Steel & 
Wire Co. The film deals with steel 
from the time it comes from the mines 
in the form of ore until it becomes a 
finished product. 


Frank T. Stocker Now 
with Du Pont 


The paint department of the E. I. 
Du Pont De Nemours and Co., Wil- 
mington, Del., has announced the ap- 
pointment of Frank T. Stocker as man- 
ager in charge of its Architectural 
Bureau. 

Mr. Stocker has long been active in 
the paint industry and has a wide 
acquaintance throughout the country 
with paint men. For fourteen years 
he was associated in the brush business 
and during the past twelve years has 
been sales manager of the Standard 
Varnish Works. 


Bullock Mfg. Associates Opens 
New York Offices 


The Bullock Mfg. Associates, Inc., 
manufacturer of hardware, printers’ 
tools, watchmakers’ and jewelers’ sup- 
plies, Springfield, Mass., has established 
a general sales agency and stockroom 
at 220 Broadway, New York City, in 
charge of George L. Seabury, as sales 
manager. 

The company’s catalog is now being 
published in new form and has been 
segregated into seven parts—printers’ 
tools and tweezers, special purpose 
tweezers, hardware, paper hangers’ 
tools, watchmakers’ and jewelers’ sup- 
plies, electricians’ tools and _ special 
printing devices. 


Fire Destroys Fry 
Toy Factory 


Fire, March 17, completely wiped 
out the toy manufacturing plant of 
Keyser Fry, North Fifth Street, Read- 
ing, Pa., with a loss reported in excess 
of $100,000. 

No plans for rebuilding have been 
announced. 


Catalogs and Price Lists Re- 
quested by Missouri Dealer 


A. Rothgeb, New Lebanon, Mo., 
Pleasant Green post office, is adding a 
hardware line in connection with a gen- 
eral store and requests catalogs and 
price lists from manufacturers and 
jobbers. 
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SATISFACTION GUARANTEED 
OR YOUR MONEY BACK 








Above is up-to-date store of Chas. E. Whitman & Son, Weedsport, N. Y. 


Congoleum Rugs are a quick-selling 


money maker for Hardware Stores 


And still they come! In spite of the 
once prevalent idea that “hardware 
stores carry too many lines already and 
that rugs have no place there anyway,” 
each year shows a steady increase in 
the number of hardware dealers selling 


Congoleum Gold Seal Rugs. 


E.ven in a small assortment of Con- 
goleum Rug patterns there is sure to 
be one, at least, that will strike the fancy 
of the woman shopping for kitchen 
utensils or other house-furnishings. 
And the price is so low—the easy-to- 
clean feature so tempting—the Gold 
Seal Guarantee so re-assuring—that 
every woman is a prospect. 


The Congoleum Sales Rack shown 
in the picture, has solved the problem 
of displaying Congoleum Rugs in many 
hardware stores. It takes up less than 
six square feet of floor space—and 
shows the rugs off to advantage. 


Unlike most labor-saving household 
conveniences, Congoleum Gold Seal 
Rugs need no introduction or demon- 
stration. Millions of color pages in lead- 
ing national magazines have been 
broadcasting Congoleum advantages, 
week after week, for years. 


And every advertisement carries ex- 
act reproductions of the patterns. Natu- 
rally all this advertising has created a 
steady demand which spells regular 
and certain profits in which every hard- 
ware dealer may have a share! 


You'll be surprised to find how little 
it costs to start. Details of trial offer 


on request. 


CONGOLEUM-NAIRN INC. 


Hardware Division Headquarters 


1421 Chestnut Street, Philadelphia, Penna. 
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HARDWARE AGE 


Philadelphia Dealers Discuss 
Retailing at Wholesale Prices 


Many Important Trade Topics Discussed at Meeting of the Retail 
Hardware Association of Philadelphia, March 18 


i) 


HE Retail Hardware Association of Philadelphia, Pa., condemned 
the practice of selling at cost to employees on the part of pro- 


ducers, of jobbers selling wholesale to individuals and of purchasing 
agents violating one function of their office for the benefit of employees 
and friends at its regular monthly meeting held March 18 at Green’s 


Hotel, Philadelphia. 


As a result of the annual election these officers were chosen to serve 
during the ensuing year: President, Harry D. Kaiser; first vice-presi- 
dent, Horace G. Goodwin; second vice-president, William F. Brown; 
third vice-president, William O. Dobson; treasurer. C. Richard Watson; 


secretary, James M. Rose. 


—_--—— ao — — — 


Robert L. Alexander, field secretary | 


of the Pasha, presented valuable facts 
pertaining to “Hardware Leaks.” He 
said, “There are really no new leaks in 
the hardware business, they are the 
same old leaks but I may possibly fur- 
nish you with something new in the 
way of stopping these leaks.” He 
called attention to proprietor salary 
leaks, mark up leaks, price cutting 
leaks and many others that may be 
stopped by the application of sound 
business methods that are often passed 
up by the man who only deceives him- 
self by avoiding cold facts. He called 
attention to the fallacy of the man who 
puts all his money into a business but 
does not put himself into it. 

The following merchants were re- 
ceived into active membership: Walter 
T. Kowalski, Ellis A. Cramer, Harry 
R. Barrett and Edward Lorillard. 

A report from Judge Raymond H. 
MacNeille, of the Municipal Court, to 
the effect that over 100 boys and adults 
had lost the sight of one eye through 
the careless use of air rifles during 
the last year in Philadelphia occasioned 
adoption of the following resolution: 

Whereas, well authenticated reports 
have been received to the effect that 
serious injury has resulted from the 
careless use of air rifles, and 

Whereas, the protection of life and 
limb should receive first consideration 
in the sale of merchandise, and 

Whereas, the merchant has no knowl- 
edge of the expert qualifications, pur- 
poses or plans of the purchaser of an 
air rifle, and 

Whereas, the air rifle cannot be con- 
strued in any manner as a protective 
firearm for the individual or the home— 

Be It Resolved: That the Retail 
Hardware Association of Philadelphia 
does hereby go on record as opposed 
to the sale of air rifles from their 
stores to all persons under the age of 
21 years. 

Vice-president Horace G. Goodwin, 
who presided at the meeting, called 
attention to unbounded retailer oppor- 
tunity in keeping abreast of growing 
communities where the increasing de- 
mands for hardware and the kindred 
lines will be met by the merchant who 





_grasps the fact that producers are go- 
ing to keep the wheels of the factory 
going and it is squarely up to the retail 
merchant to go after the business in 
his locality. 

The Association condemned the prac- 
tice of selling at cost to employees on 
the part of producers, of jobbers sell- 
ing wholesale to individuals and of 
purchasing agents violating the func- 
tion of their office for the benefit of 
employees and friends. 

Several new cases of unsolicited mer- 





chandise being received through the 


mails were reported and the action in- | 


_dorsing the bill of Congressman Henry 
W. Watson was reaffirmed by a unani- | 


mous vote. 

A tribute was paid the trade maga- 
zines in which HARDWARE AGE was 
credited with being one of the greatest 
stimulators and vitalizers of the retail 
merchant. In response, James M. 


Rose called attention to some observa- | 


tions in Philadelphia. He said, “Some 
time ago I had occasion to visit a cer- 
tain visiting paint manufacturer in one 
of our hotels. We stood ,looking out 
of the window and he called my atten- 
tion to the hundreds of buildings where 
paint might be applied particularly to 
the roofs and said, ‘The possibilities of 
the paint business have not even been 
scratched yet’—and that is all he did 
say, and it is all he offered to his sales 
force when he returned to his factory 
—but not one word of suggestion as 
to how his sales force might do any 
scratching. There are a lot of so-called 
high-power sales managers who fur- 








nish their subordinates with a surfeit 
of this kind of ‘scratching’ but after 
all it is individual sales knowledge and 
sales ability that gets results. Paral- 
leling this paint manufacturer was a 
Philadelphia retail merchant who stood 
looking out of his store window—at 
the crowds going by. He too saw trade 
possibilities and could not understand 
its going by. I suggested that he take 
a walk across the street and ‘look in’ 
at his store. He did and found it the 
most unattractive store in the block. | 
It would have been better had he ripped | 
all the Aardware out of his window and | 
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| put a box there with a white rat in it 
'—caught the eye of the crowd and hung 
a few hardware signs around. Stunts 
may not be good practice in the hard- 
ware business yet we can all take 
thought of something unusual to obtain 
unusual attention and incidentally un- 
usual business. A few squares from 
here a merchant a few years ago 
opened what he termed the ‘Wild Irish- 
man’s Shoe Store’—everything, signs, 
shoes, the number on his door, even 
certain fixtures were upside down. He 














Reading matter continued on page 60 


_ was judged a nut by conservative mer- 
chants but he made enough to retire. 


“Yesterday I made some observa- 
tions in a notoriously ‘high priced’ 
store and found they were all busy 
with one of tke firm ‘out GETTING 
business.’ In this store they sell a well 
known combination of service and mer- 
chandise—the prices are higher—but 
they have a clientele surpassing in 
number that of any store in their ter- 
ritory—strange though it may seem to 
a price cutter—this store is always 
busy. They have a price cutting com- 
petitor not many squares away—and 
he is always kicking about poor busi- 
ness—he always will, because somehow 
people scout cheap methods and mer- 
chandise. 


Shore Dinner in June 


Planned by Nutmeggers— 
Next Meeting, April 14 


At the next regular monthly meet- 
ing of the Nutmeggers plans will be 
made for a real shore dinner to be held 
this spring, probably in June. This 
meeting will be held as usual at the 
Hotel Burritt, New Britain, Conn., the 
date being April 14. 

A prominent speaker will be on the 
program and president Leon Schwartz 
promises another bang-up meeting. 





Stencil Company Expands 


The National Sign Stencil Co., 1602 
University Ave., St. Paul, Minn., manu- 
facturers of the Nation Show Card 
Writer, announces that they have estab- 
lished, a Pacific Coast sales branch, 
known as the National Store Equip- 
ment Co., 206 Chotiner Bldg., Los An- 
geles. The company have also found 
it necessary, due to the increase in their 
business, to double the size of their fac- 
tory at St. Paul. 





New Company Established by 
Silas Lane 


Silas Lane, formerly vice-president 
of Lane Brothers Company of Pough- 
keepsie, N. Y., has organized the Lane 
Joist Hanger Company of Baltimore, 
Md., for the manufacture in volume of 
timber hangers and kindred items for 
both wood and steel construction. The 
company has issued an interesting illus- 
trated pamphlet which gives valuable 
data concerning its product. 
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ANew Series ¢ AVORITE Gas Ra 
_of Unusual Beauty and Exclusive Design 


Seven Big 


Selling Features 


all requirements. 


Favorite Stove & Range Co. 
as Range Division 






























Moderately Priced 


GAIN Favorite has blazed the trail in improved 


i. Smooth, flush front, S 
rounded comers, | con Gas Range construction and set another 
2. Greatly improved oon _ high standard in the production of this new 
aeeneret Semuerwoetions Series of Gas Ranges. 
ie cut linings and die “ir , , . ‘ 
formed rack supports. Distinctive in appearance, super-efficient in opera- 
> a Se ee tion, with every exclusive patented Favorite feature 
the cook top side at the incorporated, these new Gas Ranges are miles 
all piping | concealed. ahead in the Gas Range field. 
‘ (Optional equipment) The fastest baking oven in America, (500 degrees in 
. Attractive, convenient ° . P 
Utility drawer beneat 9 minutes), the Favorite cast bottom construction, 
es a ene which insures even temperature in all parts of the 
equipment on porcelain . ‘ pe ogee pa : 
. a sal aeiatail oven, one piece Star Burner (originated by Favorite) 
' an a ae —the most economical and hottest burner. made 
manlike appearance. for gas—these and many other exclusive construc- 
6. Unusually large baking ‘ ‘ . ° 
and broiling ovens (Bak- tion features, together with the*low prices, insure 
pon vy gw Rae volume sales for this new group of Favorite Ranges. 
7, Large, commodious Stock now for —— and summer sales. These 
oe Sn one distinctive Ranges backed by complete, tested, 


merchandising plans, which have everywhere 
proved their ability to increase sales, will-result in 
the most profitable Gas Range business you have 
ever experienced. 


. Clip the coupon—you will want complete informa- 


tion and prices of this New Favorite line. 


FAWORITE 





Please send full information and prices on 

the New Series of Foverice Gas Ranges that : 

come ca Stoves & Ranges 
city Gas - Coal~ Oil~ Combination 


cMade in Piqua, Ohio. 


es 
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John W. Farr Dies 


Was for Past Ten Years Advertis- 
ing Manager of McKinney Mfg. 
Co., Pittsburgh, Pa. 


John William Farr, advertising man- 
ager of the McKinney Mfg. Co., Pitts- 
burgh, Pa., died at his home in Bellevue, 
Pa., following a _ short illness, from 
pneumonia. His death was entirely un- 
expected. 

He was the son of William C. Farr, 
president of the McKinney Mfg. Co. 
Mr. Farr was born in Allegheny and 
when a boy the family moved to Avalon, 
where he was educated in the local 
schools, Bethany College and the Uni- 
versity of Pittsburgh. 

Mr. Farr’s association with the Mc- 
Kinney company began sixteen years 
ago and for the past ten years he had 
been advertising manager. 

He was a member of the Christian 
Church, Avalon Lodge No. 657, F. & A. 
M., the Sigma Nu Fraternity and the 
Y. M. C. A. Besides his widow he is 
survived by his parents, four children, 
two sisters and an aunt. 


Frank H. Colladay Now 
with Braeburn Steel 


Frank H. Colladay has been appoint- 
ed district sales manager of the Brae- 
burn Alloy Steel Corp., Braeburn, Pa., 
in charge of the New York district. 

Before assuming his new duties Mr. 
Colladay resigned as New York sales 
manager for the Trumbull Steel Co. 
He has been identified with the steel 
industry his entire business life and 
is well known in the trade. 

He is also a member of the American 
Iron and Steel Institute, the Engineers’ 
Club, the Machinery Club of New York 
and the Indian Harbor Yacht Club, 
Greenwich, Conn. 

The New York offices of the Brae- 
burn organization are located in the 
Grand Central Terminal Bldg. 


Lammot DuPont New Presi- 
dent of DuPont Co. 


At a meeting of the board of direc- 
tors of the E. I. DuPont de Nemours 
& Co., Wilmington, Del., held March 
15, Lammot Du Pont was elected presi- 
dent of the company to succeed Ireene 
DuPont, who desire. to be released 
from the duties of the office so that he 
might devote more of his time to per- 
sonal affairs. 

The retiring president was made 
vice-chairman of the board of directors 
and chairman of the finance committee. 
He retired from the executive com- 
mittee and the new president was made 
its chairman. 

Lammot DuPont is the eighth mem- 
ber of the DuPont family to head the 
company since the business was 
founded in 1802 and the third brother 
to hold the presidency in succession. 
He was born in 1880 and following his 
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John W. Farr 
ON AR ERAN RAMETERS AMEE ig ASR RRS 


graduation from the Massachusetts In- 
stitute of Technology in 1902 he en- 
tered the employ of the DuPont com- 
pany and has spent his entire business 
life in its service. 


Four-Story Addition for West- 
inghouse Mansfield Plant 


A new four-story, brick and concrete 
building, with a floor space of 142,600 
sq. ft., has recently been added to the 
Mansfield, Ohio, plant of the Westing- 
house Electric & Mfg. Co. With this 
addition the plant now has a total floor 
space of 330,530 sq. ft., or seven and 
a half acres, devoted to the manufac- 
turing of electric ware, hotel appli- 
ances, ranges and safety switches. 

The new unit is of the most modern 
fireproof construction and will be de- 
voted to the construction and assembly 
of ranges and electric irons. A notable 
feature of its interior arrangement is 
the continuity of operation with which 
products are handled. By means of 
ingenious conveyor systems there is a 
continual forward movement of mater- 
ial from the steel storage room to the 
section where finished products are 
crated for shipment. 


New Booklet Issued by Potato 
Implement Co. 


The Potato Implement Co., Traverse 
City, Mich., has announced the publica- 
tion of a new and revised edition of 
its Potato Booklet, “The Acme of Po- 
tato Profit.” It is a valuable guide to 
potato growers and is_ distributed 
gratis. 


Two Oklahoma Stores in Con- 
solidation 


The two hardware firms of Hooker 
Brothers and the Brackon Hardware 
Co., Muskogee, Okla., have consolidated 
into a new firm, incorporated with a 
capital of $100,000 and known as the 
Hooker Hardware Co. The new firm 
will continue to operate the two stores. 


Reading, matter continued on page 62 
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Old North Carolina 
Store Is Sold 


Westall & Co. Acquires Business 
of Northrup-McDufhe Co. 
in Asheville 


W. H. Westall & Co., hardware deal- 
ers, West Asheville, N. C., has pur- 
chased the stock, fixtures and good will 
of the Northrup-McDuffie Hardware 
Co., in that city, effective February 20. 
The modern building, owned and occu- 
pied by the Northrup-McDuffie Co., on 
Patton Ave., has been sold to Clinton K. 
Hughes and D. S. Elias for a cash con- 
sideration stipulated to be in excess of 
$300,000. 

The Northrup-McDuffie Co., was or- 
vanized in 1891 and up until 1915 was 
known as Brown, Northrup & Co. In 
1915 R. H. McDuffie, a prominent hard- 
ware merchant of Fayetteville, N. C., 
moved to Asheville and purchased the 
interest of Mr. Brown in the concern. 
It was then incorporated under the firm 
name of the Northrup-McDuffiie Hard- 
ware Co. 

Neither of the retiring owners have 
announced their plans for the future. 


Goulds Mfg. Co. Changes Name 
to Goulds Pumps, Inc. 


Effective April 1, the Goulds Manu- 
facturing Co., manufacturer of pumps, 
Seneca Falls, N. Y., announces a change 
in its corporate name to Goulds Pumps, 
Inc. 

The firm announces that there will 
be no further change in its business 
policy or organization and that the 
board of directors, officers and person- 
nel remain the same. 


Witt Cornice Co. Issue New 
Catalog 


The Witt Cornice Co., Cincinnati, 
Ohio, has recently issued a new twenty 
page catalog, featuring comprehensive 
descriptions of the company’s line of 
guaranteed corrugated ash and gar- 
bage cans, pails, roller cans and oil 
and waste containers. It is fully illus- 
trated on every page and printed on 
high grade enamel paper. 

A brief and interesting history of 
the company since its origin in 1886 is 
given on page three and closes with an 
invitation to the trade to visit the 
plant of the organization in Cincinnati 
whenever opportunity presents. 


New Retail Store at James- 
town, N. Y. 


Aris B. and Fred W. Egan, James- 
town, N. Y., have organized the Hard- 
ing Heights Hardware and Plumbing 
Store in that city. It is planned to 
establish a modern retail store in the 
Harding Heights section. 
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Selling Rope Over the Counter 





Plymouth Cordage Co., Kingsville, Mo. 


North Plymouth, Mass. 
| Dear Sirs: 


We saw your rope advertised as a quality product several years ago while we 
were located in Medford, Mo. After the first purchase we never stocked any 
other kind. Four years ago we sold out and located here and we immediately 


stocked Plymouth Rope. 


There was nothing but cheap rope handled in town and at first people thought 
ours was too high, but today we have the rope trade of the town. 


Recently a building ten feet by twenty-four feet was being moved here in 
town and we sold some 34 inch Plymouth Manila for the blocks that were being 
used in moving it. At first the stakes would not hold and the building could not 
be moved aninch. An experienced engineman offered to bet that when they got 
the stakes to hold that the rope would break. The rope did not break and we 
got some good advertising. 


We sell Plymouth Rope and Binder Twine absolutely on quality and in ten 
years’ experience have never had a complaint. It is a pleasure to testify to the 
merit of your goods. 


Respectfully, 
KEM & HOWETH. 











We couldn’t write a better Plymouth Rope advertisement than this splendid letter. 


If your jobber doesn’t handle Plymouth Rope, write us for - 
name and address of nearest jobbing depot in your state 


PLYMOUTH CORDAGE COMPANY 


North Plymouth, Mass. 
Welland, Canada 
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$5,000,000,000 with the promise of going to higher levels.”’ 
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Department of Commerce Reports 
Contraction Trend in Installment Selling 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 
HILE it has been announced that studies of the Domestic 

W Division of the Department of Commerce show that there 
has developed a definite trend toward contraction of install- 

ment selling, the Department of Domestic Distribution of the Chamber 


of Commerce has just issued a statement, based on a survey, declaring 
that installment sales are “now estimated to have reached a peak of 


This appar- 


ent conflict of views between the Department of Commerce and Cham- 
ber of Commerce perhaps is explained by the fact that the subject is 
so large the studies made have not been adequate to justify a complete 


analysis. 


But with regard to hardware it seems clear that installment 


buying has been checked. The Chamber of Commerce statement points 
out hardware, paints and varnishes as exceptions to the rule, asserting 
that in these lines there is strong resistance to the introduction of 


installment selling. 


The Chamber of Commerce estimates 
the total annual retail sales in the 
United States at $30,000,000,000 and 
says that 17 per cent of all the goods 
passed over the counter to the con- 
sumer is sold on time. The value of 
goods sold on the partial payment plan 
thus is placed at $5,000,000,000 annual- 
ly. Increase in growth of the practice 
is held to exist especially in the cloth- 
ing and radio trades. The Farmers’ 
Loan and Trust Co. estimates that 
$3,293,411,878 worth of automobiles, 
washing machines, vacuum cleaners, 
phonographs, furniture, pianos, jew- 
elry and radio apparatus is sold on the 
installment plan. 

“Business is keeping its weather eye 
open to determine whether this trend 
is leading in the direction of economic 
danger signals or whether it is a nor- 
mal development of the credit system 


by which the transfer of goods from | 


producer to consumer is facilitated,” 
says the Chamber statement. 

The survey developed many opinions 
on the subject but few facts. In many 
trades installment selling is declared to 
have fulfilled a useful purpose. In other 
trades, it was pointed out, so little is 
known of its extent or its effect that no 
way of judging its merits is afforded. 
The statement goes to some length in 
giving the varying views, the plans of 
credit, expense of operations, sales 
amounts, etc. 

The Chamber also has just instituted 
movements looking to a census of dis- 
tribution and the elimination of trade 
abuses and uneconomic trade practices, 
marking a further step toward the 
eventual self-government of business. 

The task of promoting a census of 
distribution, similar to the present cen- 
sus of manufactures, will be undertaken 
by a special committee of which Owen 
D. Young, chairman of the board of 














the General Electric Co., is chairman, 
and F. M. Feiker, of the Society for 
Electrical Development, is_ vice-chair- 
man. The personnel of the committee 
will be virtually the same as that which 
considered the same subject for the 
National Distribution Conference. With 
few changes in existing census sched- 
ules, it is believed, the necessary in- 
formation can be obtained and the first 
step will be to take the question up 
with the Department of Commerce. 
The move is held to reflect the chang- 
ing attitude of business toward its 
activities. It has realized the neces- 
sity of knowing as much about distri- 
bution, and actual and potential mar- 
kets as is known about production. To 
this end it wants a count of the mer- 
chants of the country together with in- 
formation as to the amount of their 
sales. 

It is evident that the machinery to 
be set up for the elimination of trade 
abuses, etc., is meant as a foil against 
further government interference in 
business. President O’Leary of the 
Chamber declared that “If the govern- 
ment is not to resort to regulation, 
business must keep its own house in 
order.” The work of the Chamber is 
to be done through a permanent com- 
mittee on Trade Relations consisting 
of representatives of wholesaling, re- 
tailing, manufacturing and the con- 
suming public. It will serve in the 
first instance as a clearing house for 
information relating to the adjustment 
of trade disputes and the suppression 
of trade practices detrimental not only 
to the merchant and the manufacturer 
but to the consuming public. Each of 
the members of the committee will be 
the key man in developing in his par- 
ticular trade a joint trade relations 
committee to include manufacturers, 
wholesalers and retailers and it is in- 
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tended that this will be done through 
trade associations, but, as pointed out 
by Alvin E. Dodd, manager of the De- 
partment of Domestic Distribution of 
the Chamber, trade associations usually 
consist of only manufacturers, or only 
wholesalers or only retailers, whereas 
violations of commercial ethics in the © 
vast majority of instances take place 
in the dealings between the manufac- 
turers and wholesalers or between 
wholesalers and retailers. It is con- 
templated that eventually disputes will 
be adjusted by a general committee 
which will serve as a common clearing 
house and that standards of commer- 
cial practice will be established for the 
guidance of all trades. 





Interpreted as one of the opening 
campaign attacks on the Coolidge Ad- 
ministration, Democrats and insurgent 
Republicans formed a coalition which 
forced through the Senate a resolution 
introduced by Senator Robinson, Dem- 
ocrat of Arkansas, calling for an in- 
vestigation of the Tariff Commission. 
The investigation is to be made of 
a special senatorial committee of five 
members, made up of two regular Re- 
publicans, one Progressive and two 
Democrats, which has been chosen by 
President Dawes of the Senate. The 
resolution also carries an amend- 
ment offered by Senator Norris, Pro- 
gressive of Nebraska, authorizing the 
committee to investigate whether “any 
attempt has been made to influence the 
official action of the members of said 
Commission by an official of the Gov- 
ernment or other person or persons and 
if so what were the means or methods 
so used.” This added resolution is 
loaded with dynamite. It expresses in 
a covert manner all sorts of uncon- 
firmed charges made during the debate 
on the resolution. The President him- 
self was dragged into the issue as was 
also Senator Smoot, Republican, chair- 
man of the Committee on Finance, who, 
the more radical members of the Sen- 
ate intimated, influenced the Commis- 
sion in its recommendations and 
brought about an upward revision of 
the duty on sugar. The charges were 
heatedly denied by Republicans and 
also vigorously resented. It was espe- 
cially a source of hot contention by the 
Republicans that to bandy charges 
against the President, and members of 
the Commission, who were alleged to be 
hopelessly divided politically, was not 
only extremely serious but utterly un- 
fair when the charges had no confirma- 
tion whatsoever and when those so 
charged were not and could not be 
present to defend themselves. 
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THE 
NEW 


No. 55 Storm-Proof 
JUNIOR 


Barn Door Hanger 











is ready! 


Front View 


This sturdy youngster joins the Storm-Proof family of 
Nos. 66, 77, 88, already proven in principle and design. 


Every feature that makes Storm- 
Proof a “better” job is incorporated 


in the Junior. 


In fact, in design, operation, and 
strength, it is typically Storm-Proof. 
It will appeal to your customers. 


More information and prices at 


your request. 





Sectional View 
\ 





NATIONAL MANUFACTURING COMPANY 


Sterling Illinois 

















HARDWARE AGE 








April 1, 1926 





General Market News 





Consistent Demand for Hardware— 


April Sales Expected to Be Brisk 


market centers. 


A 


for last year. 


CONSISTENT demand for hardware is reported from the various 
Sales in most sections during the month of 
March show a slight falling off as compared with the same period 
This is attributed to the unfavorable weather conditions 


prevailing of late, which have hampered building activities and natu- 


rally retarded the movement of spring merchandise. 


It is generally 


expected, however, that April will see a general revival of activity in 


both seasonal and staple lines. 


Prices are generally firm and wholesalers do not foresee any radical] 


departures from prevailing levels. 
feature in the present situation, and an encouraging one. 


are characterized as fair. 


Business Outlook Favorable, 
Say Oliver Bros. 


“Domestic business conditions have 
been developing about as expected dur- 
ing the past few weeks,” according to 
the regular digest of business condi- 
tions issued by Oliver Bros., Inc., New 
York City, “in spite of the violent read- 
justment of the stock market. With 
the near approach of balmy weather, a 
certain further acceleration in activi- 





ties is logically expected and there is | 


every reason to feel confident that the 
rapid pace of business will continue 
uninterrupted throughout the spring 
and possibly the early summer months. 

“We feel that too much must not be 
expected of the machinery of industry, 
and that by mid-summer, certainly not 
much later, a recession of fairly pro- 
nounced proportions should set in. We 
are not anticipating a major depres- 
sion, but rather a repetition, perhaps 
on a somewhat greater scale, of the sea- 
sonal reactions which occurred during 
the summers of 1924 and 1925. 

“The prediction of a slump in busi- 
ness during the summer is certainly a 
hazardous one at this time, when we 
are in complete ignorance of the prob- 
able condition of agriculture as it will 
develop during the coming months. If 
the crops should be particularly plenti- 
ful and the prices high all indications 
of a slowing down in business might 
have to be discarded, if only on account 
of the sentimental effect of agricultural 
prosperity. The bulk of the material 
returns in hard cash in agriculture can- 
not be realized until fairly late in the 
vear, so that the practical benefits to 
industry of plentiful cash in the hands 
of the farmers as a result of this sea- 
son’s planting cannot be realized until 
still later.” 


More Demand for Mirrors 


Manufacturers of mirrors say they 
have had an unusually good demand 
the first of the year. 


since Retail 





Price stability is an outstanding 
Collections 


stocks of these articles have moved 





quite rapidly since that time, necessi- | 


tating reorders, which continue good. 
The increased use of mirrors for home 
decoration is said to be the reason for 
the increased activity. Stimulating 
the movement, manufacturers 
brought out more styles and shapes in 
ornamental mirrors than ever before. 
Prices at wholesale are said to be hold- 
ing unchanged. 


Increasing Steel Production 


The high rate of steel company oper- 


' ations, with steel production on a scale 





exceeding the average for January and 
February, is not, in the opinion of The 
Iron Age, showing signs that appeared 
a vear ago of overy»roduction by sev- 
eral leading companies. The volume of 
new buying is good, but orders are still 
somewhat less than mill shipments. 
This authority notes the steadily in- 
creasing swing of steel imports. 


Chicago Prices Strong 


The advent of milder spring weather 
this week has had an immediate stimu- 
lating effect on business. both retail and 
wholesale. Spring merchandise is mov- 
ing in good volume and the demand for 
staple items is becoming increasingly 
active. 

Prices show no change, except for a 
very slight drop in turpentine, but are 
generally reported as strong with some 
advancing tendencies. 





Spring Merchandise Moving 
Better in Cleveland 


Spring merchandise is moving in a 
little better volume in Cleveland and 
a greater improvement is looked for in 
April. Business as a whole is fair. 
Sales by Cleveland retailers show some 
improvement. The only price changes 
that are reported are reductions on 
radiator valves and on some types of 
tubes. 


have | 





The Industrial Outlook 


No marked reaction in building ac- 
tivities is in sight for this spring, ac- 
cording to a recent statement issued by 
the National Bank of Commerce in New 
York. In fact, the value of cotnracts 
awarded during the first two months 
of 1925 was high in eomparison with 
previous years. 

Automobile production is running at 
a high level. If maintained, the rate 
of production at the beginning of 
March would make the output for the 
month a new high record. Phenomenal 
growth in consumptive demand would 
seem to be necessray to sustain a 
correspondingly high rate of activity 
throughout the year. Sales in each of 
the first two months of the year were 
reported above last year’s level but 
February did not show the expected in- 
crease over January, bad weather in 


the East being assigned as a cause. 


Whether other influences were also at 


work it is yet too soon to be sure. 
Daily average production of pig iron 
was less in both the first two months 
of 1926 than of 1925 and contrary to 
usual seasonal movement was less in 
February than January. Steel produc- 
tion is at a high level but daily average 
output in February showed the same 
tendency to move counter to seasonal 
increase as did that of pig iron, and 


| unfilled orders of the leading producer 


declined during February in contrast 


} 
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with the usual upward movement for 
that month. Heavy melting scrap, fre- 
quently considered a significant indica- 
tor of the iron and steel outlook, how- 
ever, advanced 50 cents in price, revers- 
ing its recent downward trend; and 
toward the end of February some addi- 
tional blast furnaces were blown in. 
Continued increase over last year in 
railroad buying, the most important 
outlet for steel, would be a favorable 
factor, but against it must be counted 
a probable decline in structural steel 
orders and the possibility of automo- 
tive requirements smaller at least than 
would be promised by present activity. 


Outlook Improving in 


Pittsburgh 


Those who can usually see the silvery 
lining of a dark cloud detect some im- 
provement in hardware business, but 
everyone is not with such keen percep- 
tion and the report about trading still 
is a mixed one. Weather conditions, 
however, are more favorable to outdoor 
work and even those who have not ex- 
perienced livelier demand will at least 
admit that the prospect is improved. 
New prices have appeared on hatchets 
and hammers. It will be recalled that 
last fall one leading manufacturer ad- 
vanced prices, but others did not go 





along. There is not the variation in 
prices now there was prior to the 
announcements of the past week. 


Prices, otherwise. are without impor- 
tant change. Collections still are s'ow 
in the Pittsburgh area. 
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WHERE YOUR 


BEST CUSTOMERS ARE FOUND 


They Are Buyers of Quality Merchandise 
Like Vollrath Ware 


T F you were asked to name your best 
customers, you would certainly turn 
to your charge accounts. 


If you analyzed the sales that you make 
to these people, you would find that 
they were almost all buyers of qual- 
ity products. 


Price is not the biggest consideration 
with the best customers. They want 
quality first. The customer who shops 
for price is not the steady customer. 


Several thousand hardware stores 
throughout the country carry one 
very important line to cater to their 
quality trade. 


That line'is Vollrath Ware. 


Wherever there isa store that believes 
in selling the quality market, Vollrath 
Ware is way up front. 


It is in the windows. It is on display 
near the entrance to the store. Circu- 
lars enclosed with bills, statements and 
other mailings tell the good customers 
about new Vollrath items or remind 
of the advantages of old ones. 


There are lots of ways for Vollrath 
dealers to get the most out of their 
quality customers. The Vollrath Sell- 
ing Plan helps them do it. 


Ask the Vollrath salesman to explain 
that plan to you. Or write us for full 
information. 


THE VOLLRATH COMPANY, SHEBOYGAN, WISCONSIN 
ESTABLISHED 1874 


Vouzere 


WARE 





See the Vollrath advertisement in Good Housekeeping — April 
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New York Looks 


HARDWARE AGE 


for Active Spring 


Sales—Prices Firm—Collections 
Favorable 


CONSISTENT demand for hardware is reported by wholesalers 
in the New York market. The volume of business is, however, 
generally regarded as below that of the same period for last year, but 


should the warm weather of the 
revival of interest is looked for. 


past few days continue, an active 
Orders for spring goods are accu- 


mulating gradually, while the staple lines are moving as actively as 


can reasonably be expected. 
An encouraging factor in the 
uncertainty regarding the price 


present situation is the absence of 
situation, and wholesalers predict 


that with the advent of warmer weather retailers will come actively 


into the market. 


Collections are reported as being generally favorable. 


Roller Skates in Good 
Demand 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS F.O.B. NEW YORK 

Discounts on Wood screws: Iron 
Bright, Flat Head, 77% per cent; 





fron Bright, Round and Oval Head, 

With the roller skate season almost 75 per cent; Llron Blued, — Head, 

, “ . 75 per cent; Brass, Flat Head, 75 per 

at hand, the demand for these items cent; Brass, Round and Oval Head, 
is reported as brisk. Prices are firm, 72% per cent. 


and stocks adequate. 
JOBBERS’ vt tty TO RE. 
TAILERS F.O.B. NEW YORK: 
Roller skates, No. 5, boys, $1.42; 
No. 6, girls, $1.52 per pair. 


Hammers and Hatchets 
Advance 


The Griffith Tool Works of Phila- | 
delphia has announced an advance, | 
effective March 12, covering its line of 


Germantown hammers and hatchets, 
ranging from 5 to 16% per cent. 


Bolts and Nuts Moving in 
New York 


According to wholesalers in the met- 
ropolitan area, there has been no abate- 
ment in the demand for bolts and nuts. 
Quotations in the New York market 
continues generally uniform, with 
stocks sufficient. 


JOBBERS’ QUOTATION ie RE- 
TAILERS, F.0O.B. NEW YOR 


Machine bolts, % by 4 and le 
4, and 5 per cent off list. Machine 
bolts, longer and thicker, 45 per cent 
off list. 

Common carriage bolts, % by 6 
and smaller, 35 and 10 off list, larger 
and longer, 35 off list. 

Stove bolts, 80 off list. 

Lag screws, 50 off list. 


Lower Sash Cord Prices 


During the past week New York 
wholesalers announced a drop of 2% c. 
per lb. on sash cord. 


Screw Prices Firm 


The demand for wood screws con- 
tinues brisk, and with no departure 
from the recently inaugurated higher 
price levels. Stocks are adequate. 


These discounts apply to revised 
list of June 24, 1922 
EXTRAS—20-10- 10, ‘per cent. 


Growing Interest in 
‘“ 
| Ice Cream Freezers 


' Continued improvement in the de- 
_mand for ice cream freezers is re- 
_ ported, and activity in this direction 
| is expected to increase as the season 
advances. Prices are generally firm. 
| 
i 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Alaska Freezers.—1 qt., $2.95 each: 
2 qt., $3.45 each; 3 at $4.10 each; 
4 qt., $5 each; 6 qt., $ 30 each; 8 qt., 
$8.20 each; 10 qt., $10.75 each; 12 qt., 
$14 each; 15 qt., $17 each, and 20  - 
$21.50 each. These are list prices 
which are subject to a dealer’s dis- 
| count of 20 and 10 per cent. 
Alaska Grey Goose Freezers.—1 at., 
$3.35 each; 2 qt., $3.90 each; 3 qt., 
$4.65 each; 4 gqt., $5.70 each; 6 qt., 
$7.25 each:.8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2 at., 
5.65 each; 3qt., $6.75 each; 4 qt., 
$8.25 each; 6 qt., $10.45 each; 8 qt., 
$13.50 each, and 10 qt., $18 each. 
These are list prices and are sub- 
ject to a dealer’s discount of 50 per 
| cent. 

Auto-Vacuum Freezers. — No. 1, 
$3.33 net; No. 2, $4 net: No. 3, $5. 33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
| 





33% per cent off list. 


Spring Goods Prices in 
New York City 


The warm weather of the past few 
days is resulting in notably stimulating 
the demand for spring goods. Stocks 
are generally adequate, and prevailing 
prices as follows: 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK 

Garden Hoes 


Black finish, 7 in. steel blade, solid 
shank, 4 ft. ash handle, 48c. each. 
Same with 6 in. blade, bronze finish, 
79c. each: and with 7 in. blade, 
bronze finish, 80c. each. 


Reading niatter continued on page 68 








April 1, 1926 


Ladies’ garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
62c. each. 


Meadow hoes, forged steel blade, 
19 gage, polished and bronzed socket 
Shank, 4% ft. handle, 91%c. to $1.12 
each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. ash handle, 7 in. blade, S80c. 
each. 

Onion hoe, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 44% ft. handle, s0c. to 88e. 
each. 


Garden hoes are packed 12 in a 
bundle. 
Warren type hoes, 95c.- each. 


Schuffle type hoes, 92c. each. 
Mortar Hoes 
Polished forged steel blade, bronze 


finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1 to $1.12 each. Same, 


with 2 holes and 1 in. polished steel 
blade, $1.14 each. 

Mortar hoes are packed 12 in a 
bundle. 


Garden Sets 


Three pieces—hoe with 4 in. blade, 
round point shovel with iron D han- 
dle and curved 6 tooth rake, stand- 
ard forged, $1.48 per set. Same, 
medium quality, $1.07 per set. Each 
set packed in a bundle. 


Steel Rakes 


Light weight, black finish, ash 

handle, 12 teeth, 45%c. each; with 14 
teeth, 49%ec. each; with 16 teeth, 54c. 
each. 
Medium Papen finish, straight 
teeth, ash handle, 12 teeth, 
63c. to "tbe. om 14 teeth, 69%c. to 
82c. each; 16teeth, 47c. to 88c. each. 

With curved tee th, polished 
bronze head, 87c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze haed, 5% ft. ash handle, 
16 teeth, $1.07 each; with 14 teeth, $1 
each. 

Rakes packed 12 in a bundle. 


Cultivators 


Floral cultivator, adjustable 3 
forged steel prongs, malleable iron 
socket, enamel finish, 4 ft. ash han- 
dles, 59c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 8lc. each. 

Packed 6 in a bundle. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 
in. tines, bronze finish, $1.68 each. 
Same, 5-13 in. tines, $1.86 each. 

Strapped ferrules, steel capped, 
drop forged oval tines, polished and 
bronzed with 4 ft. ash handles, 4-12 
in. tines, $1.34 each. Same with 5-13 
in. tines, $1.52 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dle, with 4 oval 15 in. heavy tines, 
$2.14 each. All of these manure 
forks are packed 6 in a bundle. 


Spading Forks 


Boys’ spading forks, for floral use, 
etc., 4 — angular tines, malleable 
iron pla ferrule, D handle, 78c. 
each 

With malleable D handles, strapped 
ferrule, with 4 angular drop forged 
tines, black finish, 95c. each; with 
heavy tines, bronze finish, $1.39 each. 

With wood D handle, strapped fer- 
rule, bronzed and polished with four 
heavy angular tines, $1.74 each; with 
5 heavy tines, $2.14 each. 

Spading forks are packed 6 in a 
bundle. 


Miscellaneous Items 


CLAM HOOKS, solid steel, polished 
and bronzed, 26 in. ash handle, with 
4 broad angular tines, 99c. each. 
Packed 6 in a bundle. 

TURF EDGERS, forged meas 
blades, polished and bronzed, 4% f 
handle, solid shank, 861%. aah. 
Packed 12 in a bundle. 

FERRULES, wrought iron, plain 
for farming tool handles, rake style, 
7c. each. Strapped for manure forks, 
20c. each. 

WEEDERS, malleable iron, tinned, 
enameled wood handles, 8i%4c. each. 
Packed 12 in a box. 

CORN HOOKS, tempered _§ steel 
blade, natural finish, 25c. each. 
Packed 12 in a crate. 
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Tie Your Store tothe 
Hohner Sales Campaign! 
This attractive HOHNER display 


on your counter will do it 
i ase wide-awake dealer knows the value 





of a sales leader. And every Hohner dealer 
knows that harmonicas are leading the way 
to greater sales and profits. 





During the past year over 15,000,000 Hohner Har- 
monicas were sold to people of all ages, in all walks 
of life, in every city, town and country hamlet. 
| And every sale meant liberal profits and satisfied 
: customers for Hohner dealers. 





Thousands of dealers in every part of the country 
are now pushing Hohner Harmonicas. They were 
quick to recognize a real sales leader and just as 
quick to cash in on the big business which is being 
created by Hohner advertising. 


Through leading magazines and newspapers; bill- 
2 boards and posters; radio, movie and theatrical per- 
| formances; professional stars; phonograph records; 
public school and municipal contests; the Hohner 
message of real music and fun is being broadcast to 
millions of people in every city, town and village. 
And the response is being recorded on the cash reg- 
isters of Hohner dealers. 





If you want quick sales, liberal profits and satisfied 








customers, put this attractive revolving display on 

your counter and tie up with the big national sales IMPORTANT 

campaign. to Hohner Dealers 

This display on your counter, a complete set of ee ee eee ee en 
window strips and dealer helps and a generous sup- aes cake ae oe 
ply of Free Instruction Books will put you in line fo Hohner advertising. Auk us how 
for more and better business. and fast what tt will seen in sales 

and pronts. 
. For details about the No. 600 Display write: 














M. HOHNER, Inc., Dept. 66, 116 East 16th St., New York 


3 Canadian Address: Hough & Kohler, 468 King St., W., Toronto. 
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HARDWARE AGE 


April 1, 1926 


First Spring Days Bring Increased 


Sales—Prices Strong in Chicago 


(Chicago office of HARDWARE AGE) 


HE much milder and settled weather which has prevailed dur- 
ing the past week is already stimulating business to a marked 


degree. 


Prolonged unfavorable temperatures and bad roads 


have been retarding retailers’ sales, especially in the agricultural 
districts, and this in turn was being reflected in the wholesalers’ 


business. 


However, the break in the weather has come and business 
is showing an immediate pick-up. 


Prices are uniformly firm and with some likelihood of early 


advances. 


The only exception to this general rule is a very slight 


break in the price of turpentine this week. 

In the Chicago district the output of the steel mills continues at 
a rate that surpasses all previous months and sets a high record in 
the local industry’s history. Mills are reported to be operating at 


94 per cent capacity. 
are heavy. 


Orders for both rail steel and structural steel 


Buiding permits, after lagging for the first two months of this 
year, have taken a sharp spurt, bringing the totals for so far this 
year somewhat ahead of the same period last. 

State labor reports show a better percentage of employment at 
present than for any time since May, 1924. 

Collections, generally, are very good. 


AUTOMOBILE ACCESSORIES. 
—There is a steady increase in the 


demand as the weather grows milder. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c. each; 
regular, 58c. each; Champion X, 45c. 
each; Champion Blue Box line, 53c. 
each; A. C. Titan, 58¢c. each; lots of 
56c. A. C, Ford, 44c. 


. Spot Light.—Anderson, No, 3280, 

Horn.—A. A. Electric (Ford), $4 
each. 

Jacks.—National Standard No. 21, 
$1.20 each. 

Pumps.—Rose, 
$1.55. 

Chains.—Non-skid, dozen pair lots, 
33%, per cent discount. 

Tires and Tubes.—30 x 3%, oversize 
cord tires, $12.55 each; regular cord. 
$8.60 each; gray inner tubes, 30 x 
3%, $1.80 each; red inner tubes, 30 x 
3%, $2.25 each. 


BOLTS AND NUTS.—There 
steady normal demand. Prices are un- 


changed. 

We a from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; ‘small 
carriage bolts, rolled thread, 50-5 
per cent discount; machine bolts, 
cut thread, 50-5 per cent discount; 
small machine bolts, rolled thread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—Orders 
for builders’ hardware are reported as 


coming in “better than ever.” 

We quote from gong stocks, 
f.o.b. Chicago: 3% x 3% steel = 
old copper > an dull tease finish, 
per doz. pair: 4 x 4 steel butts, “sid 
copper and dull brass finish, $3.66 
per doz. pair; heavy steel bevel in- 
side sets, $6.25 per doz.; steel bit- 
keyed front door sets, $1.65 per set: 
wrought brass bit-keyed, front door 
sets, $3.25 per set: cylinder front 
door sets, $7.50 per set. 


CHAIN.—Sales are satisfactory and 
— are without change. 


— from jobbers’ 
icago: *%-in. proof 


ne Special 


1%4-in. cylinder, 


stocks, 


f.o. ~y coil 


is a 
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chains, $8.50 per 100 1lb.; Tenso, Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
Prices are firm and there is a good 
volume of sales. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 

ELECTRICAL AND RADIO MER- 
CHANDISE.—Sales are showing a 
slight increase. Manufacturers are 
hinting at a probable advance in 
rubber covered wire. 


We quote from jobbers’ 
f.o.b. Chicago: 
Electricaly 


stocks, 


Merchandise ~— No. 
rubber-covered wire, $7.50 per 1000 
ft.: in 1000-ft. lots, $7.25; No. 18 
lamp cords, $14.25 per 1000 ft.; in 
1000-ft. lots, $13.65; %-in. brush 
brass key sockets, 18c. each; two- 
way plugs, 45c. each; in lots of 10, 
40c. each; two-piece attachment 
plugs, 12c. each; dry cells, boxes of 
50, 32c. each: less than case lots. 
36c. each. 

Radio Supplies.—Radio B batteries, 
No. 766 a 40 rot No. 767, $2.62 
each; No. 770, $3.33 each: No. 772, 
$2.62 each; No. 486, oes each. 

Battery Chargers.—Apco line, 
of less than 10, $13.50 each, net. 

Loud Speakers. —Western ‘Electric, 
No. ees $9.50 list. Discount, 30 per 
cen 


FIELD FENCE.—tThere is a good de- 
mand and sales are heavy. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 726-6-12%, $28.68 per 
> 1848-6-14%, $43.62 per 100 


lots 


FILES.—Sales are showing a steady 
and satisfactory volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list: Nicholson files, 50 
per cent off list: Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE.—Prices_ are 
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| firm with the exception of an occa- 


sional “special.” Sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6.40; No. 2 
$7.20; No. 3, $8.40; 10- qt. galvanized 
after made pails, $2.25; 12-qt., $2.45; 
14-qt., $2.75; 5-gal. galvanized oil 
cans, galvanized breast, $7.50 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—A fine volume of business 
has developed. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, 12% c. 
per ft.; -in., 
good ee 4 9144¢. 

per ft.; p -. Lawn 
certains, Rain Ki ng » $28 doz.; orig- 
inal fountain sprin ‘lers, $8 doz.; 
Rainbow, 38-in. high. $24 doz. 


GLASS AND PUTTY.—tThere is a 
good heavy demand and prices are firm. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 85 per cent discount; 
single strength A, 34 to 40-in. bracket, 
82 per cent discount; single strength 
A, all other brackets, 81 per cent 
discount; double strength A, all sizes, 
82 per cent discount; double strength 
B, up to 4 in., 87 per cent discount; 
balance, 85 per cent. Putty, pure 
grades, $3.75 per 100 Ib. commercial, 
$3.40 per 100 Ib. 


HATCHETS.—Sales 
prices are strong. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium quality hatchets, No. 
2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—The demand 
is fairly active. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Vaughan-Bushnell, 
16-oz. nail hammers, $10.50 doz.; 
Maydole, $12.60 doz.; other makes, 
16-o0z. machinist hammers, $7.85 doz.; 
Competitive ~~ 16-0z. nail ham- 

to 


mers, $4.50 
HANDLES, AGRICULTURAL.—Busi- 
There is no 


ness is holding up fine. 
change in prices. 
We quote from jobbers’ stocks, 
f.o.b. Chicago 
Hay Pork. Handles. — Straight, 
oe and bored, best grade, 4%- 
0 doz.; 5- ft., 5. ; 
4ig- t., $4 doz.; 5- ft., 
416-ft., $2.40 doz., 5- ft., 2.80 doz 
Hay Fork Handles.—Bent checked 
and bored, best grade, with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX bent, — otrep 
ferrule and cap, 4-ft., $5. 50 
ft., $5. 75 doz.; ax, bent, 4 — s 50 
doz. 5-ft., $5.5 doz.; : x, ent, 4\4- 
$3 doz.: 5- . $3.40 
a Fork 3 ae pe best 
grade, 4-ft., $4.75 oon 4%-ft., $5.10 
aoe. xXx, be , $4.15 doz.; 4%- 
$4. 40 doz. ; - ‘bent, “-at.. $2. 60 doz. ; 
+i - ft., $2.95 doz. 
Garden hee Aer ge Pe dod ss 
$3.45 doz.; X, 4%-ft., $2.40 
Garden Rake Hundice Cx, 514 - 
ft., $5.25 doz.; X, 5%-ft., $3.25 doz. 
Shovel Handies.—Regular pattern, 
4 $5.90 doz.; X, 4 
-D handle, eat grade, $7. 95 
doz.; X grade, $6 doz 
pade Handles. “SD handles best 
grade, $7.75 doz.; X grade, $6 doz. 


HANDLES, TOOL.—There is a good 
steady demand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago 

Axe panties. —No. 1 Hickory, $4 
doz.; No. 2, $3 doz.; second growth 


are good and 
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for HANDY HOME USES 
— = 

AF AT 

DRIES FAST AND LASTS 


LAUGHS 





Cash in on DUCO—demanded by the 
millions who know its merits — 


Wonderfully easy to apply. 

Does not show brush marks. 

Dries quickly. 

Unaffected by extremes of heat or cold. 
Will not chip, crack or peel off. 
Enduringly beautiful. 


Backed by the most complete and compre- 
hensive advertising campaign ever placed 
behind a finishing material. 


Never before, such a selling opportunity. 





Write or wire today for details of the “get- 
started” assortments. 


Plan to Attend 
Western Zone 


National Paint, E. I. DU PONT DE NEMOURS & CO., Inc. 
3500 Gray’s Ferry Road 
PHILADELPHIA, PA. 


Oil & Varnish 
Association 
Fifth 
Annual Convention 
Del Monte 


California 
July 8, 9, 10, 1926 

































There is only ONE Duco a 
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hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handiles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—There is no change in 


prices. Sales are good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 5-in., $1.42; 
6-in. $1.60; 8-in., $2.70; 10- in., $4.30 
per doz. pairs; e xtra pga 4 T hinges, 
in bundles, 4-in.. $1.56; 5-in., $1.66; 
6-in., $2.08; 8-in., $3. 56: 10- -in. , $5.10 
per doz. pairs. 


ICE CREAM FREEZERS.—It is still 
a little early for spring buying to start 
in any volume. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 
1 qt., $4.85 list; 2-qt., $5. 65 list; 3-qt., 
$6.75 list; 4-qt., $8. 25 list; 6-at., 
$10.45 list; 8-qt., $13.50 list; 10-qt., 
$18 list; 12-qt., $21.55 list: 15-at., 
$25.60 list; 20- -at., $33.20 list; 25-qt., 
$42.60 list; Arctic, 1-qt., $4 list, 2-qt., 
$4.60 list; 3-qt., $5.55 list: 4-qt., $6.80 
list; 6-qt., $8.60 list; 8-qt., $11.10 list. 
All the above less 50 per cent dis- 
count, Alaska, 1-qt., $2.95 list; 2-qt., 
$3.45 list; $4.10 list; 4-qt., $5 
$8.20 list; 
10-at., list; 12-qt.. $14 list; 
15-qt., $17 list; 20-qt., $21.50 list. A 
discount of 20 and 10 per cent on all 
above prices. 


LANTERNS.—tThere is a_ seasonal 

dropping off in sales. Prices are firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large font, $14.25 doz.; Little 


Wizard, $8.50 doz.; Blizzard, $13 doz. 


LAWN MOWERS.—Sales are a bit 
backward as yet. Prices are without 
change. 
We quote 
f.o.b. Chicago: 
Lawn Mowers.—16-in. ball bearing, 
5-knife, ll-in. wheels, $12.35 each; 
16-in. ball bearing, 4-kKnife, 10%-in. 
wheels, $10 each; 16-in., plain bear- 
ine 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearing, 4-knife, 
§-in. wheels, $7.85 each: 16-in., nlair 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in. ball tearing, 4-knife, 
8-in. wheels. $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
each. 


NAILS.—The demand is 
Prices are unchanged. 
jobbers’ stocks, 


from jobbers’ stocks, 


normal. 


We quote from 
f.o.b. Chicago: Common wire nails, 
$3.15 per keg base; cement coated, 
$2.20 per keg base. The extra for 
galvanized nails is now $2 for l1-in. 
and longer, $2.25 for shorter than 
l-in. 

OIL STOVES.—It is still a trifle early 
to expect a current demand, but the 


prospects are for a good season. 


Oil Cook Stoves 
a 


a ee geese cece Ob $17.50 
sO 73 3 burners. eee 
No. 74 4 burners.............-- 28.50 
se  . a6 oc ceveneeuee 39.50 

Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

PURITAN (Improved Model)— 
eR ee $17.50 
a ee oe A. cca beee we oe 22.50 
Ee Se ree 28.50 

Puritan discounts same as Perfec- 
tion. 

NESCO— 

Po, ee BNE... wevccssctcses $9.50 
a, 2. +c osebéeede sé 17.35 
Be, ee III. co cccceecceue 22.00 
No. 314 4 DURMOTS...ccccccccses Bee 
PE 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
With vitreous enameled stove tops 
and splash backs: 
eee ee Oe Wn obec cosets owe $35.50 
No. 244 4 burners.............. 44.50 











ROLLER 
and indications are for a heavy season. 





Nesco dealers’ discount, 30 and 5 


per cent. 
Oil Ranges 


Nesco Rolo, 5 burners and oven.$90.00 


Dealers’ discount, 30 and 5 per 
cent. 
Ovens 
PERFECTION— 
No. 211 1 burner plain door... .$2.50 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No 112G 2 burners glass door... 6.00 
MD <0 tee oe awedn’ «bi. < 6.17 
Dealers’ discount, on 10 or more 
30 and 5 per cent: less than 1, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door.. .35.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
NESCO— 
No. 05 1 burner solid door..... $2.00 
No. 5 1 burner glass door. 2.15 
No. 010 1 burner solid door..... 3.50) 
No 10 1 burner glass door..... 3.75 
No. 020 2 burners solid door.... 4.25 
No. 20 2 burners glass door.... 4.50 
No. 930 2 burners solid dcor.... 4.90 
No. 30 2 burners glass door.... 9.20 
Wealers’ discount, 30 and 95 per 
cent. 
Water Heaters 
Perfection No. 412............-. $40.00 
Perfection NO. 48h....cccccsecse 80.00 


discount, 30 and 5 per 
less than 


Perfection 
cent in lots of 10 or more; 
10, 30 per cent. 


Wicks, Etc. 


Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 


Discounts same as on oil cook 
stoves, ovens and heaters. 
PAINTS AND  OILS.—Turpentine 
takes a very slight drop. Sales are 
good. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 


Linseed Oil.—Raw, barrel lots, 92c. 


per gal.; 5-barrel lots, 89c. per gal. 

Linseed Oil.—Boiled, barrel lots, 
oe per gal.; 5-barrel lots, 92c. per 
al. 

a eS lots, $1.17 per 
al. 

Denatured Alicohol.—Barrel lots, 
45c. per gal.; steel drums extra $6, 
returnable. 

White Lead.—100-lb. kegs, $15.25; 
500-Ib. lots less 10 per cent; 50-Ib. 
kegs, $7.75: 25-Ib. egs, $3.90; 
12%-lIb. kegs, $2. 


Shelliac.—(4%-lb. cuts) white, $2.90 
per gal.: orange, $2.60 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100-Ib. 


Dry Paste.—Barrels lots, 7'ec. per 
b. / 


PYREX WARE.—Sales are seasonally 
good. 


Prices are unchanged. 
from jobbers’ 


$7.20 doz.; 


We quote stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, 
No. 214, $12 doz. 

New Handled Casseroles.—lRound, 
No. 622, $12 doz.: No. 623, $14 doz.: 
Oval No. 632, $12 doz.; No. 633, $14 
doz. Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.-—No. 208, $6 doz.; No. 
209, $7.20 doz. 

Tea Pots.—2-cup., pe doz.: 
$24 doz.; 6-cup, oo doz. 

Utility Pans.—No. 231, $8 doz.: No 

232. $14 doz. 


SKATES.—Sales are good 


4-cup, 


from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair, for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


We quote 


ROOFING AND PAPER.—Sales show 
a satisfactory volume. 


Prices are firm. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade talc surfaced, 
$2. 65 per square; medium tale sur-_ 
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faced, $2 per square; light talc sur- 
faced, $1.20 per square; red rosin 
sheathing, $57 per ton. 


ROPE.—tThere is a steady and satis- 


factory demand. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: No. 1 Manila Standard 
brands, 25%c. per [b.; No. 2 Manila, 
24l44c. per lb.; No. 1 Sisal, 17%c. per 
lb.; No. 2 Sisal, 16%c. per Ib. 


SASH CORD.—Prices are unchanged 


and sales are normal. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: No. 7, standard 
brands, $8.45 per doz. hanks; No. 8, 


$9.65 per doz. hanks. 


SASH PULLEYS.—Sales are satis- 


factory and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash _ pul- 
leys, 50c. doz.; barrels, 54c. doz. 


Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
Hharrels, 48c. doz. 


SCREWS.—Business is in fair volume. 


Prices are unchanged. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 7742-20-10 per cent new list; 
round head blued, 75-20-10 per cent 
new list; flat head brass, 75-20-10 per 
cent new list; round Rot brass, 
72%-20-10 per cent new list; jap- 
anned, 70-20-10 per cent new list. 


SOLDER AND BABBITT METAL.— 
A good volume of business is being 


placed at the new higher price level. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 
solder, $43 per 100 Ib.; medium 45- 
55 solder, $42 per 100 lb. ; tinners’ 
40-60 solder, 
speed babbitt metal, 
ee No. 4 babbitt metal, $13 per 

) 


STEEL SHEETS.—A steady improve- 
ment in sales is reported. Prices are 


firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28- -Bage galvanized 
sheets, $5. 25 per 100 lb.; 28-gage black 
sheets, $4.25 per 100 Ib. 


WIRE GOODS.—Business is showing 


some increase with the approach of 


spring. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. black annealed 
wire, $3.05 per 100 Ib.;: No. 9 gal- 
vanized plain wire, $3.50 per 100 Ib.; 
Catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 lb.; 80-rod 
spool galvanized hog wire, $3. 34 per 
spool. Polished fence staples, $3.50 
per 100 lb.; 12-mesh black wire cloth, 
$1.75 per 100 sq. ft.; 12-mesh galva- 
nized wire cloth, $2.00 per 100 sq. 
ft.; 14-mesh bronze wire cloth, $5.75 
per 100 sq. 


Apex Wire Cloth.—Black, 12-mesh, 
$1.75 per 100 sq. ft.; galvanized, 12- 
mesh, $2.15 per 100 sq. ft.; 14-mesh, 
$2.55 per 100 sq. ft.; bronze, 14-mesh, 
$6 per 100 sq. ft.; i6- mesh, $6.60 per 
100 sq. ft. 

Galvanized Poultry Netting.—57%-5 
per cent discount; galvanized after 
made poultry netting, §2%-5 per cent 
discount. 


WRENCHES.—Sales are satisfactory. 


Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent’ discount: Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list: Trimo, 65-10 
per cent discount. 


cae. -On Wrenches. — Radio and 
electrical set. $4; No. 101 Master Ser- 
vice Set, $15.25; No. 202 Heavy Set, 

: No. 303 Ford Master Service 
Set, $14.85; No. 404 Universal Socket 
Set, 15: No. 505B Screw Driver 
Set, $3.40; No. 900 Square Socket 
Set, $3.70. All Snap-On Wrenches 
less 40 per cent. 
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HARTFORD 
BALLOON CORDS 
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HARTFORD HEAVY 
SERVICE CORDS 





5 Points To Remember 


1—Hartford Resources Insure Economic 
Buying and Manufacturing. 


2—Hartford Reputation Insures Main- 
tenance of Quality. 


3—Hartford Distribution Through 
Leading Hardware Jobbers Eliminates 


Excessive Freight and Handling 
Expense. 


4—Hartford Prices are Competitive, Elim- 
inating Sales Resistance. 


5—Hartford Offers You a Complete 
Line. 


HARTFORD TIRES 


HARTFORD RUBBER WORKS COMPANY 


1790 Broadway 


New York City 








HARTFORD CORDS 
(FULL PRESSURE) 





HARTFORD “H” TREAD 
CLINCHER CORDS 
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Sales of Spring Goods Improving— 
Few Price Changes Noted in Cleveland 


(Cleveland office of HARDWARE AGE) 


ALES of seasonal spring merchandise have improved in this 
territory. Steel goods in particular are quite active and lawn 


mowers and refrigerators are showing more life. 


Asphalt 


and corrugated roofing have commenced to move for the spring 


trade. 
ball and other sporting goods. 


spring merchandise is hardly holding up to recent volume. 


However, there is little activity as yet in fishing tackle, base- 


Business with jobbers outside of 


Retail- 


ers are keeping their stocks of staple merchandise up but are buying 
rather closely. Competition is unusually keen and this has resulted 


in price shading on some lines. 


Business with Cleveland retailers is only fair. 


Spring has been 


very backward so that the weather conditions have not been favor- 


able to the development of a spring demand on retail stores. 


It is 


believed that with a few warm days retail business will become 


quite active. 


Very few price changes are reported and not many are expected 


in the near future. 


Hammers have advanced 10 per cent, following 


a similar advance by one manufacturer a few weeks ago and garden 
hose has declined 14 cent per foot, although the higher price had 
not become really effective, as jobbers covered for the season before 


the last advance. 
for this year. 


The 1925 prices on axes have been reestablished 


Building operations in Cleveland are almost at a standstill be- 
cause of a strike of common labor in the building industry. Paint 
business is also inactive in Cleveland because of a strike of the 


painters. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—Sales of tires and _ tubes 
have become more active, as retailers 
are now placing future orders. Acces- 
sories have not yet commenced to de- 
velop their usual springtime activity. 


Cleveland jobbers quote Mansfield 
tires f.o.b. Cleveland, 30 x 3% in. 
regular cord, $9.95: heavy duty over- 


size, $12.65; 32 x 4 regular cord, 
$17. 50; heavy duty, $21.40: 34 x 4% 
heavy duty oversize, $29.50; balloon 
tires, 29 x 4.40, $13.85; 30 x 5%, 
$23.45; 32 x 6.20, $35.50. Tan tubes, 
30 x 3%, $2.50; 32 x 4, $3.75; 34 x 
4%, $4.60; balloon tire tubes, gray, 
29 x 4.40, $2.95; 30 x 5%, $4: 32 x 
6.20, 6.25. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $3.75. Derf spark plugs, 
96c. each for all sizes in lots of less 
than 50; Champion X spark plugs, 
45c. each for less than 100 and 4lc. 
each for over 100; Champion regular, 
53c. each for less. than 100, all sizes; 
50c each for over 100. 

AXES.—Prices that have been in effect 
the past year have been reestablished 
for the fall trade of 1926. The demand 
is not active. 

Jobbers quote f.o.b. Cleveland: 

First grade, single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
er doz.; double bitted, unhandled, 
20 per doz.; 60c. increased for dozen 
lots weighing 42 to 48 Ib. and similar 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES.—Sales of batteries have 
slowed down somewhat. Prices are un- 


changed. 


Jobbers quote f.o.b. Cleveland: 

No. 766 B batteries, $1.30 each for 
nant packages and $1.40 for small 
ots. 


Bn 
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Eveready B batteries, No. 486, 
$3.58 each for unit packages and $3.85 
each for smaller lots. 


No. 6 ignition type dry cell bat- 
teries, 32c. each. 
BINDER TWINE.—The market is 


dragging at present. However, sales 
have been fairly good for early sum- 
mer delivery. 

Cleveland jobbers quote first grade 
binder twine at $6.98% per bale, 50-Ib. 
gross f.o.b. Cleveland a $6.87% 
f.o.b. Chicago or Auburn, <i 


BOLTS AND NUTS.—The demand 
fair and prices are well maintained. 


Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads, 
50 and 10 per cent off list; small 
rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 10 per cent 
off list; hot pressed nuts, $3.90 off 
list; small rivets, 65 and 5 per cent 
off list. 


CORRUGATED ROOFIN G.— The 
spring demand has started, making the 
market more active than for some time. 
Prices are unchanged. 

Cleveland jobbers quote for the 


first quarter delivery No. 28-gage 
corrugated roofing at $4.34 per 
square, f.o.b. Pittsburgh. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—These items are beginning to 
show more life, as a moderate spring 
demand has sprung up. 

Cleveland jobbers quote eaves 
trough and conductor pipe at 77 per 
cent off list in crate lots delivered. 

GAME TRAPS.—Some orders for fall 
shipment are being booked, but the 
volume of sales is not large. 





Jobbers quote f.o.b. ee oxy 

Victor game traps, No. 0, $1.10 per 
doz.: No. 1, + No. 1%, 
$2. 44 per doz.; er doz.; 
Oneida jump ‘traps, No. 0, $1.59 per 
doz.; No. 1, $1.83 per doz.; No. 1%, 
$2.83 per doz.; No. 2, $4. 38 per doz. 


GARDEN HOSE.—The price advance 
of % cent a foot made by the manu- 
facturers Jan. 1, was withdrawn March 
15. However, the higher price had not 
affected the market, as jobbers were 
under contract before the advance. 
GLASS BAKING WARE.—Sales have 
shown a little increase recently and are 
fairly good. 


Jobbers quote f.o.b. Cleveland: 

Casseroles, round or oval, 1-qt., 
$1.17; 2-qt., $1.33; 2%-qt., $1.66: 
square, $1. 50; casseroles with fancy 
covers, 35c. higher. 

Pie Plates, 8-in., 50c.; 9-in., 60c.; 
10-in., 67c. 

Bread Pans, No. 212, 60c.; No. 214, 

Cc. 

Utility Dishes, No. 231, 67c.; No. 
232, $1.17. 

Tea Pots, 2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


HANDLES.—Sales of both agricultural 
tool and mechanics’ tool handles have 
shown a moderate gain the past week 
or two. Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 

Axe Handies.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 
special white second growth hickory, 
$5 per doz. 

Hatchet and Hammer WHandies.— 
No. 7, 90c. per doz.; finest growth 
hickory, $1.50. 

Hay Fork Handles. de 
chucked and bored, XX, 4% ft., 
per doz.; 5 ft., 50 per doz.: 
4% ft., $4.15 per doz.; 5 ft., $5.10 per 
doz.; X bent, 4% ft., $2.90 per doz.; 
5 ft., $3.20 per doz. 

Manure Fork Handles.—Bent, XX, 
4 ft., $3.90 per doz.; 4% ft., $4.25 per 
doz.: X, bent, 4 ft., $2.80 per doz.; 
4 $2.90 per doz. 

AA. Hoe we —XX, 4% ft.. 
$3.30 per doz.; No. 1, 4% ft., $1.50 per 
doz. 

Garden Rake Handiles.—xXxX, 6 ft., 
$6.25 doz.; No. 1, $2.65 per doz. 
Handles.—Regular pattern 
XX, 4% ft., $5.90 per doz.; X, 4% ft., 
$3.75 per doz.; handle, $5.60 per 


OZ. -. 
P Spadé@ Handles.—X grade, $5.40 per 
OZ. 


ICE CREAM FREEZERS. — Jobbers 
have booked a very good volume of 
business for early spring shipment. 
Sales have fallen off lately, but are 


--- 


: still fair. 


Jobbers quote f.o-b. a wt ae * 


Lightning Freezers, 1-qt., $2.10; 
2-qt., $2.50: 3-qt., $2 2 85: 4-qt., $3.60: 
6-qt., $4.50; 8-qt., $5 85; 12-qt., $9.45. 
White Mountain Freezers, 1-qt., af .40; 
2-qt., $2.80; 3- ~ $3.35; 4-qt., 10; 
6-qt., $5.20; 8-qt., $6. iB. 12- -qt., geo 


Auto Vacuum “Freezers, 2-qt., 
qt.. $5.33; 4-qt., $6.66. 


INCUBATORS AND BROODERS.— 
There is still considerable call for 
brooders, but the incubator season is 
rabout over. 


2“ Cleveland jobbers quote incubators 
and brooders at 30 per cent off list 
for warehouse shipment and 35 per 
cent off list for factory shipment. 


LAWN ROLLERS.—The demand for 
these is better than it was a week or 
two ago, but present indications are 
that the total volume of sales this sea- 
son will be rather light. 
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Of course you remember last June 





Y the calendar it should have 

been heavenly weather — but 
balmy June suddenly became a suc- 
cession of torrid dog days—and 
everybody begged for a breeze. 
Many took hot, sticky trips to 
places that were supposed to be 
cooler—wiser ones put the cost of 


one trip into a good Wagner fan and 
enjoyed comfort. 

Dealers who expected to order 
fans when the heat came were 
caught unprepared, and lost dozens 
of sales. Dealers who had the fore- 
sight to order Wagner fans for early 
spring delivery reaped a harvest. 
Don’t gamble on hot weather giv- 
ing a warning—order your Wagner 
fans now. 

Lots of sales-points to interest a 
customer when you offer Wagner 
fans. Silent running, but move big 
volumes of air. In a comparative 
test with other representative makes 
the Wagner Fan projected a breeze 
12 per cent further. A long, strong 
beam that stirs up the dead air and 
makes it healthier to breathe. In 
the Wagner fan, a scientific pitch to 
the blades sends out a solid breeze, 
instead of simply puffing the air 
broadcast. 

Last year was the first year on 
the market for Wagner fans—and 
they sold on sight. Now they have 
an established reputation—for Wag- 
ner fans made good in the office, 
home, store and auditorium. The 


friends of last year’s buyers have 
heard the praises of these wonder- 
ful fans. 

Display material is now ready, as 
well as a fine assortment of counter 
and mailing folders. 


LIST PRICES 
9-inch, high-speed 
non-oscillating 
9-inch, high-speed 
oscillating 
10-inch, high-speed 
oscillating (3 speed) 


$10.00 A.C. only 
$12.50 A.C. only 


$16.50 A.C. only 
12 inch, high-speed 
non-oscillating 
12-inch, high-speed 
oscillating 


$23.00 A.C. or D.C. 


$30.00 A.C. or D.C. 


12-inch, low-speed 
oscillating $30.00 A.C. or D.C. 


16-inch, low-speed 


oscillating $35.00 A.C. or D.C. 
16-inch, high-speed 
oscillating $35.00 A.C. or D.C. 


56-inch ceiling fan $52.00 A.C. or D.C. 


Ventilating Fans 


$29.00 A.C. or D.C. 
$33.00 A.C. or D.C 


12-inch 
16-inch 


Above prices cover fans for 110-volts 60 cycles 
cr 110-volt direct current only as noted. 


WAGNER ELECTRIC CORPORATION, 6400 Plymouth Avenue, Saint Louis 
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In a comparative test with other representative makes 
a Wagner fan projected a breeze 12 per cent further. A 
comparison of the four leaders of the test is here shown, 
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Cleveland jobbers quote water 
weight rollers No. 2, $9. 50 each; No. 
4, $11.15 each; No. 5, $13.85 each: 
No. 7, $16 each; No. 9, $18.10 each. 


NAILS AND WIRE.—Dealers have 
stocked up fairly well. Sales are now 
light. A better volume of’ orders is 
not looked for until spring building 
work gets under way. 


Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
and $2.90 per keg for less than car 
lots. 

Jobbers quote as follows from 
stocks: 

Nails.—Less than car lots, $3 per 
keg; No. 9 galvanized wire, $3.45 per 
100 Ib.; No. 9 annealed wire, $3 per 
100 lb.; cement coated nails, $2. 40 per 
100 Ib.; polished fence staples, $3.70 
per 100 Ilb.; galvanized fence staples, 
$3.95 per 100 Ilb.; miscellaneous nails 
and wire brads, 70 and 10 per cent off 
list. 

Barbed Wire.—80-rod spools, Ly- 
man, 4 point cattle wire, $3.25; same 
hog wire, $3.50; American special hog 
wire, $2.50. 


OIL STOVES.—These are moving in 
fair volume. 


Jobbers quote f.o.b. Cleveland: 
Nesco oil stoves, 2-burner, $11.60 
each, 3-burner, $14.75 each; 4-burner, 
$18.85 each; 3-burner, all enamel, 
complete with back and cabinet shelf, 
$23.60; 4-burner, $30.25; Rolo range, 
$59.85 
PAINTS AND OILS.—Locally the 
paint market is at a standstill because 
of a painters’ strike. Prices on tur- 
pentine and oil show little change. 
Mixed paints, regular shades, best 
grade, $3.10 per gal. for 1 gal. cans. 
Outside white, $3.30 per gal., in 1 gal. 
cans. 
Turpentine in bbls., $1.12; less than 


bbl., $1.27 per gal. 
Linseed oil in bblis., 98c.; less than 
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bbl., $1.13. Boiled, 3c. extra per gal. 
White lead, in 100-lb. kegs, 15\c. 
per lb.; in 50 and 25-lb. kegs, 15%c. 
per lb. : in 12%-lb. kegs, 15%c. per 
Ib.; in 500-lb. lots, 10 per cent dis- 
count; other prices are net. 


POULTRY NETTING AND WIRE 
CLOTH.—Most of the buying for the 
spring is over and sales now are rather 
light. 


Cleveland jobbers quote poultry 
netting at 50 and 7% per cent off list; 
galvanized before weaving, 50 and 10 
and 7% per cent off list; wire cloth, 
black, $1.85 per 100 sq. ft.; galva- 
nized, $2.05 to $2.10 per 100 sq. ft. 


POULTRY SUPPLIES. — These con- 
tinue to move in satisfactory volume. 


Cleveland jobbers peste as follows: 
Thermic ~ 2 gal., $1 8.75 per 
doz.; 3 gal., $24 per doz.; 5 gal., 
$25. 50; Feed troughs, Delphos, No. 12, 
$1.60 per doz.; No. 18. $2 per doz.; 
No. 24; $2.50 per doz. Delphos Cylin- 
drical feed troughs, $8 per doz. All 
Round drinking fountains, $4.40 per 
doz.; Mason jar fountain, Star type 
without jar, 80c. per doz.; 1 qt., bot- 
tom fill, $2.50 per doz.; 2 qt., $3.15 
per doz.; 4 qt., $3.75 per doz. Leg 
bands, American size, $3.10 per thou- 
sand; Mediterranean, $2.85 per thou- 
sand: aluminum leg bands, $3 per 
thousand. 


ROLLER SKATES.—These are in very 
good demand, sales having increased 
the past week or two. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: 

Union skates, Nos. 4 and 5, $1.42 
per pair; No. 6, $1.55 per pair; No. 3, 
ball bearing, 85c. per pair. 


ROPE.—The demand is moderate and 


limited for the most part to orders for 


filling in stock. Prices are unchanged. 


Cleveland jobbers quote best grade 
of manila rope at 26% c. per Ib. for 
factory shipment and 27c. per Ib. for 
stock shipment. Sisal rope 18c. per 
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lb. factory and 18%c. for shipment 
from stoc 


SLEDS.—Jobbers have taken a very 
satisfactory volume of orders for sleds 
for fall shipment, but sales have quiet- 


ed down somewhat. 


Cleveland jobbers quote sleds as 
follows: Flexible Flyers, 3344 per cent 
off list f.o.b. Cleveland, and 35 per 
cent off list f.o.b. factory. Lightning 
Guider, 32-in., $12.50 per doz.; 34-in., 
$14.25 per doz.; 36-in., $16°25 per 
doz.; 40-in., $18. 40 per doz.; 45-in., 
22.25 per doz.; 58-in., $26.15 per doz. 


STEEL SHEETS.—The market has 


a 


firmer tone than for some time, but the 


demand is still light. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: 

Galvanized sheets, 28 gage, $5.10 
per 100 Ib. 


STOVE ACCESSORIES. — Sales of 
stove pipe and elbows for fall ship- 
ment have been very good and there 
is still considerable business in these 


lines. 

Jobbers quote f.o.b. factory: Stove 
pipe in crates of 25 a ee 
blued 28 gage 3-in., $2.8 4-in., $3; 
-in., $3.46; 7-in., $4. 065. 

Elbows, Security blued, corrugated, 
9 gage, 3 in., $1.02; 4 in., $1.14; 5 

, $1.25; 6 in., $1.38; 7 in., $1.88; all 
oa dozen. 

Stove boards in full per lots, paper 


lined, square, 26 in., .35 per doz.; 
28 in., $8.30: 30. in., zoeeve 32 in., 
$11.45; same, wood lined, 24 i 


n., 
$11.20 per doz.; 26 in., $13. 25; 28 in., 
$15.50; 30 in., $18, an 3 in., $21.30; 
oblong, wood dined 18 $i on in., $9. 95 
per doz.; 0 in., 2.50; 20 x 30 
in., $15. 10; "ad x 6 in., "510. 65; oblong 
paper lined, 18 x 24 in., $6.45; 18 x 30 
in., $8; x 30 in., $9. 45; 24 x 36 in., 
$10.10. 

Coal hods, galvanized, 17-in., 
$4.75 per doz., for open models; 18-in., 
$5.30 per doz.; 17-in., closed with fun- 
nel, $6 per doz. 


—_———- 


Unique Window Display in Idaho Store 





Reading matter continued on page 76 


Providence, | ae 


with Nicholson files. 


This is the unusual win- 
dow display of the Idaho 
Hardware & Plumbing Co., 
Ltd., Boise, Idaho, made up 
of material furnished by 
the Nicholson File Co., 


The display is somewhat 
unique in that this store 
combines, with ordinary 
display material, other tools 
which are kept in condition 
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means 


100% 
Electrically Controlled 


Locomotives 
Switches 

Train Controls 
Semaphores 
Crossing Gates 
Block Signals 
Warning Bells 


100% Perfect 


in Design, Workmanship, Operation, Efficiency 
Send for the Lionel Catalog and Dealer Proposition 


THE LIONEL CORPORATION 
48-52 East 21st Street ’ ’ New York, N. Y. 


Western Coast Office, Showroom and Service Station, 788 Mission Street, San Francisco—M. Sweyd, Representative 


-{TIONEL 




















“STANDARD OF THE WORLD SINCE 1900” 


ELECTRIC 


en I 


ONEL*: TRANSFORMERS 























76 


HARDWARE AGE 


April 1, 1926 


New England Shelf Hardware Sales for 
March Equal Last Year’s—Prices Firm 


(Boston office of HARDWARE AGE) 


HELF hardware jobbers say that March sales will equal those 


for the corresponding month last year. 


Earlier in the month 


there was every indication they would fall behind last year, but 
during the past week or ten days the jobbers worked exceptionally 
hard to make up the deficit for the first fifteen days of the month 
and succeeded. Their showing is all the more creditable in view of 
the fact that a goodly percentage of their salesmen are in bed sick 


with the flu, heavy colds or some other uncomfortable illness. 


The 


showing by the jobbers, however, does not reflect conditions in the 
retail field. Retail business is still slow. Spring has officially opened, 
but the ground is so saturated with water or is still buried under 
snow, consequently the movement of spring goods out of retail hands 


is already a week behind hand. 


Contrasted with a week ago, however, the average retail dealer is 


doing a little better business. 


Just as soon as we have a week or 


ten days of warm sunny days, making land workable, the retail 


dealer is almost sure to be buried with business. 


In the meantime 


he is putting his house in order for this anticipated rush of public 
buying. Economic students are of the opinion that many more 
people will go in for gardens this year than in 1925 or 1924; that 


the trend of the human mind is away from extravagance: 


If their 


prognostications prove correct, the retail hardware dealer will bene- 
fit. As for collections, jobbers report them as exceptionally slow 


for this time of the year. 


They state further that retail dealers 


have had little opportunity to turn merchandise into cash, which 
explains the slowness of collections. 


AIR RIFLES.—In the spring a young 
man’s fancy turns to marbles and air 
rifles. Retail dealers should be in a 
position to satisfy his demand for air 
rifles. 


We quote 
stocks: 

Air Rifles.—Daisy, single shot $12 
per doz. net; 350 shot, $16; 1000 shot, 
$24; pump gun, $40; repeater, $20. 


BASEBALL GOODS.—tThe baseball 
season officially opens around April 12. 
It was unofficially opened here on 
Boston Common on a recent warm day. 
Some retailers are buying baseball 
goods. Others evidently are to start 
the season with what they had left over 
last year. 


ht quote from Boston jobbers’ 
stoc 

Fielders’ Gloves.—No. 501, $4.50 per 
doz. net; No. 507C, $8.40; o. 509, 
$10.75; No. 511, $16; No. 514; $18; No. 
522, $22; other styles priced up to 


$54. 

Catchers’ Mitts.—No. 569, $10 per 
doz. net; No. 574R, $18: No. 578T, 
$24; ~y 577, $28: No. 588, $54; No. 
592, $72 

Baseman Mitts.—No. 603, 
doz. net; No. 608, $27; No. 625 a 40. 

Masks.—Boys’ No. = $4.50 per 
doz. net; Youth’s No sini. $19; 
Men's, No. 41M, $42. 

Bats.—Crack-A- Jack, $2 per doz., 
net. Junior League, $3.60: Kin got 
Fields, $7.20: burnt oil finish, $10.80; 
Bing-Go, $12: Youth’s assorted ~ et 

$7.20: Louisville Slugger, Jr., 
; Louisville Sluggers (regular), 


Baseballs.—Per dozen net, Dandy, 
75c.: Boys’ Favorite, $4.50; Young 
American, $2: Junior League Special, 
<2- Junior League $°.75: Bovs’ 
League, $4: Dollar Lively, $6: Pro- 
fessional League, $8: Hardwood 
League, $12.50: League, 
$14.50 


from Boston jobbers’ 


‘National 





BARROWS.—Canal barrows are sell- 
ing quite well at the moment, thanks 
to the activity of some of the building 


and the road contractors. The market 
for garden barrows is a little more 
active, but business is far from brisk. 


We quote from Boston jobbers’ 
stocks: 

Barrows.—Garden, from stock, steel 
wheel, No. 4, $5.50 each net; No. 5, 
$6. Wood wheel, No. 4, $5.75; No. 5, 

From factory, steel wheel, No. 
$5.50. Wood wheel, No. 
. 5, $5.75. Toledo canal 
barrows, $5.40 each net. 


BREAD MAKERS.—Jobbers continue 
to receive orders for bread makers 
everyday. Retail purchases are quite 
conservative, however. 


We quote from Boston jobbers’ 
stocks: 

Bread — —Landers, Frary & 
Clark line, No. 4, $2. = each net; No. 
8, $2.70; No. ia "$1.86 

BRUSHES.—Compared with many 
other hardware store items, the demand 
for house brushes is excellent, and 
paint brushes also are enjoying a fairly 
broad market. 

We quote from Boston jobbers’ 
stocks: 

Brushes.—House, men’s clothing, 
$1.07 each net; wall cleaning, $1.24; 
dry duster (floor), $1.27: vegetable, 
17¢c.; radiator, 37c.; refrigerator, 20c.; 
dust pan, 67c.; bath, large, $1.54, me- 
dium, $1.30; skirt, $1.07; nail, me- 
dium, 57c.; stiff, 57c 

Paint Brushes.— Wall, $5 to $60 per 
doz. net: varnish, $3.50 to $25; calci- 
mine, $10.50 to $90: whitewash, $3.50 


to $1.30. 
CAGES. —Advance orders for bird 
cages are beginning to filter into the 


local wholesale market. 
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We quote from Boston jobbers’ 
stocks: 

Bird Cages.—Brass assortment, 
three in assortment, $10 net; phy x 
enamel, six in assortment, $9.7 
brass, No. 2, six in assortment, $16. 50. 

CARPET BEATERS.—Certain retail 
dealers are replenishing stocks of 
carpet beaters. The spring house 
cleaning season is upon us. 


We quote from Boston jobbers’ 
stocks: 

Carpet Beaters.—No. 11, tin, $2 per 
doz. net; No. 12, $1.50. 


CARTS AND WAGONS.—Carts and 
wagons are selling more freely in cities 
owing to the elimination of snows and 
ice. The country trade is buying large- 
ly for future delivery. 


We quote from Boston jobbers’ 
stocks: 

Kiddie Kars.—Special, two in car- 
ton, No. 101. $2.25 each list; No. 102, 
$3; No. 103, $3.75; No. 104, $4, 50; No. 


Kiddie Koasters.—One to carton, 
“4 A $10.50 each list list; No. 606, 


Kiddie Karts.—Special No. 201, $3 
each list; No. 202, $4; No. 203, $5; 
No. 204, $6; No. 205, $7. 

Pedal Kars. —Two in carton, No. 
124, $4.25 each list: No. 125, ‘$5. 25; 
No. A ans $5.50; No. 155, $6.50; No. 114, 


5 

Kiddie Skooters.—Two in carton. 
No. 801, $4 each: No. 802, $5; No. 
802B, $6. 


CLIPPERS.—Retail dealers who did 
not previously buy clippers are now 
doing so. These late buyers, however, 
are taking limited quantities, indicat- 
ing some carry-over from 1925. 

quote from Boston jobbers’ 


stocks: 

Clippers.—Toilet, Plymouth, No. 0, 
$1, each net: No. 00, $1.20; Success, 
No. 0, $1.40; No. 00, $1. 60; Mayflower, 
No. 0, $1.10; No. 00, $1. 25: American 
Gentleman, No. 00, $2; No. 000, $2, 
Brown & Sharpe narrow plate and 
other kinds carried by jobbers, $4.50 
each list; discount, 25 and 15 per 
cent. 

Horse Clippers.—No. 169, $2.50 each 
net: No. 179. $1.40. Horse clipping 
machines, No. 1, ball bearing, $14 
each list; discount, 33% per cent. 

Sheep Shearing Machines.—Ball 
bearing. No. 9, $24 each list; dis- 
count, 33% per cent. 


CROWBARS.—More life is shown in 
the market for crowbars. Buying is 
about equally divided between light 
and heavy bars. 


We quote from Boston jobbers’ 


stocks: 
Crowbars.—I'nder 10 Ib.. 67c. each; 
10 lb. and heavier, 8'%c. per Ib 


DRYERS.—Total jobbers’ bookings of 
dryers so far this season are well in 
excess of those to the corresponding 
date last year. 

bet quote from Boston jobbers’ 


stocks: 
Clothes ODryers.—Four-line, $5.50 


each net; five line, 
EGG BOXES.—New England hens are 
freely laying and poultrymen show 
more interest in egg boxes. 


We quote from Boston jobbers’ 
stocks: 
oxes.—Paper, 500 to a bun- 


Ega B 
dle, $6.50 per 1000. 
FANS.—Although a little early in the 
season, it is interesting to note that 
some retail dealers are covering them- 
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N active retailer first discovered 
it. He found that there was a 
market of from $3.00 to $5.00 
of Domes of Silence in every home 
that women know Domes and like 
Domes, for Domes save their rugs and 
floors. He had always had sales of two 
or three packages per customer. He 
found he could sell Domes by the dozen 
sets, just by reminding a woman of her 
other furniture. For progressive dealers 
we have designed a cabinet to help sell 
Domes in larger quantities. Examine it. 
We think you will want it. 


DOMES of SILENCE 


Better Than (asters ” Easily Applied 
The “Perfect Furniture M\ Save Furniture, Floors 


Footwear C and ‘Rugs 


Reg. U >. Pat. Off. 
No. 995,7 ru hic h will 
be str se entorced. 











DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 























hee new metal Display- = = 
abin As rtment D-20-- 


—_ $10 un ye ells f r $15. Cc oneal ins a 
et gross set follo ow S$: L dozen each 
of 3 ay : V2 dozen each of 

VAR sy, "34" oi TA 


“But You Have At Least Thicty 


Pieces of Furniture, Madame” 


HE had not thought of that. 
She needed a set of Domes for 
A every piece. Your sale is $3.00 
--your profit twelvefold. This new Stock- 
Display Cabinet produces tHe ten or 
fifteen cent requests that a halfsminute’s 
time turns into two to five dollar sales. 
Just a five-inch strip of space is all this 
Cabinet requires to keep on working for 
you while you are busy elsewhere. Order 
it from your jobber today. 


REFILLS: 


Sizes %'*, 'A*, 3%", 3%" 
nm acked in 4 gro 
a 


Better Than (asters . Easily cApplied 


The Perfect Furniture ® ) Save Furniture, Floors 
Footwear te and ‘Rugs 





DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 
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selves on electric fan requirements 
this -summer. 


We quote from Boston jobbers’ 
stocks: 
Fans.—Electric, Polar Club, Junior, 


6-in., in lots of less than 12, $: 
each net; 12 or more, $2.85; S8-in., 
less than 12, $3.20; 12 or more, $3, 
Senior, oscilating, 10-in., less than 
6, $7 each; six or more, $6.64; sta- 
tionary, less than six, $4.60; six or 
more, $4.35. 


FARMING TOOLS.—Continued good 
reports are had from jobbers regard- 
ing the sale of all kinds and makes 
of farming tools. The present season, 
they say, will probably be one of the 
best on record. 


We quote from Boston jobbers’ 
stocks: 

Forks.—Hay, 
12-in., No. 34, 
34%, $10.44; 13-in., 
No. 133%, $10. 80; No. 
134%, $11.28; No. 135, 
$13.92; 14-in., No. a 
144, $11. G2; No. 144%, $1 1.88. Three- 
tine, strap ferrule, 13- in., No. S133%, 
$12 per doz. net: No. § S134, $12.48; No. 
$134%, $12.84; No. $135, $13.20. 


FENCING, GUARD, GATES.—This 
class of merchandise still has a good 


3-tine, plain a 
$10.08 per doz.; 

No. 133%, $10. 44: 
134, $10.92; No. 
$11. 76; No. 136, 
$11.04; No. 


call, with fencing and guard leading 
in activity. 

We quote from Boston jobbers’ 
stocks: 

Fencing.—Cyclone fencing, flower 
bed guard, etc., from store, 45 per 
cent discount. Direct shipments, 
55 per cent discount, f.o.b. Wauke- 
gan, Ill. 


Gates.— Cyclone, from. store, 40 
per cent discount. Direct shipments, 
53 per cent discount f.o.b. Waukegan, 
Ill. 


Guard.—Flower bed guard, 45 per 
cent discount; trellis, 45 per cent dis- 
count. 


FUSES.—Just as soon as city folk 
move to the country or the seashore 
for the summer, and they start un- 
usually early these days, there will be 
a call for fuse plugs. Contrasted with 
a year ago jobbing prices are. virtually 
the same. 


We quote from Boston jobbers’ 
stocks: 

Fuse Plugs.—All sizes, 50 to the 
carton, in lots of less than 100, $4.50 
per 100; in lots of 100 to 499, $3.75 
per 100: in lots of 500 to 999. $3.15 
per 100 


GARDEN SETS.—Belated buying of 
garden sets is reported by jobbers, who 
say the retail trade in general is by no 
means covered. 
We Boston 
stocks 
Garden Sets. — No. 112, $1.50 
doz. net; No. 120, $2; No. 125, $4; 
No. HF, $9; No. 3FSX, $12.80; No. 
83, $6. 
GARDEN TOOLS.—tThere is a steady 
flow of garden tools out of jobbers’ 
stocks, shipments being made against 
current orders and on orders placed 
some time back. 


We from 
stocks: 

Garden Tools.—Trowels, 6-in., gar- 
den, $1.32 per doz. net; florists’, $2.25; 
transplanting, $1.50 and $2.50. Forks, 
No. 300, $3.50: No. 40, $1.75. Sets, 
garden, No. 83, $6; , wo 198, 
$1.50; No. 120, $2: No. 125, $4; No. 
HF, $9: No. 3FSX, $12.80. Rakes, 
$4.32; weeders, $2. 


HEAVY HAMMERS.—Although never 
a big selling proposition, the market 
for heavy hammers is comparatively 
active. 


We quote from Boston jobbers’ 


stocks: 
Heavy Hammers, etc.—Heavy, un- 


quote from jobbers’ 


quote Boston jobbers’ 


der 5 lb., 50 and 10 per cent dis- 
count; over 5 Ib., 60 per cent dis- 
count. Stone hammers, 60 per cent 
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discount; wood choppers, mauls, 60 


per cent discount. 


sired. 
warm days will speed up business. 


We quote from Boston jobbers’ 
stocks: 

Hammocks.—-Couch styles, stand- 
ard makes, boxed mattresses, deep 
valance, Khaki duck, $10° and $11 
each net; with adjustable back: rest, 
$13; green and gray duck, with back 


mattress, $16 and 17. Canopy. green 
and ray, $6 each; khaki, $4.35. 
Stands, $3 each. 


25 per cent. 
PAINTERS’ 


cost to the retail trade. 


follow: 

We quote from Boston jobbers’ 
stocks: 

Savogram.—lIn 1-lb. cans, 25c. each 
list; 5-lb. cans, 20c. per Ib.; 35-Ib. 
pails, 1l7c. per lb.; half barrels, 16c. 
per lb.; barrels, 15c. per lb. Dis- 


count 33% per cent. 


for picks and mattocks, 
the former, 
past week, according’ to 
Prompt shipments are being made. 
We quote from Boston jobbers’ 
stocks: 
Picks and Mattocks.—Contractors 
picks, railroad picks, 40 and 10 per 
cent discount. 





ings to date ahead of last year. 


We Boston 
stocks: 


quote from jobbers’ 


Porch Gates.—Wooden, slatted, No. 
3, $12 per doz. net; No. 4, $14; No. 5, 
16; No. 6, $18. 
POSTHOLE SPOONS.—With the 


market. 
We quote from 3oston jobbers’ 
stocks: 
Posthole Spoons.—Ames lines, 7-ft. 
handles, a per doz. net; S-ft. han- 
dles, 


going out of jobbers’ 


ago by retailers. 


We from Boston 
stocks: 

Incubators and Brooders.—Stand- 
ard makes, from store, 30 per cent 
discount; from factory, in car lots, 
35 and 5 per cent discount; in less 
than car lots, 35 per cent discount. 

Poultry Netting.—Galvanized after 
weaving, from store, 50 per cent dis- 


quote jobbers’ 


count; direct factory shipments, 50 
and 15 per cent discount, f.o.b. 
Worcester, Mass. 


PRUNING TOOLS.—Now is the time 
'for the house owner and the orchardist 
| to prune trees. 


We quote 
stocks: 
Shears.— No. 30, ladies, or 
doz. French wheel, No. 8, 
— w cut, No. 5403, 
$25; No. 5402, $28; No. 5406, $15. 50; 
” 5406 in lots of six or more, $14; 
i gm | Andy, No. 5404, $12.50. No. 
ladies’ or rose, $5; full size, No. 0, 
34°50: No. 23, $6; No. 65, $8; No. 40, 
$15; No. 240, $19; No. 290, $23: Ameri- 





from Boston jobbers’ 


rose, $S 


can wheel, No. 339, $9.50; No. 263, 
9-in. $10. 

Pruners.—McKenney, No. 0, $2.34 
each: No. 1, $2.67; No. 2. $3.67. 


SCREEN DOOR GUARDS.—Although 
a little early for any real signs of life, 





HAMMOCKS.—Jobbers are rounding 
up hammock business, but orders are 
not coming in quite as readily as de- 
It is believed, however, a few 


MOPS.—Jobbers have reduced prices 
on liquid veneer mops approximately 


SUPPLIES.—Savogram 
has been reduced about 10 per cent in 
Revised prices 


PICKS AND MATTOCKS.—Orders 
particularly 
increased materially the 
jobbers. 


PORCH GATES.—More and more are 
selling all the time, with jobbers’ book- 


frost out of the ground in many locali- 
ties retail dealers are beginning to 
have a call for posthole spoons, and 
this fact is reflected in the jobbing 


POULTRY SUPPLIES.—Brooders are 
stocks freely. 
Most of these were ordered some time 
































79 
the demand for screen door guards is 
increasing. 

We quote ‘from Boston jobbers’ 
stocks 


line, 
set of 


Screen Door Guards. —Donley 
26, 28, 30 and 3$2-in., 45c. per 
three, net. 


SCRUB BRUSHES.—Continued  en- 
couraging reports are had from job- 


bers regarding the sale of serub 
brushes. 7, 
We quote from Boston jdbbers’ 
stocks: Be Pe 
Scrub Brushes.— Daisy, witheut - 
handle 20c. per doz. net; with handte=} 
85c. Bunker Hill, with handle, $2:25 § 
per doz. net. Hub, .75> per doz. het./ 


SEEDS.—It is bitionnd that most ‘of 
the retail trade are covered on its: seed 
requirements. Some retailers in Bos- 
ton already are displaying and selling 
stock and things are starting off en- 
couragingly. 


SKATES.—Roller skates with the 
hardware trade are an _ important 
article at this time of the year, as is 
attested by the greater activity noted 
in the local wholesale market. 


We Boston 
stocks: 
Ice 
90c. per 


quote from jobbers’ 
bright, 
Key, 


Skates.—Men’s lever, 
pair net; nickel, $1.25; 
bright, 90c.; nickel, $1. 25 to $3.25 
Hockey, key, nickel, $1.35 to $2.40, 
Screw to boot, nickel, 90c.; hardened 
steel, $1.12; steel, $1.50; chrome steel, 
$2.25; super-chrome_ steel, $2 and 
$2.70. Ladies’, bright, = 10; lever, 
bright, $1.20; nickel 50: key, 
bright, $1.20; nickel, $1. 50 Fe 3.60. 

Skating Outfits.—Men’s, $3.65 per 
pair net; ladies’, $3.65. Challenge, 
ore , 99 ladies’, $5. Hawco, men's, 
No. » $83 No. 130, $4; ladies’, No. 
85, $3." No. 093, $4.50. 

Straps. —Black or russet, tongue 
$1.25 per doz. pair net: 
Patent buckle, 20-in., 


buckle, 20-in., 
30-in., $1.80. 


$2.40; 30-in., $3. 

Roller Skates. — Children’s’ strap 
heel and toe, 70c. a pair net; strap 
heel and clamp, 75c. Boys’ or girls’ 
strap heel, toe and clamp, $1.10. Chil- 
dren’s ball bearing, $1.50. Boys’ ball 
bearing, $1.50. Girls’ ball bearing, 
$1.50. Boys’ nickel oe truss ex- 
tension, $2.50; girls’, $2.50 

STOVE LINING.—Business in stove 


lining is beginning to perk up. With 


all the anthracite substitutes used the 


past winter it is certain a lot of stove 
linings will require replenishing this 


spring. 

We quote from Boston jobbers’ 
stocks: 

Stove Linings.—Two doz. to the 
case, No. 3, $2.16 per doz. net; one 
doz. to case, No. 6, $3.60; one doz. to 
case, No. 10, $5.04. 

TOILETS.—Retailers say prospective 


are looking over the supply 
In a wholesale 


campers 
of toilets available. 


way, however, little activity is noted. 
We quote from Boston jobbers’ 
stocks: 
Toilets.—Eureka chemical, $7 each 
* net: dry chemical, $4.88 per doz. 


packages net, liquid, $1.35 a gal. 


WIRE CLOTH.—With most of the 
New England retail trade well covered 
for 1926, less activity is noted in the 
local wholesale wire cloth market. 

We from Boston jobbers’ 
stocks: 

Wire Cloth.—From stock, black, 12 
mesh, $2.15 per 100 sq. ft., 14 mo. 
$2.55; dull galvanized, 14 mesh, $2.45; 
bronze, 14 mesh, $6; 16 mesh, $6.50; 
copper, 14 mesh, $5.50, 16 mesh, $6. 
From mill, f.o.b. Worcester, Mass., 
black, 12 mesh, $1.80, 14 mesh, $2.20; 
dull galvanized, 12 mesh $2. 05, 14 
mesh, $2.45: 16 mesh, $2.90: bronze, 
14 mesh, $5.50; 16 mesh, $6; copper 
14 mesh, $5; 16 mesh, $5.50. 


quote 
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Microm- 
No. 902- eter. Reading 
1/10000ths from 0 to 1 inch. Ratchet on thim- 
ble permits one hand operation. Decimal 


equivalents on frame. 
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= AP Machinists’ Scraper. 
Aa NAN = No. 7/ Triangular blade of 
BLE er fine steel perfectly tempered. Point, 

ee convex. Comfortable handle. Three 
lengths of blade, 2144, 34% and 41% inches. 











Plumb Bob. 
No.§78 Brass body 
and neck. Steel point, shank and 
cap screw. Nicely finished and 
supplied with six feet of laid 
twine. Made in 8, 12 and 16 
ounce sizes. 





NEVER BEFORE 


has a new Goodell-Pratt Catalog brought out so many 
new tools—tools that are salable in a big way. 


The Electric Drill line is by far the most important. 
With their wealth of reserve power they are sure to 
make many enthusiastic friends in a very fast grow- 


ing field. No. 7/14 


Ratchet Tap Holder. 


Many other new tools will interest you too, but The old reliable No. 89 
; . with a powerful, trouble 
what will strike you most is the opportunity to con- proof ratchet with a 
| f y= . nie he very accessible _ shift. 
centrate a larger part of your tool buying in this big Holds taps up to % 
inch. Made also with 

400 page book. long shanks. 





If you have not already received a copy, please 


write us. 


GOODELL-PRATT COMPANY 


Right Angle Ratchet Screw-Driver. 
No. 66 A unique tool that appeals instantly 


to any tool lover. Its convenience will surprise you. Dozens 


GREENFIELD, MASSACHUSETTS, U. S. A. packed in an attractive counter display carton. 


GOODELL- PRATT 
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The Tool Department 


Helping to Sell Good ‘Tools 


By Don Thatcher 


HE other kind—poor tools—don’t need help, the 
| less time, thought and attention given them, 

the better for the entire store business and repu- 
tation. 

As it has been fairly satisfactorily proved that 
definite policies and well-defined plans governing 
the selection of tools are essential to the solid, per- 
manent success of hardware merchants, the present 
may be the opportune time to discuss from the dis- 
interested vantage point of the side lines some of 
the questions that prompt or help to form definite 
plans and policies, even if these questions are 
loaded with dynamite and the best one can get out 
of discussing them is the “worst of it.” 

But that’s another advantage a side line position 
enjoys, the worst that can happen is telling the 
editor how wrong or rotten the article is—he gets 
so many letters that confirm his own good opinion 
of the journal that a few of the other kind might 
be good leavening. 


Three Elements to Consider 


From the viewpoint of selection three of the prin- 
cipal elements that enter into and have to be con- 
sidered in plans affecting the merchandising of tools 
—are manufacturers’ brands, private brands and 
advertised to consumer brands. Please keep in 
mind that while I have enjoyed handling tools in- 
cluded in each designation, I no Jonger have any 
interest in selling or advertising, nor am I in any 
way even indirectly interested in any of the three 
above mentioned classes of tools. My views simply 
express the ideas and opinions formed during the 
twenty-five years I enjoyed active participation in 
the sale of tools. 

Private brands, especially those of the larger 
distributors, offer some advantages to dealers where 
local competition is keen, providing, of course, they 
have the exclusive sales rights of that brand for 
their town or community. Often private brands 
are attacked with the inference that they are not of 
as good quality as those bearing the manufacturer’s 
name. I don’t attach any importance to that claim 
as the buyers of the large distributors are just as 
keen about quality as are many manufacturers. 


Private Brands 


Private brands orginated and developed as part 
of sales plans; as such they have to be handed 
along to the retail merchant. If they offer the re- 
tail merchant the same ideas and proportionate ad- 
vantages as are enjoyed by the distributor who 
owns the brand, without the penalty of cost higher 
than he would pay for manufacturers’ brands of 
equal quality and workmanship, then as regulated 


by local conditions, merchants cannot be criticised 
for embracing a local sales plan that has proved 
useful elsewhere. 

When we get into the question of advertised 
to users brands, then we are getting in deep water. 
Of course if the manufacturers’ advertising to the 
user creates demand and helps you to sell more 
goods than you would otherwise sell, you are in- 
terested—but even if it was powerful or influen- 
tial enough to just divert sales from one brand to 
another without helping to increase your business, 
perhaps you might not be interested. Some people 
believe that advertising to the user is followed by 
lower prices that are the natural results of the man- 
ufacturer’s success in selling his advertising to the 
extent that many dealers buy the goods because 
they are advertised in The Sunday Morning Sign, 
rather than because that advertising does materially 
increase sales to users. Lower prices obtained this 
way means less margin for the retailer. 


Advertised Brands 


I am not opposed to advertising, far from it, it’s a 
great power. I am interested in ascertaining and 
knowing about what items of hardware other than 
safety razors and items enjoying a similar repeat sale 
value can be advertised to the user enough to influence 
any really perceptible amount of sales. Of course muny 
manufacturers are advertising their products to the 
user with the sincere desire to assist jobbers and 
retailers to sell more goods. 

During my travels and discussions with the sales 
people back of tool counters I often meet men who 
know nothing at all about some of the tools that are 
advertised direct to users. I suppose the adver- 
tisers know that they obtain the greatest returns 
from their advertising and sales efforts from those 
merchants and sales people who have been supplied 
with information about the goods advertised. 


Get Facts and Information 


Regardless of the reasons that prompt advertis- 
ing, and acknowledging the power of advertising in 
the sale of breakfast foods, tobacco, cosmetics, 
motor cars, safety razors and numerous other com- 
modities, I cannot help believing that the best form 
of advertising tools is to get facts and information 
about the goods in the hands and minds of the sales 
people who are the manufacturer’s contact with the 
public. I believe the man who will coach the sales 
people of five hundred hardware stores will obtain 
more immediate sales and put his husiness on a 
stronger basis than can be accomplished by $100,000 
worth of consumer advertising. 

Please don’t confuse this with the educational 
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advertising many manufacturers are doing in man- 
ual training and vocational fields. 
promotion work for retailers, it is increasing the 
As far as advertised 
to user brands enter into your calculations when 
adopting plans that govern the selection of tools you 
handle, the thing you have to determine for your- 
self is the object of the advertiser and whether you 
The question of 
whether the advertising does or will create more 
sales for you is determined by your susceptibility. 

Manufacturers’ brands, while due to competitor 
sold at closer 


knowledge of and use of tools. 


are benefited by the advertising. 


conditions, are sometimes 


Device for Measuring, 
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This is sales 


margin 





Cutting and Wrapping 


New Jersey Wire Cloth 


Everyone who has handled insect 
screen cloth is aware of the difficulties 
experienced in measuring, cutting and 
putting it up without special facilities. 
With a view of eliminating this annoy- 
ance, the New Jersey Wire Cloth Co., 
Trenton, N. J., is offering to its trade 
complete and practical equipment for 
the handling of wire cloth. 

This new equipment, which is fully 


described in a copyrighted booklet re- | 
the gummed labels referred to above 


cently issued by the company, requires 
about 7% sq. ft. (2% ft. x 3 ft.) and 
is 4% ft. high. It holds 17 full and 
cut rolls of screen cloth, 36 in. and 
narrower, although pieces of any 
length and width may be measured and 
cut. It keeps the cloth in good shape 
where it is constantly in view, thus 
resulting in many extra sales. 

The equipment, which can be ob- 
tained from the company can best be 
described in reference to the numbers 
appearing on the accompanying illus- 
tration. 

No. 1. Angle Iron Braces 3 in. x 3 
in which holes are drilled on one 


in. 
side to screw the iron to the underside 
of the top. 

No. 2. A set of three metal rollers 


held in place by an iron bracket at each 
end; the front roller is provided with 
collars to keep the cloth in place. A 
brace is fastened to the back of the 
frame elevated to prevent a roll of 
cloth from falling on the floor. (This 
is not shown in the picture). A roll 


of cloth is laid on the rollers the end | 
| of every hardware store handling wire 


| cloth. 


of which is passed under the front 
roller and then the cloth can be drawn 
out to the desired length. 

No. 3. Metal Measuring 


Plates to indicate the 
length. At the left is a 
metal plate to indicate 


inches (1 to 12) and to 
the right of this are num- 
bers 1 to 10 inclusive to 
indicate feet. 


No. 4. Screen Cloth 
Shears for cutting the 
screen cloth. 

No. 5. Measuring Ma- 
chine described on page 5. 

No. 6. Holder and roll 
of flat Twine printed 
“Jersey Insect Screen 
Cloth.” This twine is in- 


tended for tying rolls of 
cloth that are wound up 
on the Measuring Machine. 


| Copper 


|paper 18 


No. 7. Sealing Machine and Bracket 
and one roll of brown paper Tape 1% 
inches wide gummed on one side. Rolls 
of paper 250 feet long are furnished, 
on the smooth side the words “Jersey 
Insect Screen Cloth” are 
printed in red so that the paper can 
be cut every four inches and serve as 
a label which can be gummed directly 


to the cloth. 


No. 8. Rubber-faced Roller to roll 


and cause them to adhere to the cloth. 

No. 9. Paper cutter with roll Kraft 
inches wide and about 9 
inches in diameter weighing about 30 
pounds. This is printed about every 


| 18 inches, “Jersey Copper Insect Screen 
| Cloth is the Standard.” 
intended to wrap small rolls of cloth 
_ and for such it can be used as a band 
18 inches wide or sufficient length can 
be cut off to entirely cover a roll. 


This paper is 


No. 10. This is a removable shelf 


which should be withdrawn and laid 


on the table after the cloth is wrapped. 
To the top of the shelf is fastened an 
Area Card (copyright), indicating the 
area of various lengths and widths 
which affords a quick means of com- 
puting the area of pieces of cloth. A 
pencil and pad of paper are available 
for immediate use and a price holder is 
attached so that price per square foot 
of various kinds of cloth can be deter- 
mined at a glance. 

This device should prove a really 
worthwhile addition to the equipment 
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than private brands—yet even where this condition 
exists carry with them the satisfaction of value de- 
livered and received. As the beneficial effects of the 
work of the tool manufacturers in educational, me- 
chanical and commercial industries becomes more 
apparent there will be a natural increase in the de- 
mand for manufacturer’s brands. 
inducements or seeming advantages are offered by 
other brands—the merchant whose stock consists of 
tools of manufacturers of established quality—can- 
not go wrong, especially if he will avail himself of 
the information and sales helps nearly all manufac- 
turers are ready to supply. 


No matter what 


New Aluminum Egg Beater 


Designed to eliminate the awkward 
wrist camping features of the old- 
fashioned beaters, the Ullman Alum- 
inum Division, Inc., 200 Fifth Avenue, 
New York City, is now marketing its 
“Aluminum Beauty” beater. The ex- 





tra large handle allows plenty of room 
and play for the hand that holds the 
beater. 

An easy action revolving crank 
handle and a patented driving gear 
permit smooth operating performance. 
Another feature of this new beater is 


that the brightness of the aluminum is 
permanent, sanitary and very easy to 
clean. 


It has been so designed as to pre- 


vent slipping of the cogs in the drive 
wheel. 
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ONLY ¢7Tp SCREW PLATES 
ARE PACKED THIS WAY 


GTD screw plates are the only ones 
packed in individual corrugated con- 
tainers. Screw plates so packed have 
several advantages over others. 


When a shipment is received from the 
factory they may be placed on your 
shelves unopened. Then when you are 
ready to re-ship them, just paste an ad- 
dressed label on the package and it is 
ready to go. There is no expense or 





~ GREENFIELD, 


CORPORATION 


bother to you, no need to hunt for or 
make a shipping crate. 


We know of dealers who could not sell 
certain screw plates at full prices be- 
cause the cases were scratched! ‘These 
containers protect the cases while being 
shipped and while on your shelves too. 
And always remember that inside this 
remarkable container is the best screw 


plate made. QG@&eGQ@iamt screw plates are 
“made right and packed right.” 
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Some Spring Lines Moving in Pittsburgh— 
Prices Firm—Collections Favorable 


(Pittsburgh office of HARDWARE AGE) AXES.—tThere has been some talk of 


EPORTS about hardware business still are mixed, but with | higher prices, because of the advance 

weather conditions more favorable to outdoor work than they We aE apeneh a Phe made tn 

. . . . edged tools, but leading manufacturers 

: —_ = at any time this year, the weight of the reports is sanenentin one emma on tddes whine 

on the side of improved movements of goods. It seems to be easier | anq former prices are still in effect. 

to exaggerate dullness than activity in hardware, because the trade |} Light axes are selling fairly well here. 
is gaited to high performance, and when that capacity is not fully We quote from Pittsburgh jobbers’ 
stocks: First quality unhandled axes 


engaged, the tendency is to say that business is dull, when a real base group (3 to 3% lb. or lighter) 
statement of fact would be that business was not as good as it might | §rsle Dit $14 per dor: soe $19. 
be. This is probably the condition today, for going over the individual | N°..? §7oup (2% to 3 Moo over base: 
lines and items, jobbers make reports that many are showing a good | No.4 group (4%4 to 5% ID.) aD wingle 


deal of life. No difficulty is observed in moving incubator supplies, a eee Se Gs Serene $23.25 


particularly brooders and the movement of fence, screen wire, cloth | gaTTERIES.—This line still is good, 
and poultry netting is all that most jobbers could expect. Not much |! with no change in prices. 





room for complaint exists as to the way automobile tires and tubes Jobbers’ quotations to retailers, 
: - 2 . “ere . . f.o.b. Pittsburgh: 
are going and so it is all along the line; it is in consideration of the pBroken Unit 
total volume in relation to what could be done and possibly the con- — 
tinued slow collections that influence expressions as to business. ree Ol ent 
The only important price change of the week is in hatchets and ~ allt He = 
hammers, in which higher levels have been established. In general, NO. FOI ...-++-+-+s 2.63 za 
prices are steady and there seems to be nothing in the signs to sug- Pe SP swnsaeeucks 3.33 3.00 
| , Se . iccuwennnats 42 39 
gest that the next few months will show much in the way of price PIE sanaccusen 40 35 
No. 6 dry cells, ignition type, unit 


changes. Certainly the products of steel seem likely to hold up, as packages, 32c. each; broken, 36c. 
Fiashlight.—No. 935, 9%c. each; 


the steel market is holding in the face of rather light new buying No. -950,-10%c.; No. 790, 83c.: No. 
and the fact that buyers generally are buying close to their actual | 305, 21’4c.; No. 750, 18c.; No. 71, 
needs. The steel makers seem to have solved the problem of sched- wane 1461, $1.70; No. 
uling production in keeping with demands and there is no longer | go_Ts, NUTS AND RIVETS.—There 


the anxiety about business there was when the change from long | is no special change in these items. 
Demands upon jobbers are not so large 























to short range buying first started. = dines” ee ee intad 
. or urgen a ey have to maintain 
AUTOMOBILE ACCESSORIES. 7 . 7 
. : Cord Tires. as large stocks as a few years ago. 
—There is a fair business in these | Heavy = : at euiet aie 2 
lines, but no one would complain if | Size —- ree ey Tan | wae out of jobbers’ stocks as 
> . . ,O c s Ss . 
there was a decided increase. -  20x38CI $10.40 $1.80 $2.35 _,Machine bolts, small rolled threads, 
Prices from jobbers’ stocks, f.o.b. 80x 3% Cl $9.95 13.50 2.05 2.50 Bg RA gy Bye pa Re | Red mee 
Pittsburgh, follow: 30x 348.8. 11.85 15.75 riage bolts, small rolled threads, 50 
Spark Piugs.—A. C. plugs, lots of | 32x3%SS. 17.30 2.45 3.00 P eont of list: all af t thread 
less than 10, 65c. each: lots of 10 to 31x4S.S. 15.50 18.70 3.00 3.70 "a: aaan aa wae: coat eae 
49, 58c.: lots of 50 to 99, 55c.; lots of 32x 45.5. 17.15 21.40) 3.20 3.75 er cent off ‘ist; tire. bolts “40 and 
100 to 200, 57c.: lots of 300 or more, 33 x 4S.S. 17.75 22.05 3.25 3.80 "0 ont ff list: = te hot neoned 
47c.; A. C. plugs, No. 1075, for Ford 34x 45.5. 18.50 22.75 3.30 4.00 bl «4 7 t - d. 3'35e ff li P ng 
cars, lots of less than 10, 49c.; lots 382x414 3.5, 28.10 4.30 “eR gy oe a 3 35 ¥ ter list. 
f 10 to 49 44c : lots of 50 'to 99, 42c.; 33 x 4465.5. 28.90 r 4.40 and t. blank or tapped, 3.35c. 0 ; ist; 
lots of 100’ to 200, 39c.; lots of 300 or 34x 414 S.S, 29.55 4.60 ag ag ae uals saat 
more, 37c. 35 x 414 S.S. 30.40 4.65 ; ; 
: Motor Meters. — Standard makes, + fia page os a0 oo CARPET SWEEPERS.—tThere is a 
ots of less than 10, 25 per cent off 2e 4 9 &.S. SSS ~~ -Si 
list; lots of 10 to 19, 30 per cent off | 35 x9 5.5. 39.00 6.05 pind steady demand for full-sized 
list; lots of 20 or more, 37 per cent | Truck Cords. sweepers, but it is better from the 
off list. Size Tan Tubes . ‘ . 
Horns. — Spartons, single lots, 33% | 32x 4l% $35.50 $4.3) | Country districts than from city re- 
per cent off list; $60 list and over, 33x4% 36.25 4.40 tailers, due to the extensive use of 
49 per cent off list; $90 list and over, 34x41, 37.15 4.60 ; : 
40 and 5 off list. | gases ty = SE electric sweepers and the campaign 
Windshield Cleaners.—Trico, uni- | 33 x5 45.30 5.65 makers of the latter are making for 
versal automatic cleaners, $3.25 each. 34x 5 46.45 5.75 ; ; i 
Jacks.—Millers Falls, No. 145, $3.75 | 35x5 47.60 6.05 business, with special prices for a 
each. | 32x6 71.85 9.65 limited period. Jobbers quote: 
Pumps.—Anthony line, $2.20 each. 36 x 6 79.85 10.90 : ~~ 
Chains.—Single pairs, 30 per cent 34x 7 106.05 13.25 gen ena tle Gace tar, 
off list: lots of 10 to 50 pairs, 35 per 38 x7 118.60 14.75 LOZ. , Keled, ; , ; 
cent off list, lots of 50 pairs and ov 10x 8 152.50 17.75 Standard, $36. 
40 pe it off list we aes over 20 X | tapint (.49 Toy sweepers, Little Gem (3 and 
) per cent off list. _ Balloon Tires. — ; 6 doz. carton), $3.75 per doz.; Little 
AUTOMOBILE TIRES AND TUBES. To fit 20 in.-21 in.-22 in.-23 in. yee ~~ PH cng ge ah mg sre 
—Those makes of tires and tubes dis- , Ply Casings Tubes Helper, $2 per doz. “0 
: . 29 x 4.40-21 in 4 $14.20 2.95 a . 
— — or partially ro 99 x 4.75-20 in ‘+ “3840 353 | CONDUCTOR PIPE.—This line needs 
Té ’ r 4 75.91 i = " ° 
“os cong _ ‘ie cepoat ee es ee = fay = Spo : aoe gh a stretch of good, mild weather to sell 
me e rg good orders -w 30 x 4.95-21 in 4 21.75 3.75 well. Jobbers quote: | 
’ ’ ‘ 599 ; 99 
seb ed Pattie © Spring mont ° + “ at 9 ; grt yt Galvanized, 3-in. No. 28 gage, $5.35 
have been placed and shipping instruc- 1 x 6 25-21 in, 4 24 85 410 per 100 ft.; copper, 16-0z. 3-in., $23.75 
tions are coming in well. Dealers’ 30 x 5.77-20 in. 6 31.75 4.70 per hae hag haar of 100 ft. or more, 
prices for Mansfield tires and tubes: fh phy - : ae = p< eerie age | ee ’ : 
Fabric Tires. 33 + 6.00.21 in ; 23°75 5 70 GALVANIZED WARE.—This line is 
Size —— Grey 32 x 6.20-20 in 6 36.50 6.25 seasonally active, with prices steady. 
‘abric ubes 33 x 6.20-21 in 6 38.10 6.55 ; 
30 x 3 Cl $7.80 $1.80 23 x 6.75-21 in 6 42.05 6.70 Jobbers quote: 
30x 3% Cl 8.90 2.05 34 x 7.30-20 in 6 47.55 7.60 Washtubs.—With wringer attach- 
Reading matter continued on page 86 
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The Standard Tool for 
Big Nuts and Unions 


Engineers and pipe gangs find 
it doesn’t pay to construct 
“Special tools” for their work. 


They have found a “Standard 
tool” that handles Steam and 


Water Connections, Valve 
bonnets, etc., with dispatch 
and safety. 


This tool is the 


COES 








WRENCH 


It FITS the work and because 
of its perfect adjustment, 
never slips and damages costly 
unions, valves and fittings. 


This tool is self-contained. 
The key cannot come off, and 
the two positions for the jaw 
strap permit using it in cor- 
ners without trouble. It is 
made of heavy steel forgings 
and will stand the severest 
service. It is a widely adapt- 
able tool for very heavy duty. 








~~ a) 
our | yawae 





(2 Sizes 28”, 36” and 48” regular. 
. \ 72” size is supplied on special 
( f 
Gtalof buy order. Your Jobber will supply 
a) @ta you. 


COES WRENCH COMPANY 


“In Business Since 1841” 


Worcester Mass. 
Selling Agents: 

B, © BoC Ae Se B Gee vc ccccvestesess 29 Murray Street, New York 

JOHN H. GRAHAM & CO............ 113 Chambers St., New York 

PRICWICK PRERES. . cc cccccccccecs 8 Rue de Rocroy, Paris, France 
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the CRE-CO-ITE line. 


poses at popular prices. 
discounts. 
satisfaction in service, too. 


mTOOLs: 


OR big profits and fast turnover in tools, sell 
It supplies men’s and 
boys’ axes, hatchets and hammers for all pur- 
And it carries liberal 
Every CRE-CO-ITE tool gives full 
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CRE-CO-ITE 
Camp Axe 
No. 112 


The CRE-CO- 
ITE Camp Axe 
is an especially 
big seller to 
tourists, camp- 
ers, scouts—and 
for general util- 
ity. 50c to $1. 
Get full infor- 
mation on the 
entire line from 
your jobber to- 
day—or write 


us. 
Get Catalog H 








CRE-CO-ITE 
Nail Hammer 
No. 113 






CRE-CO-ITE 
Broad Hatchet 
No. 801 


TAT. 


mee bert 08 





CRE-CO-ITE 
Half Hatchet 
No. 101 





Other real money makers are MARION Sheath Knives; Pitch- 
ing Shoes; Grass, Sheep, Mule and Hedge Shéars; Grass Hooks; 


Hooks: Iee 
Push 


Links; 
Plate Glass 


Chain Repair 


Tongs; Dolly Trucks; 


Plates. 








CRE-CO.-ITE 


“Tools You Can Sell with Confidence” 





Marion Tool Works, Inc. 


Subsidiary of Chicago Railway Equipment Co. 
Marion, Indiana, U. S. A. 
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ment, No. 22, $8.50 per doz., No. 23, 
$10; without wringer attachments, 
o. 2, $7.75; No. 3, $9. 
yg * % —Water, 12-qt., 
14-qt., $3; fire, 12-qt., 
14-qt., $10; chamber, 
12-qt., $8: well buckets, 
Refrigerator Pans.—No. 2, $4.50 per 

doz.; No. 3, $6: No. 4, $7.50. 

Garbage Cans.—Cans with lids, 7 - 
curity, No. 1, $3 each; No. 2, $3. 
No. 3, $4; Hercules, No. 171, $3: 
181, $3.25: No. 191, $3.60. 


GLVANIZED HARDWARE CLOTH. 
—This line is beginning to pick up 
in activity with the approach of spring. 
Jobbers quote: 


$2.65 per doz.; 
$4: eK 
10-qt., $7.2 
10- -qt., $4. 50° 


No’ 


24 to 48 in. widths, ™%-in. mesh, 
$4.50 per 100 sq. ft., %-in. mesh, 
$4.75; \%-in. mesh, $5. 

GARDEN IMPLEMENTS.—Stronger 


demands are reported by jobbers here, 
with a particularly good increase in 
the inquiry for hose. Jobbers quote: 


Tools.— Manure forks, first quality, 
long handled, $15.25 per doz.; bowed 
garden rakes, 14- tooth, $9 per doz.; 


spading forks, $10.80 to $21 per doz.; 


haying forks, 3-tine, first quality, 
$12.75 per doz.; German hoes, No. 
3-0, $7.20 per doz. 

Hose.—In 250-ft. reels, ™% in. 10c. 
per ft.; 5 in., 10%c.; % in., lle. in 
20-ft. lengths, “%ec. per ft. higher: 


Gem spray nozzles, $6 a doz. 
Sprinkling Cans.—4-qt., $6 per doz.: 


-qt., $6.60; 8-qt., $7.50; 10-qt., $8.10; 
12-qt., $10; 16-qt., $12.60. 

Hose Reels.—Victor, $1.75 each: 
No. 2, $2.60. Reeleasy, $1.35. 


HATCHETS AND HAMMERS.—The 
past week has brought a revision of 
prices of all manufacturers that has 
produced higher prices on all but one 
make, which previously had been ad- 
vanced. Rivet, hand and _ tinners’ 
hammers are up approximately 10 per 
cent. Shingle and lathing hammers, 
which for 40 years had been priced at 
50 cents per dozen below prices of 
half hatchets, now are priced as the 
same figures as half hatchets. Jobbers 
now are quoting the Plumb No. 2962 
hatchet and the corresponding number 
of other makes at $12.50 per doz. 
HOUSE CLEANING SUPPLIES.— 
Spring house cleaning is getting closer 
with weather that makes safe the 
putting out of heating apparatus. 
Good demand is coming to jobbers for 
the various necessities of these labors. 
Jobbers quote: 


Johnson paste wax, 1-lb. cans, 85c.; 
2-lb. cans, $1.70; 4-lb. cans, $3; 8-Ib. 
cans, $6; Old English, 1-lb. cans, 85c.; 
2-Ib. cans, $1.70; 4-lb. cans, $3; liquid 
wax, Johnson, pints, 75c.; quarts, 
$1.40: Old English, pints, 75c.; quarts, 
$1.40. 

Dealers’ discount, 33% per cent. 

Sponges.—According to size 
quality, $2 to $9 per doz. 

Wall Cleaners.—Smokey 
Climax, $1 per doz. cans; 
paint cleaner, $3 per doz. 

Step Ladders.—Standard full rodded 
ladders, 28c. per ft., extra 46c. per ft. 


ICE CREAM FREEZERS.—Local job- 
bers do not yet note much demand for 
this line. A fair number of orders 
have been booked, but in recent years 
it has taken ice cream weather to 
bring about shipping instructions. 


Alaska Freezers.—i-qt., $2.95 each; 
2-qt., $3.45 each; 3-qt., $4.10 each; 
4-qt., $5 each; 6-qt., $6.30 each: 8-qt., 
$8.20 each; 10-qt., $10.75 each; 12-qt., 
$14 each; 15-qt., $17 each, and 20-qt., 
$21.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

Alaska Grey Goose Freezers.—1-ct., 
$3.35 each; 2-qt., $3.90 each; 3-qt., 
$4.65 each: 4-qt., $5.70 each; 6-qt., 
$7.25 each; §-qt., $9.35 each: 10-at., 
$12.50 each. These are list prices 
which are subject to a dealer's dis- 


and 


Citv and 
Perfect 
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count of 20 and 10 per cent. 

White Mountain Freezers.—2 -qt., 
$5.65 each; 3-qt., $6.75 each; 4-qt., 
$8.25 each; 6-qt., $10.45 each: 8-qt., 
$13.50 each; and 10-qt., $18 each. 
These are list prices and are sub- 
ject to a dealer’s discount of 50 per 


cent. 
Blizzard.—i-qt $4.65 each; 2-qt., 
‘ 4-qt., $8; 6-qt., 


$5. 50; .. $6.50; 
$13; 10-qt., $17; subject to 
a rs Hoa, ant of 55 and 1M% per cent. 
Lightning.—-1-qt., $4.65 each; 2-qt., 
$5.50; 3-qt., $5.60; 4-qt., $s; 6-at., $10; 
8-qt., $13; 10-qt., $17; 12-qt., $21; sub- 
ject to a discount of 55 per cent. 
Arctic.—I-qt., $4 each; 2-qt., $4.60; 
$-qt., $5.55; 4-qt., $6.80; 6-qt., $8.60: 
8-qt., $11.10; subject to a discount of 
50 per cent. 


INCUBATORS AND SUPPLIES.— 
Incubators are selling less freely, but 
there is still a strong demand for the 
accessories, notably for brooders. 


LAWN SUPPLIES.—Mowers and 
hedge shears are moving well, but the 
call for rollers indicates that others 
besides the Jennings Hardware Co., 
Tacoma, Wash., are leasing instead of 
selling them. Jobbers quote: 

Mowers. Plain bearing, 8-in. 
wheels, 12-in., $5 each; 14-in., $5. 25; 
ball bearing, 9-in. wheels, 14-in., 
$7.75; 16-in., $8; supreme ball bear- 
ing, 10-in. wheels, 14-in., $10.75; 16- 
in., $11.25; 18-in., $12. 

Rollers.—No. 3 size, $11 each; No. 

5, $12.50; No. 7, $15. 

Hedge Shears. Western, 8-in., 

i 9-in., $1.40; 10-in., 
$1.75; 9-in., $1.90 


$1.25 per pair; 
shears, Western, 


_~— 


$1.60; Disston, 8-in., 

10-in., $2; ladies’ 

85e. Disston, $1.10. 
OIL STOVES AND OVENS.—Spring 
activity in these lines is yet to make 
its appearance. Jobbers still report 
only a moderate amount of interest. 


Oil Cook Stoves 


 PERFECTION— 
RO ee $17.50 
on, Wie ee EN. covccoessvecoes Be 
No. 74 4 burners..............- 28.50 
No, 76 & DUFMOTB..cccccccosccces Seer 
Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
i he (Improved Model)— 
ee Oe MI on cuedwen ees $17.50 
so a 2) ee. ceedteeceeWe 22.50 
me 2 Pn. . cc cece ueoessns 28.50 
Puritan discounts same as Perfer- 
tion. 
NESCO— 
om. er 2 Oe, . cvccnusewes $ 9.50 
a 2 2 ee. vcecwcesees 17.35 
a. “Se i 06 666 eh wuee 22.00 
JP ge, eee >». 28.00 
INO. Bib § DUPMCTSB..crccccevscscd ein 
No. 1102 h gh shelf only....... "0 
No. 1108 high shelf only....... 6.5 
No. 1104 high shelf only....... 500 
No. 1105 high shelf only....... 9.75 
With vitreous enameled stove tops 
and splash back: 
a, 2 ae, i Sone veeweed $35.50 
|e UK OE ee 44.50 
Nesco dealers’ discount, 30 and 5 
per cent. 


Oil Ranges 


Nesco Rolo, 5 burners and oven. $90.00 


Dealers’ discount, 30 and 5 per 
cent. 
Ovens 
ny te x 
No. 211 1 burner plain door... .$2.59 
No. 311G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door. 4.90 
No. 112G 2 burners glass door... 6.00 
“SS £eee a A ere 6.15 
Dealers’ discount, on 10 or more, 
30 and 5 per cent, less than 10, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door...$5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
a 
No. 05 1 burner solid door..... $2.00 
No. 5 1 burner glass door..... 2.15 
No. 010 1 burner solid door..... 3.50 
No. 101 burner glass door..... 3.75 
No. 020 2 burners eeolid door.... 4.25 
No. 20 2 burners glass door.... 4.50 
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WIRE 


SCREEN 
'a little stronger, since the movement 
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No. 030 2 burners solid door.... 4.90 
No. 30 2 burners glass door.... 5.20 

Dealers’ discount, 30 and 5 per 
cent. 

SECURITY—(Net prices to retailers): 
No. 30 2l-in. Plain Door......... $3.00 
No. 35 13-in. Plain Door......... 2.25 
No. 36 26-in. Plain Door......... 4.00 
No. 20 21-in. Glass Door......... : 3.20 
No. 25 13-in. Glass Door......... 2.4d 
No. 26 26-in. Glass Door......... 4.20 
No. 40 21-in. Twin Glass Door... 3.20 
No. 45 21-in. Twin Glass Door 

a ot nw eek ee bua 3.80 
No. 46 26-in. Twin Glass door... 4.20 
No. 50 12%-in. Plain Door....... 1.35 
No. 55 12%-in. Glass Door....... 1.45 

Water Heaters 
Perfection No. 412.............. $40.00 
Perfection No. 421... ..ccccccccs 80.00 
Perfection discount, 30 and 5 per 


cent in lots of 10 or more; less than 


10, 30 per cent. 
ORNAMENTAL FENCE.—More _in- 
terest is reported in this line and sales 
are growing. Jobbers quote: 


Cyclone lawn fence, LX, 36- in., 
$7.20 per 100 lineal ft.; 42-in., $8.25; 


gates, 36-in., $2.75 each. 
PAINTING SUPPLIES.—tTurpentine is 
up 1 cent per gal., but no change is 
noted in the other lines. Business 
needs brighter and warmer weather 
than this section yet has had to do well. 

Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50; 
white lead, 15%4c. per lb. in 100-lb. 
lots, 10 per cent less in lots of 500 


lb. or more and an extra 5 per cent 
less in lots of a ton or more; turpen- 


tine, $1.14 per gal. in barrel lots: 
linseed oil, 12.3c. per Ib. in barrel 
lots. 


POULTRY NETTING.—It is not hard 
to guess from the movement of net- 
ting that the spring is close at hand. 
Prices are unchanged, with jobbers 
quoting galvanized netting at 50, 10 
and 10 per cent discounts before and 
50 and 10 per cent after weaving. 


WIRE CLOTH.—Prices are 


now is in solid carlots on direct fac- 
tory shipments. Jobbers quote: 


Black, 12 mesh, $1.80 to $1.90 per 
100 sq. ft. Opal, 12 mesh, $2.25. Apex, 
12 mesh, $2.25. Bronze, 14 mesh, 
$5.75. 


PRODUCTS.—tThere has been 


more demand for the various kinds of 





‘fence and for barbed wire than local 
jobbers have experienced in some time. 
It looks as though the spring move- 
ment had started. Nails also are doing 
better. 

We quote from Pittsburgh jobbers’ 


stocks: 
Fence Wire: 

(per 100 Ib.) Annealed Galvanized 
No. 6 to 9 gage...... $3.00 $3.45 
en. Oe snevact-etsvesGee ae 05 3.50 
7k “Be esvcesesetesnwer 3.10 3.55 
De Be séncescesesennte el 3.65 
‘> Sere? .25 3.80 
Pe, De soccccteveebees 3.35 4.00 
a 2 ¢.0s elenecn eee 3.55 4.30 
a ce¢eses enh aees 3.75 4.50 

Barbed wire (per 80-rod spool): 
DAE GEREED cic co vtcdcceewscoees $3.01 
a er ere or 3.22 
Ga GREEED ccvccsccccccecccess EE 
SaMOURE TG «ccccvvcccecseccceves 3.48 
2-point cattle (special) ......... 2.28 

Field: Woven wire fence (per 100 
rods): 

PE § cicewdeeedeseceuteseséar< $39.00 
SE Peer rT eTTTTerTTirTrT Try 54.75 
Poultry: . 
Ph, MD pssedesoeteen deneevaeedé $35.60 
i te. -vessbenee ccnwess ot0eu0s 43.00 
it i sca esensebes eee eeeons 48.50 


Bright nails base per keg, $2.95 to 
$3.00. 
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: American Screw Co. 
-. PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 



































































88 HARDWARE AGE 


(Minneapolis office of HARDWARE AGE) 

RADE in general has been quiet in the territory of the North- 

west tributary to the Twin Cities during the month of March. 

are taking goods which were ordered earlier in the year 

and last fall, but on current orders they are holding down their 

purchases to a low point. Good weather seems to have arrived, 

which will mean a beginning of spring construction work, and con- 

sequently the start of better business in many lines. Stocks are 

being held to a low point, awaiting the actual demand from the 
consumer, before orders are placed for current merchandise. 

Collections are fair for this time of the year. Prices have shown 

very few changes during the past week. Sales, almost without ex- 

ception, are ahead of last year’s totals with the dealers, although 

the gain averages from nominal to a substantial figure. 
AXES.—Demand is still fair, with 


stocks ample for the call. Prices have 
not changed. 








EAVES TROUGH, CONDUCTOR PIPE 
| AND ELBOWS.—Call is nominal at 
|present, with stocks filled heavy 











We quote from jobbers’ stocks, | : 

f.o.b. Twin Cities: Single bit base 'enough for present call. Prices have 

weight axes at $14.50, and double bit 

base weight axes at $19.50 per doz., | not changed. 

net. : We quote from ng tai ome. 

. .o.b. Twin Cities: Slip joint 28 ga., 
BOLTS.—Sales are slightly better, 5 in. single bead eaves trough at 
though the quiet period has not entire- rose. par 398 a 29 ga. eng per 
. a ’ 00 ft.; 28 ga., 3 in. conductor pipe 

ly passed. Stocks in dealers’ stores at $5.40 per 100 ft.: 3 in. elbows, 
are being gradually filled up for the $1.73 per dozen, net. 
spring trade. Prices show no changes. | FIELD FENCE.—Retail call will start 

: We patuote, from _lobbers’ | stocks, as soon as the frost is well out of 

.o.b. win Cities: Carriage bolts at : : 

45 per cent; machine bolts at 50 per the ground, and dealers are beginning 

cent; stove bolts at 75 per cent, and to get the stocks in readiness for the 

lag screws at 55 per cent from list sales. Retail stocks are being held at 
well assorted. Prices show no changes. | the program that the dealers have been 

We quote from jobbers’ stocks, ; ; ; ‘ 

fob Twin Cities: Wire brads ins. | 20llowing. Prices remain unchanged 

lb. boxes at 75 per cent from lists. We quote from _ jobbers’ stocks, 


> f.o.b. Twin Cities: 26 in. 10 ga., top 


indications of another good year in the of fence at Lt tol gad roll — other 
building trades, although it was sizes and weights in proportion. 


thought that the peak was reached last | FILES.—Call shows some slight in- 
year, as far as the larger cities are | Crease, although the regular spring 


concerned. There are evidences of | demand has not yet started. Prices 
continued building activities in the | 2r© steady as quoted. 








/ 
We quote from jobbers’ stocks, 
smaller centers, and on the farms of f.o.b. Twin Cities: Best grade files 
the Northwest. If plans which have at 50 per cent, and second grade files 


been issued are an indication, there at 60 per cent from lists. 

will be very good volume in the build- |GALVANIZED WARE.—Sales are 
ing business again this year, and | normal for this season of the year. 
finishing hardware will sell accord- | Dealers are filling their stocks a little 





ingly. for the spring sales. Prices are un- 
CARPET SWEEPERS.—Normal trade | changed. 

is indicated in the sale of sweepers. PA je em Fe le mocks. 
Stocks are ample for the present call. galvanized tubs at $7.50; No. 2, $8.25; 
Dealers are preparing to take their No. 3; $9.45; heavy tubs, No. 1, $12.60; 
future orders in this line. 10-qt. pails, $2.70; 12-at., $3.05 ; 14-at., 


Carpet sweepers, American Queen, $3.40; stock pails, 16-qt., $5, and 18- 
$54 per doz.; Elite, $60 per doz.; qt., $5.50 per dozen, net. 
Grand Rapids, nickeled, 15-in., $48 GLASS AND PUTT Y.—Sales are 


ver doz.; same jap., 17-in., $60 per : . . 

ll Parlor Ba $56 per ton: light, with stocks fairly well filled. 

Princess, $50 per doz.; Universal, ; 

nickeled, $46 per doz., and jap., $42 Prices have not changed. 

per doz. We quote from jobbers’ stocks, 
Toy sweepers, Little Gem (3 and f.o.b. Twin Cities: Minn. prices, sin- 

6 doz. cartons), $3.75 per doz.; Little gle strength glass, 83 per cent; double 

Jewel, 1 doz. cartons, $10 and Junior, strength, 85 per cent, and strictly 

1 doz. cartons, $16 per doz.; Little pure putty in 50-lb. drums at $4.85 

Helper, $2 per doz. cwt., net. 


CHURNS.—Sales are slow, with | HAMMERS AND HATCHETS.—De- 
stocks well filled. Prices show no | mand for small tools has increased to 
changes. some extent during the past few 

We quote from jobbers’ stocks, weeks, but the regular spring trade 
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Consistent Demand for Hardware ‘a 
Northwest—Look for Active Spring Sales 


building and other lines become active. 
Stocks are in readiness for this trade, 
and prices are steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. 11% 
hammers at $12.60; Plumb No. HF81, 
$12; Plumb No. 2 broad hatchets, 
$15.75; No. 2 shingling, $12.50, and No. 
2 claw, $13.25 per dozen, net. 


HOSE.—Hose sales are still at a low 
point, though dealers have in many in- 
stances made displays of the line. 
Stocks are moving out to the dealers 
in readiness for the sales which are 
just around the corner. Prices show a 
slight increase on some of the items 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities; Competition, % 
in., 3-ply, $8.25; Leader, % in., 5-ply, 
$10; % in., 5-ply, $11.50; Good 
Luck, ®% in., 6-ply, $11.25; Bull Dog, 
5, in., 7-ply, $14.50; Riverside, % in., 
black, $14; % in., black, $12.50; % 
in., red, $14.50, and % in., red, $14 
per 100 ft., net. 


ICE CREAM FREEZERS.—Retail 
sales are nominal at present, with 
stocks in dealers’ hands being held low. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 

Alaska Freezers.—1 qt., $2.95 each; 
2 qt., $3.45 each; 3 qt., $4.10 each; 
4 qt., $5 each; 6 qt., $6.30 each; 8 qt., 
$8.20 each; 10 qt., $10.75 each; 12 qt., 
$14 each; 15 qt., $17 each and 20 qt., 
$21.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

Alaska Grey Goose Freezers.—1l at., 
$3.35 each; 2 qt., $3.90 each; 3 qt., 
$4.65 each; 4 qt., $5.70 each; 6 qt., 
$7.25 each; 8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2 gqt., 
$5.65 each; 3 qt., $6.75 each; 4 qt., 
$8.25 each; 6 qt., $10.45 each; 8 qt., 
$13.50 each; and 10 qt., $18 each. 
These are list prices and are sub- 
ject to a dealer’s discount of 50 per 
cent. 


LANTERNS.—Sales show some de- 
crease with stocks being graded down 
for the end of the selling season. 
There is a normal demand for lanterns 
all during the year, but heavier sell- 
ing season is past for this spring. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, $13 per dozen, 
net. 


LAWN MOWERS.—Dealers are look- 
ing over their stocks, and allowing a 
part of their spring orders to go for- 
ward. Sales have not yet started. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia 
Styles A and C lawn mowers at 35-5 
per cent and Style K at 53 per cent 
from lists. 


MILK CANS.—Demand is fair, with 
stocks ample for the call. Prices are 
steady as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5 gal. 
milk cans, $2.60; 8 gal., $3.10 and 10 
gal., $3.20 each, net. 


NAILS.—The market is steady, with 
stocks in fair condition with the deal- 








f.o.b. Twin Cities: Barrel type . 
churns at 35 per cent from lists. awaits the warmer weather, before 
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ers. They apparently are waiting the 
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ur 
of Lawn Fence Sales 


JOU are especially interested in those hardware items which are selling in in- 

creasing volume. Lawn fence is one of those items. The enclosed lawn in towns 

‘and cities is rapidly coming back because it gives privacy, protects grass, flowers 

é and shrubs, and safeguards children from the dangers of the street. Farmers also 
bi are buying more lawn fences. : | 


SupeZinced T awn Fences 


FE will prove a great help to you in getting your full share of the increasing lawn fence 

ae business. They are strong and durable, with many upright wires that keep the 
fence permanently in shape. At the same time they are exceptionally neat and 
distinctive. They are nationally advertised, widely known, and we cooperate with 
merchants in promoting their resale. The bulk of the lawn fence business this season 
will be done during the next. sixty days. We have warehouse stocks conveniently 
located to serve you. Write our nearest office promptly for prices and other infor- 
mation on your requirements of all wire products. 


Pittsburgh Steel Co., Pittsburgh, Pa. 


New York «: Chicago : Memphis - Dallas - San Francisco 
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opening of the building season before 
ordering in any large quantities. It 
should be noted that cement coated 
nails are now packed by count, and 
by 100 lb. kegs also. The price shown 
below is applicable to either count or 


hundredweight, the only difference 
being in the advances. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 


nails at $3.25 keg, base, and cement 
coated wire nails at $2.40 keg, base. 


OIL HEATERS.—Sales_ are fair, 
though still light. The opening of the 
lake season always brings a better de- 


mand. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, $3.66 each, 
and No. 016, nickel polished steel, 
$5.32 each, net. 


OIL STOVES, OVENS AND WATER 
HEATERS.—There is some _ interest 
being shown in oil stoves by the con- 
sumer, though sales are still light. 
Stocks seem to be well filled, with 
prices steady. 





Prices to retailers  f.o.b. Twin 
Cities. 
Oil Cook Stoves 
PERFECTION— 
BOO, Ge BS WUPMOTS. « .cccccccccese $17.50 
UO, GO BS DUPMOTS...ccccccececce Bee 
UO. 26 © DUTMOTB..ccccccocccccce Beene 
No. 75 5 burners............... 39.50 
Perfection dealers’ discount, 30 and 
> per cent on lots of 10 or more: on 
less than 10, 30 per cent. 
oe yy (Improved Model)— 
f |  — Tere $17.50 
Ne ‘3 - in. . cso cdaseees MT 
No. 44 4 burmers............... 28.50 
Puritan discounts same as Perfec- 
tion. 
- ew 1 Prices 
a see nM. |. ccdsdweweus $ 9.50 
No. 212 f nen ease 17.35 
eG. BES BS PWUPMOTR...ccccccocce OS 
No. 214 4 burmers............. 28.00 
No. 215 5 burners............. 30-50 
No. 1102 high shelf only....... 5.25 
No. 1103 high shelf only....... 6,50 
No. 1104 high shelf only....... 8.00 
No. 1105 high shelf only....... 9.75 
With Vitreous Enameled Stove 
Tops and Splash Backs: 
No. 233 3 burners............. $35.50 
No. 244 4 burmers............. 44.50 
Nesco dealers’ discount, 36 and 5 


per cent. 
Oil Ranges 


Nesco Rolo, 5 burners & Oven. .$90.00 


Dealers’ discount, 30 and 5 per 
cent. 
Ovens 
PERFECTION— 
No. 211 1 burner plain door. - $2. a0 
No. 211G 1 burner glass door.... 2. 70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
EE, chelate ween dudinaced 6.15 
Dealers’ discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door.. .$5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
a. ~a +e 1 Prices 
No. 1 burner solid door......$2.00 
No. "E 1 burner glass door. 2.15 
No. 010 1 burner solid door...... 3.50 
No. 101 burner glass door..... 3.75 
No. 020 2 burners solid door.... 4.25 
No. 20 2 burners glass door.... 4.50 
No. 030 2 burners solid door.... 4.90 
No. 30 2 burners glass door.... 5.20 
Dealers’ discount, 30 and 5 per 
cent. 

Water Heaters 
Perfection No. 412............. $40.00 
Perfection No. 121............. 80.00 

Perfection discount, 30 and 5 per 
cent in lots of 10 or more: less than 


10, 30 per cent. 
Wicks, Etc. 


Rockweave wicks, 25c. 

Perfection and Puritan, 
and $48 per gross. 

Discounts same as on 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—De- 


each. 
$4 per doz. 


oil cook 


HARDWARE AGE 


| mand for paint is confined still to that 
used for interior decorating. Auto- 
mobile paint shops are finding that 
business is increasing at a very good 
rate, and retailers see this reflected 
in their sales. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade house 
paints at $2.80 per gallon, in 1 gal- 
lon cans, and white lead in 100 Ib. 
kegs at $14.29 cwt., net. 


PAPER.—There is some call for build- 





ing paper, with stocks ample for 
present demand. Prices have not 
changed. 

We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 2 


25 and 30 Ib. rolls 
at $3.25 ewt., and tarred felt at $3.35 
cwt., net. 


PLANTERS.—Retail sales still are 
very light, awaiting the coming of 
spring rains. Prices have not changed. 
Dealers are ordering in their initial 


stocks. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Acme corn plant- 


ers at $10.25, and Acme potato plant- 
ers at $10.25 per dozen, net. 


PUMPS.—Demand is improving, both 
for quality and quantitv. Stocks are 
being filled for the spring trade. Prices 


show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Dening, No. 440, 
plain spout windmill force pumps, 
f-in. stroke. $6.85: adjustabie stroke, 
$7.50; No. 495, underground discharge 
windmill force, adjustable’ stroke, 
$14.35: No. 415, $14.65; No. 403, hand 
lift, 6-in. stroke. $4.25: No. 182. hand 
lift, 6-in. stroke, 6-ft. set length, 
$5.25 each, net. 

PYREX OVENWARE.—Call 
with stocks ample for the demand. 
Prices have not changed. 

We from jobbers’ stocks, 
f.o.b. Cities: No. 113 casse- 
roles at $1.17: No. 197 casseroles, 
$1.17: No. 202 pie plates, 50c.: No. 
210 pie plates, 67c.;: No. 212 bread 
pans, 60c.: No. 231 utility pans, 67c.; 
No. 12 tea pots, $1.67; No. 24 tea 
pots, $2, and No. 36 tea pots, $2.33 
each, net. 


REGISTERS.—Demand is sstill light, 
with stocks in readiness for spring 





quote 
Twin 














sales. Prices have not changed. 
We uote from jobbers’ stocks, 
f.o.b. win Cities: Wrought steel 


registers at 40 per cent from lists. 
ROPE.—Sales are normal, with stocks 
well assorted. Prices are holding to 
schedule without changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 27%c. Ib. base, and best grade 
sisal rope at 19%c. Ib. base. 


SANDPAPER.—Demand is fair, 
though still light. Stocks are in good 
condition, with prices unchanged. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $6.65 per ream: second 
grade No. 1, $6 per ream, and garnet, 
No. 1, $16.50 per ream. 


SASH CORD AND WEIGHTS.—Call 
is still light, with stocks being held 
down to a low point. Weights are in 
many instances, contracted for for the 
season. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 77c.;: second grade, 41c.; cast 
iron sash weights at $2.10 cwt., net. 


SCREEN DOORS AND WINDOWS.— 
Call for this line in a retail way is 
still in the future, but dealers are pre- 








paring to meet the demand. Prices 
have not been changed. 
from jobbers’ stocks, 


We quote 
’ 
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f.o.b. Twin Cities: Common screen 
doors, 2-8 x 6-8, $1.63 each; fancy, 
2-8 x 6-8, $2.44 each; Sherwood ad- 
justable window screens, 24 in., $6.40, 
and Wabash extension, 24 in., $5.20 
per dozen, net. 
SCREWS.—Sales are showing some 
increase over that of last year. Stocks 
are being filled up for the expected 
spring sales. 

We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 80-10 per cent; flat 
head japanned, 82%-10 per. cent; 
round head blued, 77%-10 per cent; 
flat head brass, 77%-10 per cent, and 
Ae ag head brass, 75-10 per cent from 
ists. 

SOLDER.—Call is light, with stocks 
ample for the demand. Prices are 
steady and strong as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder, 42%4c. lb., and strict- 
ly half and half solder, 41%. Ib. net. 

STEEL SHEETS.—Sales are nominal, 
with stocks well assorted. Prices have 
not changed. 

We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Black steel sheets 
at $4.25 ecwt., base, and galvanized 
steel sheets at $5.35 cwt., base. 

TIN.—Demand is fair, with no changes 
in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities; IC, 20 x 28, 8-Ib. 
coating roofing tin at $15.25 per box, 
and furnace coke tin ICL, 20 x 28, 
at $14.75 per box, net. 


TIRES.—Prospects for tire sales seem 
good. Stocks are heavy enough for 
this time of year, and prices are steady 
as quoted. Hardware dealers are find- 
ing that tires make an excellent aid 
to other sales. 


TORCHES.—Call is still light, but 
with good prospects when spring trade 
opens up. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 
Line, No. 43. qt., $5.76; No. 45. qt., 
$6.53; No. 47, qt., $7. 08: No. 48, at., 


$7.48: No. 49, qt., $8.54; No. 52. qt. 
(flat), $6.96 ‘each. Turner Standard 
line: No. 8, pt., $5.33: No. 14, pt., 
$5.76; No. . at. $6.53; No. 30, at., 
$5.76; No. 39, qt., 


$7.42; No. 105 pt., $4. 88; 
$5.25 each. Turner Fire pots, No. 53, 
7.20: No. 63, $7.97; No. 66, $10.18: 
No. 76, $7.13; No. 34, $8.67 each, net. 


WHEELBARROWS.—Sales are begin- 


ning to show slight improvement. 
Stocks are well filled, and prices 
steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel tray fully 
bolted wheelbarrows, $36.50 dozen; 
No. 2 tubular, $7.33 each, and No. 1, 
garden, $6.25 each net. 


WIRE.—Demand is fair, with stocks 
well Fag Prices have not changed. 


ote from jobbers’ -stocks, 
f.o. _ Twin Cities: Painted cattle 
wire at $3.01 per 80-rod spool; painted 


hog wire at $3.22 per 80- rod spool ; 
galvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.43 per a rod spool; smooth black 
wire No. 9, $3.25 cwt., and galvanized 
smooth wine No. 9, $3.7 cwt. 


WIRE CLOTH.—Dealers are beginning 


to fill out their stocks and place a sell- 
ing stock in view. Prices are steady 


as quoted. 
We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Black painted 


wire cloth, 12 x 12 mesh, $1.90 per 
100 sq. ft., base; alumina, eee 
mesh, $2. 35 per ae sq. ft., base; 
Apex, 14 x 14 mesh, $2.70 per 100 sq. 
ft., base, and 16 x 16 mesh, $3.10 per 
100 sq. 'ft., base. 
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FREE — and already addressed 


to your best customers « these 
distinctive direct mail folders 


These folders are finished in two 
colors and handsomely illustrated 


your store!” 


“With the compliments of 





IVE spring recipes—for delicious 

dishes easily prepared in Pyrex 
ovenware—and a convincing and inter- 
esting message about better results 
in baking will be welcomed by every 
housewife. 


These folders will come directly frcm 
you—with your compliments, and post- 
marked in your own community. 


Yet all you need to do to obtain this 
advertising cooperation is to send us a 


list of your most desirable prospects. 


We will address these folders for you— 

imprint them with your name—and 
send them to you for stamping and 
mailing. 
To give you a better idea of just how 
attractive and effective these folders are, 
and to simplify your supplying the 
names—we’ll send you a sample folder 
and name blanks upon receipt of the 
coupon below. 


Send for a sample folder and name blanks - - Now! 


CORNING GLASS WORKS 

Pyrex Sales Division 

Corning, New York 

Please send a sample of the direct mail folder described in your Hardware Age 
offer, and also blanks for me to fill in with names of my customers. 





[PYREX) 
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These Pictures Tell the Story 








Each one of these cards carries a sales message to your men and women 
customers. They will tie up with any of the lower priced Gillette Razors 
in your stock. 


Send for Display No. 7-HA 





Are You Receiving 


“The Gillette Window”’ 
a monthly publication full of help- Gillette Safety Razor Co. Boston, U. S, A, 


ful ideas. Let us put your name 
on our mailing list. 


LAMSON ~— | wakpwake MAN 
CU 1. L. ERY 
Hotel Teale 


Lamson “Anchor Brand” Cutlery 
is in constant demand by the hotel 
supply trade and leading restau- 
rants, who having tried this brand 
are continually adding to their 
requirements. 

“Anchor Brand” English Beef 
Slicers, French Sabatiers, Cooks’ 
Forks, Carvers, Steak Knives, etc., 
are giving the highest satisfaction 
wherever used. 

Send for Complete Catalog and 
Trade-prices on this widely known 
line. 


Advertising Dept. 

















MACE IN U.S. ay 
\9 





ASSM’T 4100 


Quality 
Since Price $3.< 95 
1837 
LAMSO N & Handsome Display Container and one dozen shears, 6 pairs 


GOODNOW MF G. CO. each—7 and 8 inch. Strong, heavy pattern, bright nickel 


finish. INTRODUCTORY OFFER: Try One Box. 





New York Office—36 Warren St. Eversharp Shear Company 


Boston, 7 Water St. Chicago, 1732 Republic Bldg. 
St. Louis, Victoria Bldg. San Francisco, Wells Fargo Bidg. 2000 Knowlton Street Bridgeport, Conn. 
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MERCHANDISING IDEAS 











Cutlery Selling Hints Dealers 
Have Used 


(| UTLERY and tools have been the 
backbone of the hardware business 
for many years, and the public looks to 
the hardware dealer for merchandise of 
this kind. 

In selling this profit-making line, one 
Wisconsin retailer has samples mounted 
on green silk plush boards about two 
feet long and a foot wide. These are 
so arranged that they can be lifted off 
hooks on the wall and put before the 
customer when a selection is being 
made. 

A Minnesota retailer keeps a small 
special cutlery case attached to one of 
the iron pillars in front of his store, and 
he has materially boosted his sales in 
this way. Another has a sort of sign- 
board filled with pockets or compart- 
ments in which is cutlery covered with 
glass. This is set in front of his store 
and has also helped build sales, 

Other retailers use special cases of 
the revolving kind of those which are 
stationary but which are small enough 
- to be placed on the counters where they 
can be easily seen by prospective buy- 
ers. 





Does Your Average Compare 
with This? 


The average pocket knife sales are 
as follows: 


In ordinary stores, approximately, 


$1.00 each 
In better than ordinary stores, 

$1.15 each 
Serre $1.50 each 
In exceptional stores ....... $2.00 each 


How about the sales in your store? 


Salesman Talks “Grind” 
Pocket Knife Prospects 


RETAIL salesman in a large west- 
ern store has this to say about sell- 
ing high-grade cutlery: 

“Most salesmen are satisfied with 
selling dollar knives. I like to sell 
knives that range in price from three 
to five or six dollars. 

“T talk the ‘grind’ of a knife to my 
grade A customers. A pocket knife has 
just as good a grind story as a hand 
saw has. We all know that a good 
hand saw tapers from tooth to back, 
and frum heel to point; that grinding 
is the real test of a saw maker. Now 
a knife is in the same class. It does 








not taper from the edge to the back, as 
a hand saw does, but just the reverse. 
The wider back throws the shaving out- 
ward and makes it clear, but the same 
effect that is given by the taper of a 
saw at the back is given by the taper 
of a knife blade toward the point. As 
a saw sets into wood, the thick teeth 
lead the way, followed by the thinner 
back. This prevents binding. 

“With a knife, as your blade goes in 








Cutlery Jingle 


Now cutlery in history 

Has played a famous part, 
In tragedy and comedy, 

In science and in art. 


When Samson was a warrior, 
And Delilah was a vamp, 

A razor helped the Philistines 
To take him into camp. 


The ancient use of cutlery 
Was more or less confined 

To cracking heads and butchery 
Of an assorted kind. 


Great duels fought for honor, 


sir, 
And others fought for fame, 
Fill history with glory, sir, 
With vanity and shame. 


But man now carries cutlery 
To clean a finger nail, 

To sharpen pencils, cut a string, 
And open up the mail. 


—C. D. 























you draw it through the work, and as 
you draw the blade the work is carried 
down toward the point. The back of 
the knife gradually thinner the nearer 
you get to the point. 

“T show that this taper in my high- 
grade knives is gradual by using a 
micrometer or a gage. Cheap knives 
are not ground tapering on the back of 
the blades. 

“T show elasticity of the steel. I use 
a magnifying glass on broken pieces 
of steel to show quality.” 





Cutlery Selling Hints for 
Retail Salesmen 


A™ cutlery after being handled and 
fingered should be wiped with a 
perfectly dry chamois leather—the ar- 
ticle being held in the leather in the 
left hand and the blade wiped free of 
any moisture and finger marks with 








the right hand, with the leather held 
between the first finger and thumb, 
the back of the hand resting on th 
side of the second finger. By doing this 
one steadies the article being wiped 
and has better control and is thereby 
less likely to get cut. 





ore purchasers to occasionally 
oil the joints of their pocket 
knives. If dirt, dust or fluff from one’s 
pocket gets between the tang and 
spring, either or both will wear away, 
and in time will cause the blade to 
stick up. In some instances only a por- 
tion of the spring and tang will wear; 
causing a flange on the tang. This will 
force its way between the spring and 
lining and make quite a gap in case of 
pearl scales, causing them to crack. 
If there is the slightest trace of gritti- 
ness or roughness when opening a 
blade, put just a spot of oil, such as 
used for guns or sewing machines, on 
the tang. The effect is marvelous; not 
only will the blade open easier, it will 
“walk and talk” much better, and, most 
important, its life will be lengthened. 
This information, together with hints 
on honing, etc., is printed on many 
manufacturers’ paper wrappings of 
their knives; but I do not think they 
get to the hands of the ultimate pur- 
chasers of the goods, and very seldom 
read by the salespeople. Invariably 
knives are sold from where they are 
displayed and very seldom handed to 
the buyer with the original wrappings 
on. —Arthur Morton. 





New Kitchen Knives 
Protect Fingers 


Designated to the trade as the E-Z 
grip kitchen knives, the F. J. Shevely 
Co., Canton, O., has recently placed on 
the market new knives of this type, 





with a special patented finger pro- 
tector. 

They are designed with extra sharp, 
hand-honed cutting edges, and a double 
bevel edge to permit quicker and easier 
paring and cutting. The clip points 
are especially designed for removing 
potato eyes, apple cores, etc. The blades 
are made of highest quality cutlery 
steel and each blade is scientificaly 
tempered, ground and polished. 
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There are few lines that 
lend themselves so ad- 
mirably to display as cut- 
lery, and in this window 
of the Fiske-Lumdsen 
Hardware Co., Boulder, 
Colo., a large number of 
items are shown without 
any suggestion of crowd- 
ing 


Observations of a Cutlery Salesman 


Small Profitable Cutlery Items 


By John Cassin 


goods in addition to the accepted staple 

items. Several manufacturers are enjoying 
large, profitable volumes of business with very small 
articles, among which are nail clippers, files, tweez- 
ers and kindred goods. 

Aside from the handsome counter display and 
stock cabinets put out by one or two manufacturers 
of manicure goods most of these small items are 
mounted on display cards designed to be placed on 
the top of cutlery cases. As there seems to be a 
growing aversion to placing display cards atop show 
cases it won’t be long before manufacturers of items 
such as fingernail clippers will devise some unusu- 
ally attractive method of displaying their products. 

While there is a steady sale for these small items 
it is nevertheless a fact that many of them are 
“sight sold” articles—the sale is made as the result 
of the customer seeing the goods. Seldom does a 
man deliberately enter a store for the purpose of 
purchasing a nail clipper—he buys it because of the 
display either atop or in cutlery cases. 

Not long ago I received a letter from a manufac- 
turer of nail clippers. This letter is interesting. The 
writer knows his subject and presents it with en- 
thusiasm. It reads as follows: 

“T have read with interest many of your cutlery 
talks. I want to call vour attention to one more 
useful cutlery article which I do not recall having 
seen mentioned. I refer to the fingernail clipper. 
There are a number of excellent brands on the mar- 
ket now, in fact for the past twenty-five years, mil- 
lions have been in constant use. 

“A fingernail clipper is designed to do one job well, 
that is, to clip fingernails to any desired length, 
easily and safely. Often equipped with nail file 
and cleaner, many of these clippers are complete 
pocket manicures. One of the most popular models 


‘De word cutlery covers a large variety of 


has a ring for attaching to the watch chain or key 
ring. It is not unusual to find a nail clipper in con- 
stant use for a period of from fifteen or twenty 
years before it needs replacing. 

“In selling a good nail clipper the dealer builds 
a tremendous amount of good will for himself be- 
cause there is no article of more personal use. 

“The dealer cannot afford to offer for sale any 
but the best grade, for inferior cutting quality in a 
clipper will cause costly returns and general dis- 
satisfaction. 

“If a dozen or so of these useful articles are dis- 
played there is no sales talk required and the dealer 
will probably make an extra thirty-five or fifty cent 
sale in addition to whatever the customer may 
have already purchascd. 

“There are a few standard brands of fingernail 
clippers on the market which afford the dealer a 
liberal profit. A popular priced fingernail clipper 
of known reputation is a profitable item for the 
dealer because 

“1.—It is useful. 

“2.—It represents a small investment in cash and 

display space. 

“3.—It shows a good profit and is a goodwill 

builder. 


“We think too, Mr. Cassin, that American dealers 
should boost American merchandise. Cutlery arti- 
cles of various kinds can be purchased from abroad 
at very attractive prices, but often it has been found 
that American goods slightly higher in price give 
better satisfaction and the dealer can sell with the 
assurance that he has the American manufacturer’s 
guarantee behind him.” 

Since the receipt of this letter I have been inter- 
ested in ascertaining who is getting the nail clip- 
per business and how it is obtained. So-called facts 


Reading matter continued on page 96 
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everstain 


Sanitary Aluminum Handle Cutlery 
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No. W3560S Paring Knife Display 


1 dozen W3560S Paring Knives. 3 inch, swaged, Stainless blades. Patented 
cork-filled Sheet Aluminum handle. Packed in attractive colored, easel- 
back wing display box. 


Sharp as well as Stainless 


THE ONTARIO KNIFE CO. 
FRANKLINVILLE, N. Y., U. S. A. 














4 ' Your 


Cutlery 
Sales 


Display of the Hyco quality line 
is building sales for hardware 
merchants. It will do the same 
for you. Every item bearing the 
Hyco trade mark is a_ kitchen 
necessity that householders need. 


Made in _ stainless or carbon 
steel. Black, white glazed, or 
friction-burnt maple handles. 

Insist upon Hyco. Made by 
manufacturers who have just cele- 
brated their golden anniversary. 


HypE MANUFACTURING 


COMPANY 
Southbridge, Mass., U. S. A. 











CHRADE ()AFETY 
Push Button knife 
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© Kenny 9 a fE ty 
Lock 


Sure to seli on sight. 
Absolutely safe in pocket and in use. 
or convenience you can’t beat it. 
Easily operated with one hand. 
The safety slide locks the button. 
ou can't afford to be without it. 


TRADE IVERLAST INGLY SHARP MARK 
Schrade Cutlery Co, 


Manufacturers of Superior Pocket Knives 
Factories: Walden, N. Y.. Middletown, N. Y. 
Main Office: Walden, N. Y. 

ORDER THROUGH YOUR JOBBER OR DIRECT 








Display Stand 


f VEC With Easel 


for Window or Counter 


















With Orders 
Camopieuy for Vaughan 
Built-in W Quality Kitchen 
UTCRIEN TOOLS "YO Chp’ Tools 


iP _ waruzs 





Vaughan’s new Si- 
lent Salesman is 
the most attractive 
merchandise dis- 
play stand ever pro- 
duced for Kitchen 
Tools. With Easel 
Back, attractive in 
design and color 














combinations; 18 

inches high, 15 

inches wide, it car- 
ries six kitchen 
Tools and sells 
them. 


This display 
stand is a new 
way to sell Kitch- 
en Tools. It will 
ry help cut your sell- 
pea ing cost, thereby 
increasing our 
: profits. It will be 
sent free with orders for Vaughan-Made Kitchen Tools, the 
“No-Chip” Stay-White Handle Line. 

We make perfect Kitchen Tools for you, and help you sell 
them. That’s why Vaughan Kitchen Tools will make friends 
and profits for you. 














Write for Free Samples 


Vaughan Novelty Manufacturing Co. 
3211-3225 Carroll Avenue Chicago, Illinois 
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and figures do not always prove anything—often 
they are the result of indifference, or lack of infor- 
mation—probably both—as I believe to be true of 
the following. 

Of one hundred and sixteen hardware stores, 
twelve had nail clippers where they could be seen. 
Of forty-four drug stores thirty had clippers dis- 
played. Of the forty-two drug and hardware mer- 
chants who displayed clippers, each of whom said 
they sold many, each thought gales the result of dis- 
plays. 

While nail clippers may be a comparatively small 
part of the hardware business, many are sold and 
there is evidently quite an undeveloped market for 
them. It seems to me that notwithstanding that 
most wholesale hardware houses handle and catalog 
clippers I found a very small number (in point of 
percentage) of hardware retailers displaying clip- 
pers in or atop their cutlery cases. It is also inter- 
esting to note that the number of drug retailers 
displaying clippers seems to indicate that the drug 
houses, wholesale as well as retail, are taking an 
interest in the sale of cutlery and kindred items. 

Of course there are good reasons for the retail 
druggist handling goods of this nature. His busi- 
ness probably suffers from cut prices much more 
than the hardware business, so he is receptive to- 
ward items that can be sold by display, especially 
if they pay a fair margin. 

As clippers and all other cutlery items can be sold 
by all hardware retailers it seems to me that the 
best or most important part of a cutlery manufac- 
turer’s advertising or sales expenditure can be made 
the supplying of retail hardware dealers with in- 
formation about their goods. 

While I am a strong believer in the established 
method of distribution — from manufacturer to 
wholesaler to retailer to user—lI realize how diffi- 
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cult it is for the wholesaler’s salesman to do real 
sales justice to all of the thousands of items his 
house handles. 

Manufacturers of articles of merit, especially of 
cutlery, tools and similar goods, are rendering a 
real sales assistance to wholesale salesmen and re- 
tailers when they use the trade journals which reach 
salesmen and retailers to tell about the merits of 
their goods. One salesman and ten retailers sold 
on an item or a line of goods will produce more busi- 
ness than it is reasonable to expect from thousands 
of dollars worth of general publicity. In fact, I 
question the value of genera) publicity unless the 
public’s source of supply — the retailer — is ac- 
quainted with and handles the goods. 

Fully eighty-five per cent of the retailers pur- 
chase their goods from wholesale salesmen and it is 
difficult to reach these factors in distribution ex- 
cept through the business magazines which reach 
and appeal to them. 

Please don’t misconstrue my remarks—I am not 
selling advertising nor am I opposed to consumer 
advertising. I am calling on retail hardware mer- 
chants and talking with jobbers’ salesmen every 
working day of the year. I know they are interested 
in the contents of their business papers, both edi- 
torial and advertising. 

Knowing so many salesmen and retail merchants 
are interested makes me believe that there is a big 
undeveloped market for the products of cutlery, tool 
and manufacturers of kindred goods. 

Cutlery and tools are not like breakfast foods, cig- 
arettes, chewing gum and other mass or even some 
class commodities. An overnight market cannot be 
created by a tremendous splash of publicity. The 
repeat, renewed or replacement business in cutlery 
is not large enough nor frequent enough to warrant 
great general publicity expenditure. 
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Retail Store News 


The information contained in the following items, while com- 
= from sources which we believe to be reliable, have not 
een verified in all instances by ourselves. 

Fay Burgess, of the Burgess Hardware Co., Goodland, Ind., 
has sold out his interest in the store to Brewster Hornbeck 
of Elgin, Ill. 

John C. Doty has sold his half interest in the hardware firm 
of Doty & Williams, at Mulberry, Ind., to his partner. The 
firm will now operate as J. W. Williams & Sons. 

The Strong Hardware Co., Shelbyville, Ind., after 65 years 
of existence, has gone out of business. 

A. DeYoung, Blue Rapids, Kan., has sold his hardware stock 
to Stettnisch & Son. 

D. E. Hollinshead, Thomson, IIl., has sold his hardware and 
implement business to Garrett Bolhouse. 

J. S. and H. F. Miller have purchased the business of the 
Moran Hardware & Implement Co., Wyoming, IIl. 

A. L. Chavalier at Brecksville, Ohio, has sold his hardware 
business to F. G. Carroll, who will continue it under the name 
of the Brecksville Hardware Store. 

Hoppman & Niemeier, Sparta, Wis., hardware and imple- 
ment dealers, have dissolved partnership, F. W. Hoppman 
continuing the hardware business while Wm. Niemeier retains 
the implement stock. 

The Mobridge Hardware Co., Mobridge, S. D., has been con- 
ducting a stock reducing sale preparatory to moving the busi- 
ness to Lemmon, S. D., where it will be continued. 

Plourde Bros. have succeeded to the hardware business of 
F. H. Holle & Sons at Summerset, Wis. 

1. Earensight has recently established a new hardware store 
at the corner of Colorado Street and Samford Avenue, Pasa- 
dena, Cal. 

Alblinder & Kirtz have succeeded to the hardware business 
of Charles King at West Liberty, II 

Arthur Roeper has succeeded to the hardware business of 
August Roeper & Son at Jump River, Wis. 

Guy L. Dickie has plans under way for the early establishment 
of a retail hardware store at Hewitt and Hoyt Avenues, Everett, 
Wash. 

The Strong Hardware Co., at Shelbyville, Ind., is reported 
as planning to discontinue business and close out their stock. 

L. Murphy is reported as having succeeded to the hardware 
business of Dale Lytton & Co., Stillwater, Okla. 

L. Wilson, 1426 Shelburne Street, San Francisco, Cal., is 


planning to discontinue his hardware and crockery business 
in that city. 

William Cruger, 14 Washington Boulevard, Oshkosh, Wis., 
will establish a hardware and furnishing store at the above 
address within a few weeks. 

Seline Hardware & Furniture Co., Ironwood, Mich., has re- 
cently established a new hardware and furniture store in that 
city. 

T. J. Martin has established a new hardware store at Clarks- 
ville, Tenn. 

The Sedgwick Mercantile Co., Sedgwick, Colo., have suc- 
ceeded to the hardware, furniture and general merchandise 
business of Mortimer Johnson in that city. 

The Rittmayer Hardware Co. have acquired the retail hard- 
ware store of C. C, Graham in Glenwood Springs, Colo. 

L. Bernard is reported as having succeeded to the hardware 
business of the H. & H. Hardware & Supply Company at Bur- 
lingame, Cal. 

The Bloomer Hardware & Implement Co., Hollywood, Kan., 
has been acquired and will hereafter be conducted by the 
Standard Hardware Company, of which George Brust and E. 
P. Van Metter are proprietors. 

W. Russell Deis has succeeded to the V. & Odd Hardware 
Store at Carey, Ohio. 

Ellis & Rooney have discontinued their hardware and im- 
plement business at Seneca, Ill. 

W. L. Milliken, in the hardware business at 2420 West Broad 
Street, Columbus, Ohio, has plans under way for the establish- 
ment of a branch store at 2381 Sullivan Avenue, that city. 

Sol R. Milburn and S. Fulks have succeeded to the hardware 
business of Joseph E. Kosman at California, Mo. 

The Orr Hardware Store has been incorporated by G. J. 
000. & Associates at Bismarck, N. Dak., with a capital of 

20,000 

Louls Blanchette, in the hardware and housefurnishing busi- 
ness on Main Street at West Warwick, R. I., is reported as 
planning to discontinue business within the next month. 

David Saxe, Mount Union, Pa., will add a new line of house- 
furnishings in the near future. 

George F. Searles & Son Hardware Co., 59 Church Street, 
Whitinsville, Mass., announces the death of Frank J. Searles, 
owner of the store. 

Samuel C. Klein, who is in the ere, one paint business at 
640 West Baltimore St., Baltimore, Md., reported as having 
filed a petition in bankruptcy with tiabilitis of $3,733 and 
assets of $2,186. 
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NGERS’ Paper Hangers’ Knife 





Robert Murphy’s Sons Co. 
Ayer, Mass. 











Get an ‘‘Edge’’ on Sales! 


Dealers are doing it with the Dazey 
“Sharpit.””’ It puts a keen edge on any- 
th ives, agissors, sickles, tools. A 
quick and ready seller—and a profit 


producer. 
DAZEY CHURN & 
MFG. CO. 
4301 Warne Ave. 
St. Louis, Mo. 


















SEYMOUR sige PRUNING SHEARS 


A Full and Complete 

Line of Pruning Shears 

and Tree Pruners. 
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Vineyard — 


nufactured 
SEYMOUR SMITH ‘* SON inc. Oakville, Conn. 
Sales Representatives: John H. Graham + Co., 113 Chambers 8t., New York. 











Watch the Weekly Market Reports 


in this paper and you'll buy Hardware right. 
Remember money saved at the buying end is as 
good as moncy made at the selling end. 














Known as Reliable for 
over Fifty Years 





The bobbed hair fad is at its peak 
—take advantage of it. 


Priest’s Tiger and Shaver are 
ideal for keeping the cropped hair 
short. The daintiness and light 
weight of these clippers always at- 


tract women customers. 


Remember Priest quality and 
service are back of every clipper 


AMERICAN SHEARER MFG. CO. 


NASHUA, N. H. 
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Favorite Stove Now Offers 
Series 35 Gas Ranges 


The Favorite Stove and Range Co., 
Piqua, Ohio, now offers the trade the 
new 35 series of gas ranges made in 
four finishes, which are all white porce- 
lain, gray and white porcelain, semi- 
porcelain and black lustro enamel with 
six-piece porcelain trim. These ranges 
are furnished in 16 and 18 in. oven 
sizes, with or without the automatic 
regulator. 

Among the features found on this 
line of ranges is the one-piece patented 
Star burner, said to offer a maximum 
of heat with economy of fuel, the cast 
iron oven bottom designed to insure 
even temperature in all parts of the 
oven. The gray iron construction of 








the main front for rigidity and strength 
and the rounded and smooth edges and 
corners where the steel body is fitted 
in. The last feature eliminates dirt 
catching corners and recesses, provid- 
ing instead a surface which is easily 
kept clean, attractive and sanitary, 
says the manufacturer. The oven and 
broiler doors are recessed into the gray 
iron frame. The cushion door panels 
are piaced in the front frame and form 
a smooth-rounded surface. 

The Favorite 35 series ranges have 
utility drawers beneath the cooking top, 
the base band is eliminated and the 
baking oven 20 in. deep and 13 in. high. 
The utility drawers made of rust-proof 
resisting steel is useful and convenient 
as a place for cutlery, utensils and 
other incidental cooking equipment. 

The cut away cast iron oven bottom 
has a protecting pad of asbestos and 
steel which is said to have an ability to 








reach 500 degrees of heat in 10 min- 
utes from a cold start. The interior 
linings are made of heavy, non-cor- 
rosive, rust-resisting steel, die-cut to 
form a perfect joint, where the oven 
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sides and walls join. The rack supports 
are made integral with the side linings 
die formed into a smooth, rounded sup- 
port, so placed that the racks will not 
tilt when drawn forward. 





Heavy Duty Power Drive 
Machine 


The Beaver Power Drive, manufac- 
tured by the Borden Co., Warren, Ohio, 
has been designed to cut, rim and 
thread pipe of various sizes in the 
quickest possible time. It will cut, rim 
and thread pipe and make-up fittings 





right in the machine itself. A special 
feature of its construction is that the 
pipe revolves and the tools are at a 
standstill. 

The machine has a range of pipe 
widths from one-half to two inches, 
which can be increased to care for six- 
inch pipe with the use of a universal 
shaft. 


New Irwin Auger Bit Set 


The Irwin Auger Bit Co., Wilming- 
ton, Ohio, has recently announced a 
new set of auger bits. It is a small set 
designed to appeal to the home owner 
and the handy man. The bits included 








in the set are the company’s regular 
quality. 

The Reambor is a new tool of Irwin 
design, very handy for starting screws, 
boring small holes and many similar 
uses. The bits include one each of 
sizes 4, 6, 8 and 12/16th. This range 
of sizes satisfactorily meets most all 
the requirements of home or farm, 
either for repairing or new work. 

’ 
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Lane Joist Hangers Now 
on Market 


The Lane Joist Hanger Co., 3612 
O’Donnell Street, Baltimore, Md., has 
placed on the market Lane Joist and 
Timber Hangers, which may be used 
wherever a joist of any size abuts its 
support. These are made in four 
models. 

Lane hangers are made from soft 
steel bars of a quality specially adapted 
to this use. The material being uniform 
in cross section the hanger is of equal 
tensile strength throughout. 

Broad bearing surfaces are provided 
proportionate to the size of timbers, 
for the stock being folded in the manu- 
facture—not twisted or stretched—the 
width of the material is suited to the 
other dimensions of the hanger. 

Square supporting arms and sufficient 
nailing surfaces are provided. 

“B” hangers are adapted for setting 
in brick wall. Arms are usually ex- 
tended in wall the width of one brick 
for light hangers or the width of two 
for large ones. The arms being square 
the strains are direct. Ends one inch 
high. Hangers shorter than depth of 





Style “A” Lane Hanger 


joist are sometimes used, as 2 x 8 hang- 
ers for 2 x 12 joist. 

, \D” hangers are made to hook over 
wooden beams, steel I-beams and con- 
crete blocks. For wood they have spike 
holes in the hooks as well as in the 
arms. Spiking the hooks adds greatly 
to the stability. 

When used on I-beams the hooks 
are clinched under the flange after the 
hangers are in place. Hooks are one 
inch long for hangers made of one- 
eighth thick stock and one and one- 
quarter long if heavier. 

In “Double” hangers, the supporting 
arms, which extend squarely across the 
beams, are riveted directly together if 
width of beams is eight inches or less. 

When the supporting beam is wider 
than eight inches, unless otherwise 
specified, the hanger arms are riveted 
on top of a bar of equal size material. 

In either case there is double thick- 
ness of stock over the edges of the sup- 
porting beam, avoiding tendency to 
crush wooden beams under heavy load 
at this point. 

Style “A” hangers are carried in 
stock. All others made to each par- 
ticular requirement and shipped with- 
in a few days from receipt of order. 


Reading matter continued on page 100 
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"It Works 
Both Ways- 


When he says Starrett 
you recognize that he 
knows tools: when you 
recommend Starrett, he | 
realizes that you’re offer- 
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ing him a tool that’s the | 
equal of any and the 
superior of most tools 
for the purpose for 
which it was made. 

The sale of a Starrett Tool 


invariably and inevitably 
pleases both the buyer and 

















the seller. 


THE L.S. STARRETT CO. 


World’s Greatest Toolmakers 





Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 


ATHOL, MASS. 





9031 








Sell Starrett Tools 





Experience writes the speci- 
fications for Hollow Screws. 
Your customers don't care 
about theories. 


All makes, all styles of Hollow 
Screws have had their years of 
test. [ime has settled the mer- 
its of socket-design and fabri- 
cating process. 


Today's chief “‘argument”’ for 
ALLEN Screws 1s found in most 
all machinery in all industries. 
It’s found in the fact that the 
machinery runs without break- 
down from hollow screws. 


Cold-drawn sockets, 30% 
greater strength. Clean, true 
hexagon holes; firmest leverage 
for the wrench. Special-anal- 
ysis alloy steel; special heat- 
treating for different-style points 
and diameters. 


Experience has written the spe- 
cifications; we fill them for you. 


our yarowa) e 
(atalof} Buyers 
in | @talo 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 
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New Moonlight Fishing 
Equipment 


The new bass seeker series designed 
and manufactured by the Moonlight 
Bait Co., Paw Paw, Mich, is destined 
to be one of the most popular baits of 
the season. This style of bait is always 
very popular and the new bass seeker 
series has been tried out in the testing 
ponds of the company and they are 
satisfied with its action both for cast- 
ing and retrieving qualities. 

It is finished in the six standard col- 





ors of yellow, green scale, red head, 
gold scale, white and yellow perch. 
The 99% Weedless manufactured by 
the company is one of the most popular 
weedless baits sold. One of the fav- 
orite tests of the Moonlight Bait Co. 
for the demonstration of this bait is 
pulling it through a hedge of lilac 
bushes that decorate the grounds of 
the plant, and a great many letters 





of enthusiastic testimonials have been 
received showing splendid catches. This 
bait is put out in six colors: Greens, 
blacks, whites and red and whites. 

The Moonlight Special Six assort- 
ment for fresh water fishing is one of 
the most practical assortments of the 
season. All the baits of the assortment 
have been tried and have resulted in 
a great many enthusiastic testimonial! 





letters. They meet practically any 
fresh water fishing requirements and 
the blue box makes a very convenient 
carrier. 

The company through its patented 
process has at last been able to put 
permanent colors on shell baits, as 
shown by the Wobble Boy. This is be- 
lieved to be a very remarkable feature 
and the only bait in the country of 
this nature in which the colors will 
remain. Now they have eliminated the 


~<a 


old trouble common to ordinary shell 
baits of having the color washed off 
after the first day’s casting, making 
the new permanent colored bait ex- 
tremely popular. 

The solid steel rod is one of the lead- 
ing rod features of the season. The 
flexible yet interrupted action of the 
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finely tempered thin blade gives a new 
thrill in casting. One fine feature about 
these rods is that they are unbreakable 
and will not set when flexed. 

The fittings, guides and handles are 





equal in quality and workmanship to 
that of the finely wrought blade. There 
is a choice of 3, 4 and 4% ft. lengths 
over all with removable drop or 
straight reel seats. The finish of the 
blades is either polished or black nickel, 
and the dropped seat handles are of 
matched aluminum. 





Ingenious Device Keeps 
Lawns Free of Weeds 


Rid-O-Weed is the name of an in- 
genious device recently placed on the 
market by the B. & J. Mfg. Co., maker 
of the well-known B. & J. sprinklers, 
Springfield, Ohio. The Rid-O-Weed is 
designed for pulling up weeds by the 
roots with a minimum of time and 
effort. In operation, the open blades 
are piaced over the center of the root, 
pressed into the ground, when the 


blades are closed by the device on the 
handle and the entire weed easily re- 
moved. 

With this device it is easy to rid a 
lawn completely of dandelions and 
other weed pests that are continually 
crowding out grass, without the back- 
ache usually attendant upon this task. 
Rid-O-Weed should prove a popular 
device with householders, inasmuch as 
it leaves no disfiguring hole in the 
lawn and will not tire the operator. 


New Body Makers’ 
“C” Clamps ! 


J. H. Williams & Co., Buffalo, N. Y., 
has announced a new line of “C” 
clamps, designed especially for body 
makers’ use. 











They are drop-forged from an un- 
usually strong special steel and are 
heat treated for maximum stiffness. The 
throat is deep, giving ample clearance. 

The screws are drop-forged in one 
piece, with no handle or wings to 
loosen, and provide a firm solid lever, 
recessed and rounded for easy hand 
grip. They are threaded especially 
for strength and rapid adjustment. 
Swivels are provided on all sizes. 

Made in capacities from 4 in. to 10 
in. for use in the various wood and 
metal manufacturing fields. 
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Hoppe’s Gun Grease Now 


in Carton Form 


Frank A. Hoppe, Inc., 2314 North 
Eighth Street, Philadelphia, Pa., has 
announced the marketing of its Hoppe’s 
gun grease in a convenient carton 
form, attractively packed, with a dis- 
play top. 

In its new form, this product can 
now be displayed on a dealer’s counter 
or case as a silent salesman. 

Hoppe’s gun grease is made of high 




















grade ingredients for the special pur- 
pose of preserving the bore, rifling bar- 
rel and lock mechanism of guns, rifles, 
pistols and revolvers, and will keep 
them indefinitely clean, bright and 
rustless. 


New Teddy Soldier 


The Ted Toylers, Inc., New Bedford, 
Mass., has announced its Teddy Sol- 
dier, a bright little wooden soldier toy 
that steps off like a regular on parade. 






A special feature of this toy is its 
funny kicking leg action, which is 
stressed as a source of great amuse- 
ment for the little tots.. 

It is 10 in. in height and 6% in. long. 
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WOOD AND 


SAND’S %0024ND LEVELS 


SAND’S LEVELS TELL THE TRUTH 
(C1 eL___© JJ 


— 


Sand Stands by His LEVELS 


Masons’ or Carpenters’ Level don’t hesitate to guarantee 























When you sell a Sand’s 
its absclute accuracy. 


Sand stands by his LEVELS and authorizes every dealer to do the same. 


Permanent factory built-in accuracy and the high standard of precision and in- 
spection tests employed at the Sand’s factory make it practically impossible for an 
imperfect or inaccurate Sand’s Level to ever pass out. 


Quality alone would sell Sand’s Levels, but Sand keeps up the demand by con- 
tinuing to advertise them in papers mechanics read. The dealer benefits. 


Write for latest Circulars and Price List. 


Sand’s Level & Tool Co., 8629 Gratiot Ave., Detroit, Mich. 




















A Gripping Story of 
A Good File Handle 
“Skroo-Zon” Handle Cuts Its Own Thread 








Cannot come off 


FILE CAN BE USED TO LAST INCH 








The perfection of a new file handle, a decided improve- 
ment, promoting Safety, Efficiency and Economy—giving 
to the mechanic the assurance of confidence and protec- 
tion—and an absolutely perfect handle. Threading and 
gripping in one operation. 


The features shown are briefly described: 


The threading die readily adjusts itself to, and grips 
a tang of any shape, cutting a thread as tang is screwed 
on, holding tool until replaced by another. Prevents 
slipping and wabbling. 


Jobbers and Dealers are requested to write us for 
Your customers will be pleased 


prices and details. 


Retail Prices: 
15c. to 25c. 


Skroo-Zon Handles 


to know of this improved handle. 
you can sell a Skroo-Zon. 
Packed in Single sizes of One Dozen or On Spe- 
cial Display Assortments for Dealer. 

are guaranteed for ONE 


Thread can be cut on any tapered shank. The process 
is the same on soldering irons, bearing scrapers, chisels, 


Special ferrule is made of heavy steel to withstand con- 
stant driving against vise and acts as a guard for the 
fingers and knuckles of the operator. This permits a 
long full stroke assuring better efficiency and saving a 
cost on files. 

The wood handle is selected, moisture absorbing and 
carefully shaped to fit the hand. It cannot split. The 
tang is held firmly in the hollow bore and never engages 
the wood. 


Margin of Profit: 
50% on Your 


Investment 


If you sell tools, 


“IT SCREWS ON” 


YEAR from date of purchase. 


Shank After Thread Is Cut 


Threading Die 








Special Heavy Steel Ferrule 


Made by the 


Safety Tool Corp. 


Watertown 
N. Y. 
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Genuine Armstrong 
Advertising Sends 
Them To YOU 
































Armstrong advertising is covering practi- 
cally every field that uses pipe tools. It is 
successfully telling mechanics to: “Buy 
from YOU instead of us.” 

We want you dealers who sell GENUINE 
ARMSTRONG PIPE TOOLS to get the 
benefit from our advertising and increase 
your Sales. 


We'll do our part by continuing to send cus- 
tomers to YOU and will always make 
GENUINE ARMSTRONG PIPE 
TOOLS the best obtainable. Your Jobber 
will do his part by filling your orders 
promptly. Let us all cooperate. 


Keep well supplied 
The Armstrong Mfg. Co. 


Our Only Addresses 


Main Office: and Factory, Bridgeport, Conn. 
New York Office, 101 Lafayette St. 









ARM RONG” 


STOCKS , DIES , WATER,GAS “> STEAM FITTERS’ 
TOOLS AND THREADING MACHINES 
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Lawn Fences Carry a Nice Margin 


of Profit 


(Continued from page 42) 





OOTOTSNREDATASOCTRTON EEN AAGGA LETC OREEERCCSUUCCCOGC CERT ECERRGGpOteaOate 


conservative to place the figure at $4,000,000. Even 
this total of lawn fence business, concentrated as it is 
among the comparatively few merchants who seek it, 
is a most desirable addition to the gross sales of the 
individual stores who share it, and there is little 
doubt that it will be doubled within a very short time. 


Hardware Merchaii on Threshold 


I do not share the views of some of the alarmists 
who seem to think that hardware stores are facing 
certain competition which will result in their be- 
coming less of a factor in retail sales. On the con- 
trary, there are many things in the present status 
and trend of merchandising which indicate to me that 
the hardware merchant stands on the threshold of 
an era of far greater service to his community than 
has ever been his privilege before. Those who cross 
this threshold and enter into this greater usefulness 
must, of course, keep abreast of the times and must 
carry the merchandise and give the service which their 
trade desires. While lawn fence is only one of many 
items which are to have increased sale in the hard- 
ware store, it is one of the items which customers 
will expect to find in the store that renders a complete 
hardware service. 





This Much I Know 


By James McChesney Prickett) 
(A Hardware Salesman) 


This much I know, 
If I keep faith with fellowman while journeying here, 
On this terrestrial sphere that too will fade, 
And I hold truth and honor above the questioned gain, 
Somehow, someway, I know I’ll make the grade, 
This much I know. 


This much I know, 
If e’er I try to keep my name unstained— 
Unsoiled my hands by grasping tainted gold, 
Though tossed by waves on life’s tempestous seas, 
Some driftwood in the tide I’ll find to hold. 
This much I know. 


This much I know, 
If a bit of sunshine here and there I spread, 
By kindly deeds though be they e’er so small, 
There will come to me sometime in darkened hour, 
A clasping hand that will not let me fall, 
This much I know. 


This much I know, 

If He who marks the flight—the sparrow’s fall, 
Knowing too our failings—though unworthy be, 
If we have faith, there’ll be a light upon the bark, 

And harps will play: “We welcome thee!” 


This much I know! 
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California Convention Report 
(Continued from page 54) 





personality, cut prices, lack of capital, excessive over- 
head, bad accounts, labor difficulties, improperly sup- 
ported advertising, failure to take legitimate profit, 
poor accounting, over buying, too much service, re- 
turned goods, slow stock turn, etc. 

“The day when a man could start in business for 
himself on the proverbial shoe string is past,” Mr. 
Gamble declared. “This is an era of economic con- 
solidation, of big business mergers, and of large capi- 
tal risks. The man who goes into business for him- 
self today needs capital in back of him, and unless he 
has it he is going to find it difficult to keep his head 
above water.” He advised his hearers to “pay more 
attention to the financial end of business,” and to 
consult the banker more frequently. 


Advertising Ahead of Selling 


Mr. Gamble also spoke at length about the necessity, 
today, of the retailer “ ‘cashing in’ more on national 
advertising, which,” he said, “is infinitely more effec- 
tive and much more advanced in technic than personal 
selling. The brains in the merchandising field today 
are to be found in the advertising end of business.” 
Additional remarks made by the speaker will be pub- 
lished in subsequent issues of HARDWARE AGE, as 
present space limitations prevent the publication of 
anything but the highlights. 

In concluding Mr. Gamble stated that 90 per cent of 
all the merchandise in the United States is sold by 
an appeal to the emotions rather than to the judgment 
of the buyer. Price, he said, is not a primary con- 
sideration of the American buying public today. 

Speaking on the problems of 1926, George H. Eber- 
hard, San Francisco, predicted that chain stores will 
continue to increase in number and to expand geo- 
graphically for sometime to come, although, he said 























Right around you are a surprising 


that he believed the increasing number of smaller number of families who will buy a re- 
chains would not be able to compete successfully with frigerator for the first time this spring. 
the larger ones because the capital investment re- 

quired to successfully operate chain stores is neces- Why don’t you go after your share 
sarily large, and must be kept in a liquid state as of that business ? 


much as possible. 


Other hardware dealers find the 
Challenge one of their most profitable 
lines. 


Chain Stores Increasing 


“The chain store idea,” he said, “‘is the most modern 
method of merchandising, and it is showing tremend- 
ous growth. It is obvious that where a retail store 
can purchase its goods at prices which eliminate the 
wholesalers’ overhead and profit it can undersell the 
store, which on account of smaller purchasing power, if you hurry. 
cannot buy so advantageously. The chain stores 
through their combined purchasing power can build 
up a large volume of sales by selling standard goods 
at prices lower than the independent retail store. 
This is the secret of their success. 

“The public is not familiar with the almost unbe- CHALLENGE REFRIGERATOR CO. 
lievable strides being made by this type of merchan- 
dising organization. Railroad, public utility and va- 
rious industries are constantly being analyzed for the One of the oldest refrigerator manufacturers making 
public, but the type of organization which is making cnet theta toe 
the most startling progress has been more or less 
neglected by the financial writers. 


You’ve just about time to get in a 
stock before they commence to buy, 


Write us, or your jobber. 





Grand Haven, Michigan 
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The Fastest Selling 
Marine Glues 
Ever Known 


Dealers who stock and display Jeffery’s Waterproof 
Marine Glues know they will SELL as soon as 
shown, because every boat owner who has ever re- 
paired a leaky boat with 


JEFFERY’S 


Waterproof Marine Glues 


tells his boating friends that he’s never troubled with 
leaks any more. Jeffery’s waterproofs a boat to 
STAY permanently water-tight, is easily applied, 
covers thoroughly and is continually in demand be- 
cause nationally advertised in all leading boat pub- 
lications. 


We help every Dealer in making sales and increas- 
ing profits. Your Jobber will supply you. 
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“Everyone is familiar with F. W. Woolworth Co., 
which operates 1423 stores in all parts of the United 
States. The chain has been constantly extended until 
the volume of sales in 1925 was over $239,000,000, 
with profits of $24,600,000, which is 1100 per cent 
greater than profits of 1906. 

“The greatest development naturally has occurred 
in the States where population is the densest. For 
instance, in’. New York and Philadelphia chain grocers 
handle two-thirds of the total food distribution as 
compared with 10 per cent in 1914. The Great Atlantic 
& Pacific Tea Co. operates 12,000 retail grocery stores 
throughout the eastern part of the country. The gross 
sales of this company in 1925 were $353,093,000, upon 
which sales the company made a net profit of $11,564,- 
000. An idea of the volume of business done by this 
company can be gained from the fact that its gross 
sales are larger than the combined sales of Woolworth 
and S. S. Kresge, and double the sales of Montgomery 
Ward.” 

Talking on the analysis of business reports, H. L. 
Boyd, Los Angeles, secretary-treasurer of the South- 
ern California Hardware Association, said that not 
enough has been said about liquid profits by those who 
talk and write of merchandising. He warned against 
confusing paper profits with actual profits. Mr. Boyd’s 
address was somewhat detailed, and will be published 
in full in a subsequent issue of HARDWARE AGE. 


Mail Order Competition 


Speaking about mail order competition, he said that 
it is only successful in towns that have poor newspa- 
pers, poor merchants, and poor commercial organiza- 
tions. Newspaper advertising tells the story of the 
progressiveness of the local merchants in any given 
town, he said. “The argument that people should 
support you because you live in the town, because you 
pay taxes, etc.,” he declared, “is the most ineffective 
argument a merchant could use. It is the wail of the 
weakling. Tell the truth about what you have to sell, 
shout it from the house tops, let people know that you 
are in business and on the job, and you won’t have to 
worry so much about mail order competition. Tell 
the people what you’ve got, you buy it for them.” 

John W. Gamble at the closing session spoke of the 
necessity of the retailer in the present scheme of dis- 
tribution and quoted from the Congressional Report 
on Distribution prepared by a committee of the Sixty- 
seventh Congress under the chairmanship of former 
Representative Sidney Anderson of Minnesota. Mr. 
Gamble urged retailers to do more advertising, to make 
more use of window displays, and to adopt more ag- 
gressive and modern selling methods. 

In the resolutions adopted the retailers of Southern 
California went on record against an increase in first 
class mail rates, and instructed the secretary to make 
arrangements with jobbers to invoice all merchandise 
on the unit basis. 

The place of meeting for the semi-annual meeting 
on Labor Day is San Pedro, Cal. 

The election of officers resulted as follows: Fred M. 
Gazley, San Diego, president; John Davis, Los An- 
geles, first vice-president; F. E. Hendershot, Pasade- 
na, second vice-president; H. L. Boyd, Los Angeles, 
secretary-treasurer. 
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Geo. Churchill Stuck to 
Main Street 


(Continued from page 45) 





““*What size riddle do you use on this machine for 
rye?’ he asked. 

“A riddle on a threshing machine is a sieve that 
shakes back and forth and let the grain sift through 
but keeps back the big lumps of foreign matter. But 
I had never heard of a riddle till that minute, so I 
didn’t ‘hear’ John’s question. 

“He asked it again a little later. Still I didn’t hear 
him. But I was keeping my eyes and ears open, and 
I managed to figure out what a riddle was. So when 
he asked me a third time, I said: 

“*What size riddle to you suppose you use? A rid- 
dle is a standard size, as you ought to know, and its 
the same for all machines. 

“That passed muster all right. But pretty soon John 
asked another one I couldn’t answer. 

““How many pounds of steam do you get up?’ he 
said. 

““Don’t ask me such silly questions!’ I snapped. 
‘You know how much steam to carry as well as I do.’ 

“He looked a little foolish, maybe, but he didn’t get 
mad and he didn’t find out, either then or later, that 
I had no idea whether to carry fifty or five hundred 
pounds! 

“The next time Bill Main saw John Hill, he asked 
if I seemed to understand threshing machines. John 
looked a little puzzled. 

** ‘Well,’ he said, ‘J did all the work. But if he didn’t 
know how to do it too, he never opened his mouth!’ 

“After that I went as an ‘expert’ on a good many 
jobs. The very first reaper I ever saw was one that 
wouldn’t work, and I was sent to fix it. Somehow, the 
farmer and I got it to work. The big things I learned 
in all this was to keep my mouth shut if I didn’t know, 
keep learning, and speak positively when the time 
came. A bluff is good only if you can back it up. 

“Bill and I closed out our partnership after three 
years and a half. We had made money. There was a 
balance of about thirty thousand dollars in book ac- 
counts. The profit on these—according to our ar- 
rangement—belonged half to Bill and half to me. I 
suggested that we divide the accounts equally, he 
taking the best ones for his share and I the poorest 
ones, and then we would both go out and collect as 
much as we could. We did this. We finally got to 
where there were only about six hundred dollars of the 
very poorest accounts left. 

“ ‘Let’s flip a penny,’ I said. 
rest are yours; tails, mine.’ 

“Bill agreed. We tossed a penny and it rolled under 
the bookcase. 

“ ‘We'll never let that go!” Bill said. 

‘‘We took out all the books and moved the case. The 
penny lay tails up, and the accounts were mine! 

“We set to work to get in the cash. Out of the thirty 
thousand, we failed to collect only etghtu-nine dollars. 
With the system of trusting people that Bill had taught 


‘If it comes heads, the 
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in every Showing 


Ve 


VERY demonstration of the 

New All-Steel Everedy Cap- 
per should mean a sale. And you 
know easy selling brings quick 
turnover with more profit. 


A powerfully built capper with 
wearing parts of high carbon steel. 
Nothing else just like it on the 
market. Stands the wear of quan- 
tity bottling. 

ur national advertising is telling the 
housewives of the country how they can 
cap their bottles of home-made Grape 
Juice, Hires’ Rootbeer and Ginger Ale 
easily and quickly with the Everedy 
Capper. 


EVEREDY All-Steel CAPPERS 


Retails at 


No. 100—Special. Plain base, plain handle, $1.25 
No. 100S—Special. Plain base, spring 


I FE ical ss nck 0a ed eae 06 anew 1.50 
No. 101—Padded base, plain handle...... 1.50 
No. 101S—-Padded base, spring handle lift, 1.75 


Our Dealer Service is Complete 


Send for Free Cut Sheet and other aids to quick selling 


THE EVEREDY COMPANY 
FREDERICK, MD. 


Manufacturers of the EVEREDY Strainer Set 
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An Excuse for Unfair Dealing Which Will Not Hold Water 


S showing the lack of accurate information about 
the everyday legal affairs of business men. read 
this from an Atlantic City, N. J., correspondent: 

I think I read some time ago something about the 
U. S. Supreme Court settling the question whether or 
not a merchant was compelled to sell his goods against 
his wishes to anyone that demanded the same. I would 
like to get what information I could on this subject 
and would appreciate your advice on the same. 

We have another problem. A manufacturer we 
have been representing for a good many years has 
just sold a contractor direct several carloads of ma- 
terial on the dealer basis. They did this on the quiet 
and it is our opinion they hoped to get away with it, 
but we have just found out the circumstances and 
when we confronted the representatives of the man- 
ufacturer with these facts they admitted selling the 
contractor on dealer basis, without consulting any 
dealer in the district. 

They offered the following novel excuse. They con- 
tended that when they quoted the contactor they used 
contractors’ price, but the customer proved to them 
that under the law, inasmuch as they have already 
quoted a party they were compelled to sell that party 
at the lowest price they were selling anyone in the 
same territory. Therefore they were compelled to bill 
it at their lowest price, which of course, is the dealers’ 
price. 


Any information you may give us on the above 
points will be greatly appreciated. 

D. D. S. 

It is astonishing how rife the idea is that a seller 
of merchandise must sell anybody who presents him- 
self with the money or agrees to the terms. There 
is plenty of court authority for the contrary position. 
Nobody can be more independent than the seller who 
has no monopoly. He can go to the absolute limit in 
choosing his customers—he can even refuse to sell 
anybody but cross-eyed buyers if he wants to, and 
there isn’t a soul on earth than can object to it. 

The next question is, must the seller who does sell 
two or more buyers in the same territory, sell them 
all at the lowest price made to any? He need not. 
No court has ever attempted to curtail the right of a 
private seller, who is neither a public utility nor a 
monopoly, to handle his business as he sees fit, charg- 
ing one man a dollar, the next a dollar and a quarter 
and the next five dollars, if you please. Naturally the 
thing must not be tainted with fraud in any way, but 
short of that a seller can have a different price for 
every customer, if he wants to. The law forbids that 
only (1), when it is done in interstate commerce, and 
(2), where it is done in the interest of monopoly. 

I have known quite a number of manufacturers, or 


(Continued on page 108) 











Cuts all makes of flat as well 
as cylinder or paracentric keys 


Philadelphia Boston 






You Can Cut Any Key in 
Less Than A Minute With A 
Segal Rectifying Key-Cutter 


Equipped with the Segal 800 you can turn 
out any key, Yale, Sargent, Corbin, Russ- 
win, offset keys and even freak keys while 
your customer waits. This kind of ser- 
vice yields not only a good profit—but 
the best kind of advertising for your 
store—advertising that will bring more 
profts. This speedy key service will 
attract new customers—not only to buy 
keys, but other things as well. 


The best feature of all, is that any boy 
can operate the Segal, the overhead is 
practically nothing. 


Other hardware dealers are making a 
tidy profit. You can do as well. Send 
for details. 


Booklet on request 


Cleveland 


Detroit Chicago Los Angeles 
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Sales Are Waiting in Your Town 
for Red-E Power Lawn Mowers — 


Wherever there is a good-sized, well-kept Jawn there is an 
opportunity to sell a Red-E Power Lawn Mower. Home 
owners, public parks, cemeteries, and golf associations are 











A Few all prospects. There are hundreds of sales waiting in every 
Red-E Features locality—in your town—for Red-E Power Mowers—Red-I: 
Patented handle-grip . P 

cluteh control. in preference to ordinary power mowers, because of the many 
Spring-cushioned, vibra- . : . is 

tionless handle. advanced features found in this better mower. Write for 
Motor air cleaner. ae ; : < ° cin 
Non-clogging _ reel. descriptive literature and details ot our selling proposition. 
Protected gas and oil ; 


reservoirs, 


Handle adjustable to R ] t C 
height of operator. -E M g. Oo. 


Differential wheel action. 


ee. Se Se bet 372 Davidson St., Milwaukee, Wis. 


Meet us at the National Golf Show, Chicago, April 
i) 6 to 10, inclusive, and inspect the Red-E Mower. 


POWER 
LAWN 
MOWERS 
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This “Different” Stove 
will appeal to your Trade 


ERE’S an oil stove different than the usual 

type. Instead of just one row of cooking 

holes, the Everite Triplex has two, but only one 
set of burners. 











One burner heats two cooking holes, resulting in 
double cooking capacity without increased oil 
consumption. 


This style is just one of the many distinctive 
Everite Oil Cook Stoves. No other line offers 
such a combination of styles and types. 





Write today for complete data. 
THE GLOBE MACHINE & STAMPING CO. 


1207 W. 76th Street CLEVELAND, OHIO 


EVERITE Oil Cook Stoves 
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UNION Dish Drainers are needed in every home. 
They are a quality product designed for practical 
sanitary every day use. You will find them profitable 
items. 

They are made right of heavy wire, Electrically- 
Welded throughout and very attractive in their 
bright, pleasing retinned finish. 





eT 
WS-50 Dish Drainer 
The WS-50 Round Dish Drainer is the one that had a rec- 


ord sale last year. 











WS-67 Dish Drainer 


The WS-67 is another popular priced style that is in great 
demand. 

The WS-75 Dish Drainer is a rapid seller at 75 cents with a 
liberal profit. 

We make a complete line of Dish Drainers in All Styles and 
Sizes to retail from 20 cents to $2.00 each. 











WS-75 
Dish Drainer | 


Ask Your Jobber or Write for Prices | 


Union Steel Products Co. 


Department 27 


Albion, Michigan, U. S. A. 
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An Excuse for Unfair Dealing 


(Continued from page 106) 





wholesalers who, wishing to compete with their own 
customers by selling over their heads, have excused 
themselves on the same ground, viz.: ‘““We don’t want 
to sell these people, but when they come at us with an 
order and the money, under the law we have to sell 
them. We would protect you if we could, but you can’t 
expect us to break the law.” | 

There is not one word of truth in this. A manu- 
facturer has a perfect legal right to refuse to sell 
a retailer, if he prefers to distribute through whole- 
salers, and a wholesaler has an equal right to refuse to 
sell consumers if he prefers to deal through retailers. 
Any case based on the contrary theory would be 
thrown out of court the minute its true inwardness 
was understood, and a number of them have been 
thrown out. 

In one of these cases a group of merchants who 
considered that they were being discriminated against. 
by a manufacturer who (on the above ground) per- 
sisted in selling them and their customers too, came 
to me to see if there was anything in his excuse. I 
prepared a written opinion for submission to this. 
manufacturer. His answer was that his own attorney 
advised him the other way, and of course he must 
believe his own attorney. My request to be permitted. 
to see his attorney’s opinion has never been granted 
and it never will be, because in my judgment there was. 
never such an opinion. A manufacturer who takes. 
refuge behind such a plea is either badly deceived or 
is four-flushing. 

(Copyright, March, 1926, by Elton J. Buckley, Esq., 
Counsellor-at-Law.) 





Battery Service Station Will Help Radio Sales 


A battery service station in connection with your 
radio department is a wonderful sales developer. 

How often have you picked up the telephone re- 
ceiver to have your most recent radio customer tell 
you that the tubes weren’t burning as brightly as they 
should be and were crabbing the whole program. Many 
times, and so has everybody else who ever sold a 
battery operated radio receiver. If you have a battery 
charging station in connection with your radio de- 
partment, you have solved the difficulty by sending 
around a fresh battery and collecting the other for 
charging. If you haven’t you explained the source 
of the trouble, and sent a prospective customer for 
radio, hardware and other lines right into the arms of 
a competitor. It’s all right to be an altruist but it’s 
another thing to be just plain dumb. A battery charg- 
ing station is a logical and highly important adjunct 
to your radio department. It keeps the store in touch 
with set owners and enables it to use some real sales- 
manship—providing, of course, it’s that kind of a 
store. 
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International Price F ixing 
(Continued from page 50) 





flooded with letters on the subject of colds. The en- 
tire country seems to be in the grip of influenza. 


- 2  < 


The esteemed and honored editor of the HARDWARE 
AGE has written and asked me to write an article on 
the subject of colds. He intimates that a great deal 
of time has been lost from business on account of 
colds—that the condition of one’s health has a great 
deal to do with one’s efficiency and success in busi- 
ness. Therefore to write about colds is to write on 
the subject of business efficiency and is consequent- 
ly not so much out of my line as one might at first 
think. All right. Next week my article will be on 
the subject of the cause and cure of colds. It will 
be one of these A. B. C. articles. I hope it will not 
get me into trouble with The American Medical As- 
sociation, The Board of Health or The National 
Wholesale Druggists’ Association! 





Abolish the Guarantee! 


Dear MR. SOULE: 

I have been receiving your magazine regularly, and 
have read various articles in your paper with great 
interest. However, I have not encountered in your 
articles one point which is badly affecting my busi- 
ness, as well as, I believe, other hardware dealers, 
throughout this country. This point of which I would 
like you to make one of your strongest issues, is to do 
away with the guarantees on‘ various lines of hard- 
ware, particularly on hammers, hatchets and chisels. 
I am making this statement because of the following 
manner in which the guarantee has worked in my 
business. 

Exchanging Items 


A customer returns one of the above mentioned 
articles, which he claims is defective, and according to 
his statement he cannot wait one day for a replace- 
ment. I am, therefore forced to give him a new tool 
at once or incur his ill will. Generally, I exchange the 
article and then I am forced to wait from two to four 
months for replacement by the manufacturer and in 
many instances they do not replace it claiming that 
there is not any flaw in the tool. In some cases when 
they do not exchange a tool I invariably make my cus- 
tomer feel as if he is wronged, and my business also 
suffers, so that I am at a loss as to which way to turn. 

In conclusion it seems to me that this works another 
hardship on the hardware trade in general for a 
tradesman in buying a certain tool may keep on ex- 
changing it indefinitely and therefore depriving us 
of a legitimate profit on the sale of that tool. There- 
fore, I repeat, that the guarantee must be abolished 
for the good of the trade and please let us have other 
opinions on this most vital subject, so that the hard- 
ware trade may be free from this chance. 

PHILLIP ROSENFELT, 
Paterson, New Jersey. 


Thousands 
stoves, gas, coal and 
wood are being put 
into the hands of 
consumers with sam- 
ples of STOVOIL 
enclosed. 
these 
concerns is The Eng- 
— Range Eternal 
0. 


Old fashioned stove 
polish is out. STOV- 
OIL does what the 
housewife 
done — cleans as it 
polishes, yet removes 
rust permanently. 
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Thousands of Samples of 


STO-V-OIL 


Genuine ““TOM-TAP” Product 
Are Being Distributed by 


Stove Manufacturers 


Gas-stove burner 

holes are kept open, 

sanitation increased. 

! STOVOIL is a pre- 

si ventative and a pre- 
servative. 


of new 


One of 
well known It comes in bottle 
form, is sold exclu- 
sively through deal- 
ers and jobbers and 
carries a generous 
profit. It is a product 
of years of chemical 
research. Order a 
small 3-dozen lot 
from your jobber or 
direct from us, or 
write for circular. 














wants 

















Superior Laboratories 


Dept. 402 


28 to 30 IONIA ST., GRAND RAPIDS, MICH, 


Exclusive Pacific Coast Distributors 


General Sales Corporation 


718 Mission St., San Francisco 
474 Everett St., Portland 
350 E. First St., Los Angeles 
710 Terminal Sales Blidg., Seattle 





TRADE 


iTOVOl] 


gene ts 








Reg. in U. S. Pat. Office 
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Geo. Churchill Stuck to Main St. 


. (Continued from page 105) 


me, you don’t accumulate many bad debts. 

“I went back to Galesburg after this,” Mr. Churchill 
continued. “I was only seventeen and expected to start 
to school under my father. But as he and I were 
walking down the street the first day, we passed O .T. 
Duvon’s hardware store, and Mr. Duvon was standing 
out in front looking pretty glum. I joked him about it. 

“*What’s wrong, O. T.?’ I asked? 

“*Business is rotten,’ he replied. 

“*Then why not sell out?’ 

“*T would if I could find anybody who’d buy.’ 

“*How much is your store worth?’ 

“*Well,’ Duvon said, ‘if I were selling, I’d invoice 
the stock and ask that, less ten per cent.’ 

“*Let’s go in and look at your stock,’ I suggested. 

“My father left me at that point. With him disap- 
peared my last chance for a college education. I sized 
up Duvon’s stock. 

“*Tell you what I’ll do,’ I said; ‘we’ll forget the in- 
voice, and I’ll give you so much for the business, lock, 
stock, and barrel.’ 

“T named a figure. 

“Ts that cash?’ he asked. 

“0. 

“ *Take off your coat and hang up your hat,’ he said, 
‘the business is yours.’ 

There were four hardware stores in Galesburg at 
this time, and most people gave young Churchill a few 
months, at the outside, before he should fail. But 





SKYSCRAPER 


RUBBISH BURNER ( 












Send for details and prices 


Providence, 


April 1, 1926 


those who made this prediction did not know the 
youngster who had come back into their midst. He 
had trained in an unconventional but very thorough 
school. He had learned to size up people at their true 
value. He had become resourceful. And he had ab- 
sorbed in his bones the secret that lies at the root 
of business: Buy and sell to make a profit. 

None of the hardware stores that existed in Gales- 
burg when George Churchill bought O. T. Duvon are 
there today under the same management. But Church- 
ill has been making money steadily and increasing his 
profits, in the same block for forty-one years. A lot 
of things contributed. He was always using new 
ideas—usually a little sooner than others—to attract 
attention and get business. He built a huge mega- 
phone, which, rumor said, could be heard for six miles. 
He painted the front of his store a vivid yellow, so 
nobody could fail to notice it. He had owls, his trade 
mark, drawn in outline on the front windows. 

But I want you to get the fact that behind all this 
was his shrewd knowledge of human nature. 

“Several years ago,” Mr. Churchill said, “‘I got hold 
of this motto: ‘Conduct yourself so you can look any 
man in the eye and tell him to go to hell.’ I had a lot 
of cards printed and distributed, and even ministers 
used my motto for their text. But I amended the 
motto a little: I added at the end, ‘But don’t say it!’ 

“When you analyze that motto thoroughly, and fig- 
ure just what it means and all it means, you’ll see it’s 
not so easy to live up to as it sounds. But it makes a 
fine rule to do business by. 

Reprinted by the Courtesy of The American Magazine 
Copyright The Crowell Publishing Company, 1926. 


Something New and 


Attractive in Rubbish Burners 


The Skyscraper is an indestruct- 
ible electrically welded woven 
High Carbon steel burner that is 
guaranteed to hold its shape. It 
is made with straight or tapered 
sides to suit all requirements. 


Here is a rubbish burner that has 
many advantages. It occupies 
little space in stock—each one is 
shipped in a heavy carton only 
314” deep. 

Put in your spring stock now. 
Skyscrapers will sell as well to 


your customers as they are selling 
everywhere. 


H. B. BORNSIDE 


6 Winter St. 
Rhode Island 
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so DHIL ADELPHIA” 


20 Hand The “Particular”? Customer Wants the “PHILADELPHIA” 






4 Horse 
3? Motor Buying a lawn mower is like buying an automobile. A man does not 
buy a car every day; therefore, he is careful to select the best he can get 
Two New sy for his money when he does buy. The same thing applies to lawn 
eee | — = mowers. When a man puts good money into a lawn mower he wants 
af dtiak (halt Gian a machine that is geing to give real service and satisfaction. 
on the market. This is the reason why careful buyers invest their money in Genuine 
8 Blades, Practically “PHILADELPHIA” Lawn Mowers. 


Catalog and  Dis- 
counts. 31st and Chestnut Sts., Philadelphia, Pa. 


Styles 
Vides A 


indestructible 3 
a M4 . 
Send for No. : The Philadelphia Lawn Mower Co. 2 , 


Graham” and ne a 
ll Steel, 7 The Original People in the Lawn Mower Business Since 1869’’ 
tically Indestructible. 

















rs , . YY 
re SOP ees 
_——- = Motor Mowers— 
‘ 30” Walking Type, 
30” Riding Type, 
40” Riding Type. 
‘‘ombination Roller 
onl lawn Mower 


usid cRSRC RE CKCCaGaaTENRTGGRICOREEOS Bae 







eo 


sree enim nes aes 


S 


SERVICE. THE LAWNMOWERS YOU 
SELL AND INCREASE YOUR SALES 


WITH THE IDEAL GRINDER 


If you want to increase your sales on Lawnmowers install 
an Ideal Lawnmower Sharpener, a machine so simple any 
boy can operate it. Hundreds of Hardware Stores have 
installed this machine and it has not only increased their 
sales on Lawnmowers but made a big profit on the service 
charge. A mower can be sharpened in 10 to 15 minutes 
and the usual charge is from $1.50 to $2.00, which insures 
a real profit and a satisfied customer. 

On nine out of ten mowers, after being used a short time, 
the straight blade becomes sprung or bent, caused by run- 
ning into sticks or other obstacles. When the straight 
blade is sprung or bent the reel knives will not fit the 
straight blade and the mower does not cut properly. The 
Ideal Grinder is positively the only machine that will grind 
the reel knives to fit the straight blade when the latter be- 
comes sprung or bent. This is one of the most important 
features in Lawnmower Grinding. 

It will pay you big dividends to investigate this money- 
making proposition. 


Write for Prices and Full Particulars 


THE FATE-ROOT-HEATH CoO. 
PLYMOUTH, OHIO 





SHARPENS ANY 
Styte or HAanp LAWNMOWERS MApE 
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There’s Big Profit 
In It for YOU 


Practically every contractor, car- 
penter or builder who buys nails 
from you is also a customer for GF 
Duplex Steel Bridging. They need 
nails—they need bridging. They 
will use GF Duplex Steel Bridging 
if you show it to them once, and 
there’s big profit in it for you. 
Sell it with nails. It’s even easier 
to stock and handle. Return the 
coupon and let us send you a free 
sample and prices. 


THE GENERAL FIREPROOFING 
BUILDING PRODUCTS 





















YOUNGSTOWN, OHIO 
upl¢e 
STEELE BRIDGI 


Other GF Products 


GF Steel Tile GF Diamond Rib 
GF Steel Joists 

GF Steel Channels 
GF Peds 

GF Key Lath 

GF Self-Sentering 

GF Corner Beads 


Lat 
GF Steel Sash, Base- 
ment and Case- 
ment Windows 
GF Industrial Steel 
Doors 


Above illustra- 
tion shows GF 


GF Trussit GF Wire Mesh . +» 

GF Expanded GF Concrete ak pot nee 
Metal Reinforcement ribs for rigidity. 

GF Herringbone GF Waterproofing 

GF Lintels Compounds 





THE GENERAL FIREPROOFING 


BUILDING PRODUCTS 
YOUNGSTOWN, OHIO, UV. S. A. 
Please send me full information on GF 
Duplex Steel Bridging. 


Name 
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c= isa GRALFFIN 
Hinge made {or par- 
ticular we with every 
door that swings in 
buildings large a small 
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“ Branch Offices__ 


45 WARREN ST NEW YORK 
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The NEW No. 7 
CHENEY 
Heavy Duty 
Grinder 
with 
Genuine 
Vitrified 

Wheel 
7 ins. x 
Ll, ins. 


Fast Cutting 




















Grinds All Kinds of Tools 
and Carries Attachments 
for Grinding Mower Knives 


Every dealer will find a ready sale for this newest 


Cheney Grinder because of its wide adaptability. 


It will grind all kinds of tools used in the home, shop 
and on the farm. It is the only grinder in the Cheney 
line which has attachments for grinding mower knives, 
making it particularly desirable for farmers. It is 
also unequalled for grinding axes. It carries a7 x 14 
inch best grade Vitrified Wheel noted for its smooth, 
rapid cutting. Like all 


CHENEY Grinders 


it is carefully made throughout to uphold the high 
standard of Cheney quality. It embodies the same 
practical ideas and utility that have made our Fowler 
and Ajax Grinders so popular, but is made heavier 
with enclosed gears. 


An important feature is that it contains a ball and 
socket joint which permits operator to tilt the head 
to any angle desired when grinding different tools. 


Extension rod may be swung around so as to grind 
both sides of the bevel edges on mowers and axes. 
Note convenient method of clamping grinder to bench. 
Sold at a price which is less than most customers 
would suppose for a grinder embodying so many good 
features. Send for Circular and Discounts. 


S. CHENEY & SON 


Manlius, N. Y. 


























“Cut Corners” in Buying 
if You Want to, but... .! 


There's no doubt about it—the tempta- 
tion to buy the thing that’s offered for the 
lowest price is strong, especially the first 
time. But Built-In Quality is of far 
greater importance than first cost in fixture 
purchases. 


WARREN SECTIONAL 
STORE FIXTURES 


are built to satisfy and endure. In fact, it would be 
hard to find an equipment that has actually worn out 
in service! For the materials that go into every part 
have been proved best for the particular purpose. 
And the craftsmanship in the interior is just as skilled 
and painstaking as the finest cabinet work that goes 
into the exterior. 


This underlying quality. is one reason why retail 
dealers like Bradford Brothers of Glasgow, Kentucky, 
eay: 

“Our first order for fixtures was placed with you in 
1905, and we haven't had any repairs; the drawers 
and doors work as smoothly today as ) when they were 
first installed.” 


Measured over years of service, Warren Fixtures are 
the lowest in cost regardless of price. When it comes 
to an equipment of Store Fixtures that is going to 
effect sales and profits, everything leads back to the 
basic truth: 


“‘There Is No Substitute for Warren Fixtures’’ 
Our Service Department of practical retail 
hardware merchandisers will gladly offer 


suggestions on store plans without obliga- 
tion. Catalog upon request. 


J. D. WARREN MFG. COMPANY 
159 N. State St. 


Chicago, Illinois 
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DISPLAY BOARD 
No. 24512 


R&S 
O 





A Constant 
Dividend 
Maker with 
No Upkeep 


Dealers report that 
this display board 
sells padlocks daily. 
Your customers can 
see at a glance the 
very lock designed 
for their particular 
need. Only a _ verv 
small investment nec- 
essary. 





A° originators of the Tu- 
bular and Clinch rivets 
and with a record of more 
than fifty years of successful 
accomplishment behind us, 
we know that this product 
cannot be made better or 
priced fairer than we make 
them and price them. 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 





This attractive dis- 
play is mahogany fin- 
ished and measures 
7x22. It is designed 
to hang on the up- 













The lamest 
_ _ factory un the ° : ° 
2 \ , > ) rights of the shelving. 
) i . Kiely and | where it constantly 
~> oo reminds customers of 





their padlock require- 
ments. 


No. 24512 Display Board 
includes two each Nos. 
04491, 04492, 04606. 
04607 AJ, 04607, 04608. 


No. 24513 Stock Assort- 
ment includes one dis- 
play board complete. 
and the _ following 
stock : 


Y% doz. each Nos 
04491, 04607 AJ. 

44 doz. each Nos 
04492, 04608. 

1/6 doz. each Nos. 
04606, 04607. 


— 


TUBULAR RIVET & STUD 








COMPANY 


BOSTON 


AAAAEEAAAAAAAAAGUUAAAAANUAAAAADAADUUAAOADADAADAAAAAAAADAAAOAAAAAVAAADARARAAAAAOAAGAAOAAAGOOA: 
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Why not ask your 


iia jobber? 
Eagle Lock Co. 


General Sales Office 
pucmnvs carerr, LO Warren St. New York "a6 =u 8 Oar One, 


Branches—-521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 

114 Bedford St., Boston, Mass. 

Works at Terryville, Connecticut 
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NEWEST 
GLASS DRAWER KNOBS 


PATENT APPLIED FOR 


‘TRADE MARK 
| & CANADA 





generations 
have asked 










for 
Cheney Hammer 8S HESE knobs have a threaded 
brass tube cast in the glass to re- 
ceive a washerhead screw adjustable 
In the 90 years that Cheney Ham- to any size wood, eliminating the bolt 
mers have been in use for all types : h h h h 
of work men have learned that they going through the glass also the nut 
got what they wanted when they inside the drawer. 
aE fat OA mET- The knobs are guaranteed against 
_ They got-a hammer that always the tube coming out or getting loose, 
felt right in the hand—a “Never Slip” the faces are cut and polished, the 
grip that appealed to them. They bottoms are studded, absolutely pre- 
recognized the advantages of the Seiiten. & é b 
separately tempered ends_ which venting Knobs trom turning, or De- 


every Cheney Hammer head has. coming loose. 


And, most important of all, they Made in four popular sizes in crystal 


knew when they said Cheney, they’d 
get a hammer with a “hang.” and Opal glass, also drawer pulls. 


It’s because Cheney Hammers are Order by number 
so universally satisfactory to men who 
buy them that we dare to make this CRYSTAL GLASS v OPAL GLASS 
guarantee :—“A Cheney Hammer will No. 49 size..... Ye” No. 149 size.... %" 
be replaced at any time it should Ne, SO GRBs. «+s nba ae ooo aaa 
prove defective, regardless of the ff “® 5 size----: 1%” No. 152 size....1%” 
usage it has received or the length RE ER AEDS 4.2 2 2 viel A Ne. 156 Drawer 
of time it has been in service.” pein casei —_— 

Packed one dozen in a box. 

Your customers appreciate Cheney Hammers ¥ 

too. Can you supply them? For sale by all leading Wholesale Hard- 


ware Firms in U. S8. A. and Canada. 


Write for the name of our nearest dis- 
tributor in your territory 


Manufactured exclusively by 


TECHNICAL GLASS CO. 
Incorporated 
LOS ANGELES, CALIF., U. S. A. 
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Smith Sprayer 
to fill every 
sprayer need 


S 


ideas of your trade. 
In the Smith line, 


cation, 


nozzles, etc. 


D. B. SMITH & CO. 


Incorporated 
Utica 


eis cd 
ea, 


~~ ~ 

















ALESMANSHIP 
right in its place. 
when you or your clerks 

must exercise salesmanship to 

sell a customer a sprayer that 
does not fully meet his re- 
quirements, the transaction 
has done the customer no 
good but has done your store 
some harm, besides wasting 
your time and effort. 
ers are fast selling profit 
makers when your line has 
been selected to meet 
spraving requirement of your 
locality, and to fit the price 


comprising 45 
styles of sprayers and spray pumps, 
there is a sprayer for every spray- 
ing need—a sprayer especially de- 
signed to do the job better than any 
other kind of a sprayer can do it. 


An assortment of Smith Sprayers, 
carefully selected to fill the require- 
ments found in your particular lo- 
will increase your sprayer 
business and your sprayer profits. 


Write for Catalog 


Contains complete descriptions and 
illustrations in color, of the entire 
Smith line of sprayers, spray pumps, 


New York 








Two New 


PENNSYLVANIA 
LAWN MOWERS 


The very newest model—the last 
word in lawn mower construction— 
is pictured above. It is the 


Pennsylvania 
Super Roller Mower 


for golf greens, tennis courts and cro- 
quet lawns. 


Price to golf clubs and other users, 
$50 at Philadelphia. 





| 














The other new model is the WM. 
PEN N—Everyman’s mower for 
household use. One size only, 16- 
inch cut, retails at $16.50 at Phila- 
del phia. 


enees Dyaaevers® 





FORMERLY | 


founoeo 877 JOHN BRAUN & SONS  privavevrnia. 
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brings business to 
hardware merchants! 


—=-_—_= 
iy There is nothing else like it! This delicious new 
delicacy that is winning the favor of a nation can 
only be obtained in one way—with the New Standard 
Triple-Whip Freezer. This popular priced freezer 


ae has the famous (patented) triple action which whips 


06 the cream as it freezes it, and may be had in all- 
LING Loeel metal and wood tub types. Both 
have the reserve ice space, and the 


side crank. 


Nationally advertised in Good 
Housekeeping and American Cook- 
ery. Write for detailed information 
and quotations. Freezer Sales 
Dept., New Standard Corp., Mt. 
Joy, Pa. Manufacturers of the 


Dandy Selective Knife Head Chop- 


per. 


NeStandarde 


Yo ho! For a sailor’s — C Freezer 


shave! Brush anchored 

steady with Kling-Klip-- 

never dropping, always 

ready, this wise guy on P S 

the bounding wave ° | 

knows how to get an ag are ee — :~ gg esa 
4 ; on the new anay erry Seeder, before 

Casy shave! Kling-Klip preserving time sets in. This remarkable 

keeps the brushas safely instrument is aagerge ng a gers: —_ has 

- no springs. It is of the new steel plunger 
ae ae type and 100% efficient. 
ing-Klip’s a dandy for 


keeping shaving brushes N 0 5 0) 
handy. oe 


A. K. TROUT CoO.. Inc. 
Dept. X 
342 Madison Avenue 
New York City 


Dealers! Just display this CHERRY 
carton with your shaving SEEDER 


brushes and watch . 
Kling-Klip sell to every with Rotary Plunger 


man who sees it. Write for information and quotations. 


New Standard Corp., Mt. Joy, Pa. 
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FAULTLESS | ES 
| CASTERS _ — 
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Profit in 
Casters! 


ORE profit than ever because Faultless 

Casters sell themselves— and sell fast! 

National advertising, month after month, 

brings you customers. And the Faultless 

Label appears on furniture in thousands 
of homes! 


FAULTLESS CASTER COMPANY 
EVANSVILLE INDIANA 


NOELTING 


FAULTLESS : CASTERS 


Makers of Quality Casters for a Third of a Century 
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If You Sell Bissell Sweepers 
Here’s a Real Treat for You! 


Again we offer you gratis upon request, 
which, of course, implies use, something 
entirely different in display advertising. 
Its “The Little Housekeeper’? window and 
counter display set. ‘These are thick cards 
24x36 inches and 10x15 inches respectively, 
trimmed without margin so as to give the 
appearance of an unframed oil painting. 


The original painting of “The Little Housekeeper” 
is by Phillip Lyford, who made the inspiring pic- 
ture used for the Fifth Victory Loan poster, and it 
has been most faithfully reproduced, even to the 
artist’s brush marks and the texture of the canvas. 


Displaying a “human interest” picture like this 
will get attention and hold it, and the sheer quality 
of the artist’s work will make its use a real credit 
to any store. 


We stress these advertising features from time to 
time, because we know from experience that they 
do help you to sell sweepers. When writing ask 
for the display set or the complete Spring Offer 
Announcement showing it in colors. 


BISSELL CARPET SWEEPER CoO. 


256 ERIE ST. GRAND RAPIDS, MICH. 
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DEMING 


WATER SUPPLY SYSTEMS 
4 ace 





A SILENT SALESMAN 
that SELLS Pumps! 


UCCESSFUL salesmen make it easy 

for their prospects to buy. They ac- 
complish this by making it easy for their 
prospects to understand exactly what 
they have to sell. 


In compiling “Catalog G”, a new cata- 
log featuring Deming Water Supply Sys- 
tems, every effort was made to simplify a 
comprehensive subject. It is our honest 
conviction that “Catalog G” can sell Dem- 
ing Water Supply Systems with little 
effort on the part of Deming Sales 
Representatives. 


Practically every question that a prospect may 
ask is answered in “Catalog G”. Deming Auto- 
matically Oiled Pumps and Water Systems and 
other types in the complete line are adequately 
illustrated and described. 


Copies of “Catalog G” are yours for the asking. 
If you are not selling Deming Pumps and Water 
Systems you will be interested to learn of the 
stability of Deming sales opportunities. Complete 
information will be sent upon request. 


THE DEMING CO., Established 1880, SALEM, OHIO 


a 
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ar 

















Deming Power] ,, , Deming Hand 
e Deming 
Pumps Include Cilia tin Pumps Include 
our territor 
Triplex Power Pumps y . y Pitcher Spout and 
Centrifugal and is stocked for Cistern Lift Pumps 
Rotary Pumpe immediate Set Length Lift and 
Deep Well Working shipments. Force Pumps 
ds . 
eas te i His coopera- Well and Windmill 
Vv oO- eu a . ‘ 
Woeter Sreneaie tion can bede- Pump Standards 
Horizontal Double- pended upon. Spray Pumps for all 
Acting Power Pumps purposes 








Witt Cans Are Making 
Retail History 


One look at the volume of Witt retail sales today 
ends all argument. You know that the Guaran- 
teed Line of Witt Corrugated Cans and Pails 1s 
making retail history—paying progressive Witt 
Dealers from two to three times the usual profit 
on each Can sale, and giving the consumer the 
only Can in the world that is guaranteed by the 
manufacturer. 

Examine the appearance of Witt Cans—all hot- 
dip galvanized after being assembled, making 
them water-tight, fireproof and the finest looking 
Cans that money can buy. 


Check the construction: Solid beaded steel bands 
(patented )—not frail wire hoops—at top and 
bottom. Body made of one-piece special analysis 
sheet steel, corrugated for added strength. One- 
piece, heavy gauge, shghtly concave steel bottom, 
raised completely off the floor. Handles stop in 
carrying position. Snug fitting, interchangeable 
lids, that keep the odors in and all pests out. 


Display Guaranteed Witt Garbage Cans during this busy 
season. Your Jobber can supply you, or write: 


The Witt Cornice Company 
2111 Winchell Ave. 


Cincinnati, Ohio 


Manufacturers of 


Gut ote T&S Ks aie 


Wik 


CORRUGATED 
‘CANS and PAILS: 
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Sell Them 
by the set 











, 














CEL-O-GLASS is the only glass substi- 
tute on the market that is being sold 
through the hardware trade. 











Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 


It isn’t hard. Byvery mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 





Our sales policy recognizes the dealer to 


the fullest extent. Ever since it has been out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, ete. Try it. 
: a} *, ~ . 
4 7 Forst Bits are the only bits that are not dependent on a center or a 
in existence, C E LL-O-GLASS has been seuud Ge aman ‘oa. They cut from the outer rim. The entire surface is 
at work all the time; no jagge) ends; every part of the work is smooth and 


polished. They bore their way through hard, knotty, cross grained wood, 


distri bu ted th rough legitimate t ra d S leaving a smooth hole and clean, polished surface, 
h | Let us send you catalogues. Order through your jobber or direct. 
Channels. The Progressive Manufacturing Co. 


TORRINGTON, CONN., U. S. A. 











Materials which are advertised for some 
of the same purposes as CEL-O-GLASS 
are being sold direct to the consumer by 


mail, Every sale made direct by mail in Increase Your 


your community carries a profit which 


belongs to you, but which you do not get! Paint Turnovers 


National advertising and propaganda 
k = he d d f The quickest and surest way to do this is to 
work are increasing the deman ia keep posted on what other dealers are doing. 


CEL-O-GLASS by leaps and bounds. | 
: " ; One tried and proven way to increase your 
You are no doubt familiar with the many advan- Paint Turnovers is to dress your show windows 


tages and uses of CEL-O-GLASS in the home, so they will positively TALK PAINT. 


on the farm and in industrial plants. If you are 











not, your eneel will tell you about this a tell Bom Sart byt pcranggg <p 
ing material, or a post card addressed to us will plan that is very successful is to “follow up” 
every building prospect in your locality. 


bring you a sample, discounts and descriptive 


literature. 
All these methods and many others are inter- 


Look into CEL-O-GLASS now! estingly presented in the Special Paint and 
Varnish Issues (the fourth issue of each month), 

CELLO PRODUCTS INCORPORATED in Hardware Age. It will pay you to read the 
21 Spruce St. New Yerk City — on Increasing Your Paint Sales in these 


eleasitt a oe HARDWARE AGE 
wag +? =" 
S awesome 239 West Thirty-ninth Street, New York 


a oe 
Se ee 
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FAST MOVING MERCHANDISE 








For SCREEN, CUPBOARD and FRENCH DOORS 


The labor saving advantages of Dexter latches— 
their greater attractiveness—and their rugged 
tubular design that assures years of absolutely 





Dexter latches - 

oo See ee trouble-free service are features that almost every 
installing the ordi- progressive builder will recognize on first ex- 
nary latch. Simply ; ; 

bore two holes, slip amination. 


in the latch and the 
job is done—per- Dexter tubular latches are items that you can sell in big 


fectly. volume at a handsome profit to practically all the builders 
in your community. 


Investigate—Descriptive literature on request 


NATIONAL BRASS CO. 


GRAND RAPIDS, MICH. 











Dexter latches 
are made in a 
variety of sizes 
and models in- 
cluding cup- 
board latches 
with glass and 
opal knobs. 








Madison Avenue 
































Weed Serews 

Drive Screws 

Ceach Screws 

Machine Screws 

Set Screws 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Preducts 

Steve Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Belts 

Machine Screw Nuts 

Steve and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plaumber’s Chain 

Register Chain 








SEMAN) ggg 





UNIFORM QUALITY and ADEQUATE STOCK 


Safety Chain 

Furnace Chain 

Ladder Chain The CORBIN SCREW CORPORATION 
Escutcheon Pins The American Hardware Corp., Successor 
Speedometers NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 


OSE SOPOEEO 





CORBIN 
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MOWERS 


CS hie , 





READING 





Prices Ready for 1926 
Write for Catalog 
Our Guarantee Back of Every Mower 


. READING HARDWARE COMPANY . 
nie, a READING, PENNSYLVANIA iiim—= 

















pepe hE 


Vg ye 
By Xa BS 
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WHEELBARROWS 












Brushes and Brooms 


No. GA All made especially for the Hardware 
Sterling Trade and every one shows a thorough 
understanding of requirements. 





Whatever your needs in Wire, Bristle 
Sterling wheelbarrows are a specialized 3 a, —- - Brooms we can 
product, built strong for hard continu- % promptly supply them. 


us service. Send for Catalog and Prices. 
The line includes a barrow for every 


wheelbarrow purpose. They are carried oS 
in feshener and enim stocks for Cate M I L W A U K E E 
"romp delivery 8 Brush Mfg. Company 


Send for catalog. 


72 : een Milwaukee 
STERLING WHEELBARROW CO. aN Wis. 
Main office and tactory SAY Re. fh, eee 


Milwaukee, Wis. 











Warehouses Warehouses | 
Chicago Detroit ct Jae : ir Ve APrrly bee? _ al a > 4 A foe 
" ; re! ( ee e+ aN tee 7 od” airs, O hpe wy hed VEN ere ae oy. P ae , 
New York Cleveland SEA RAS ella ore Sg ane fay nt ova % setts ¥ 
ae 7 — Me a MR SATE TT RA 
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Garage Door Hardware 


Here are two hangers that can be de- mechanically as “Eleven-Eighty,” but is 
i pended upon to sell and stay sold. They made for Round-a-Corner doors. This 
i are the original Allith round track type type of installation permits an opening 
| that never gets out of order and will practically the full width of the garage 
i operate as easily after years of use as and allows the doors to clear a car, stand- 
when first installed. ing within a few inches of the opening 


“Eleven-Eighty” hanger for  folding- 0 walls. 

sliding doors has a strong steel frame and Poth of — types travel with a minimum of 
. . rake and friction due to the small point of con- 

| a machined cast wheel with hardened steel tact of the hanger wheel on the tubular track. 

| axle and lubricated roller bearings. It is They are easy to erect and provide a convenient 

a reversible, swivel type, and is provided passage door without operating the other doors. 


| 
| ! with a simple vertical adjustment to fit Point out these facts to every customer 
who needs garage door hangers—you can 


1 old or new doors. sell them with perfect confidence in their 


“Eleven-Fighty-nine” hanger is the same _ ability to give satisfaction. “ELEVEN- 


Allith-Prouty Company _ Danville, Illinois : 


Manufactur- y 


ers of 








"1189" 





Garage Door 
Hardware 
ire Door 


Hardware 
Rolling Ladders 
Overhead Car- 


t 


riers 
Spring Hinges 
Door Hangers 





























































































“>, . 
exteet 
OINATPERLTALLE MEET TUBA 


The “Home Town” Customer 





The Smiths, Browns, Joneses—about every 
family in your town knows him. 


A word from him means a whole lot, especially ti ny cayi( 
when that word is “Perfect” and the product is WIRF (0. 


Screen Wire Cloth. 


Because every home his family visits and every 


PAINTED s(REt P Hag P ‘ 
WIRE CLOTH, family that visits his home usually bring up the 


subject of screens. 


ee 


They just can’t help advertising “Perfect”— 
their Windows, Doors and Porches are all screened 
with it. One tells another. 


Keep supplied through your jobber. 


CTT TTT 





CHA 


LUDLOW-SAYLOR WIRE CO. 


St. Louis, Mo. 











BU Nit 
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Quality Fittings Mean Hose Efficiency Pats 
THE SHERMAN WROUGHT BRASS HOSE FITTINGS } 


have reached the highest level of quality in garden hose acces- 
sories through years of experience and research in manufac- 
turing. It is to your advantage to carry the best. 


Sherman Hose Couplings are made of The New Diamond Nozzle. Surpasses 
heavy wrought brass — accurate ma- any nozzle heretofore offered to the 
chine cut threads—deep, clean corru- Trade. It is larger and will throw a 
gations. A high quality item. Made stream farther and more even. A per- 
in hose sizes—3%”, 14”, 44” and 3%”. fect spray is always assured. Made in 
In cartons for stock. 344,” size only. 





H. B. SHERMAN MFG. CO., __ Battke Creek, Mich. 


Patented 




















UPERIO 





A Poultry Netting 
That Holds 
Its Shape 


Roll out on your floor 
any bale of Superior 
Brand Poultry Net- 
ting and you will 
find that it unrolls 
straight to the end. 
This is a quality fea- 
ture that as a dealer 
you will readily ap- 
preciate. 


Made in 2”, 1%", 1 


—— 


+ 


Hanger Bolts 
Nuts 


adadddas 


me ee ee es cee 
dee, ’ \ y \ > 


= be le ee 
by he 


“=~ SD ee 











and 34” mesh, in stand- 7 a 
ard rolls of 150 lineal Every individual unit must meet Reed & Prince standards of 
feet. Galvanized before quality and accuracy. Whether finished plain, blued, nickel, 
and galvanized after brass, copper-plated, sherardized or hoogaiqgniced, tt may be 
weaving. selected with the utmost confidence . = 

ti 
G. F. Wright Steel & ; 




















——————— Ee 
REED & PRINCE MFG. 
Wire Co. ) WORCESTER, MASRURA. ss 
Worcester, Mass. ———_ vasa mesatecndico meres = 
an —— ————— 











“COLD HANDLE” FRY PANS AND SKILLETS 









Made in the “L. & G.” 

QUALITY, both im FIN- 

ISH and WEIGHT. Or- 

der a Sample Lime and be 
vinced. 


_ LALANCE & GROSJEAN MFG. CO. 
NEW YORK CHICAGO BOSTON 
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‘e The New Miller Heavy-Duty Socket Set 
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Supplied, as shown, with 7 sockets, 2 extension bars and 
sliding T handle. One extension bar is for work in hard-to- 
reach places. 

Sockets are hardened carbon steel guaranteed against any 
defects. To afford super-strength both sockets and exten- 
sion bars are made over-size in diameter. 


Each set furnished in an attractive leatherette roll. 


Write for Discounts on Set No. 15. 





MILLER TOOL & MFG. CO. 
MICH. 


New York, N. Y. 
San Francisco, Cal. 


DETROIT 


Eastern Representatives: James A. Gaffney Co., 35 Warren St., 
Western Representatives: Alden Glaze & Co., 143 Second St., 

















SWEDISH TOOLS 


Are Noted for Their Durability 


Made from Swedish tool steel—the very best 








“Old Fashioned”’ 
Quality 





“BANKO” SWEDISH SCYTHES are the best 
Swedish scythes made. : 

11 styles 24 to 48 inches. Warranted to hold their 
cutting edge, thus giving complete satisfaction to your 
customers. ~° 


Natural Scythe Stones 


Special quality imported for our 
Banko Swedish Scythes 


Pliers, all styles 


* Bow Frames 


This Hand Axe is the best you 


own a “Sater” Fagg 

inet Scrapers Pansar Files 4 : . 
Giccmatioas® “Wanle Hoes can buy. Your trade will appreci 
Anvils Barking Spuds ate the quality. Head and edge of 
Swedish Saws Veritas Wheel Dresser high priced tool steel, not the cheap, 


Cutlery and Razors 


Order from your jobber to-day, or write. 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY 


116 Broad St., N. Y. 


509 E. Hennepin Ave. 
Minneapolis, Minn. 


solid steel kind. Costs a little more 
—worth it. 


Write for Catalogue 


The L. & I. J. White Co., Ine. 


Coristine ro 125 Columbia St. Buffalo, N. Y. 


Montreal, 





























{| SAUNDERS NORVELL SAYS } 


“Know Your Merchandise to Sell It” 


If you press him for an explanation of the dif- 
ference, you get a meaningless little speech on 
“better quality.” 


tion, who can give an interesting, detailed 


C i man who can explain the construc- 
account of the manufacture of a piece of 





cutlery, is the man who is going to sell it. 


Put yourself in the consumer’s shoes. 
What would you think of a dealer who, after 
he has learned your need, starts a sales argu- 
ment something like this: “Well, here’s a nice 
knife I can let you have for $1.25; of course, if 
you want something better, this sells for $3.50.” 


He simply doesn’t know his goods. 


But his case is not hopeless. Moreover, he 
doesn’t need a “Five Foot Shelf of Books” to 
learn. The cutlery articles in Harpware AcE are 
an education in the construction and merchan- 
dising of cutlery. Study them carefully. 
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Tots ALUMINUM RULES OS Aaa 


LICHT 


eae Lene OF SPECIAL HARDNESS, DURABLE AND HOLD SHAPE WELL 
ieee Sunken black markings. Brass joints. Rust proof. Light weight. With or 
mae without FOLDING END HOOK. 








De ee al BL 





FIVE 5 eee )6=DISPLAY No. 12, a substantial, attractive, colored card, carrying only four 
ae ee 6 Aluminum Rules, as shown. It is the smallest assorted stock any dealer 
, inact no ae could carry and sells the rules on sight. 
a Be a Pl ll ° 
amg gen 5. Tapes, Rules, Mechanical Tools 
Send EAT, SAGINAW, MICH 
a. om THE [UFAIN, fF WLE C2. New York Windsor, Can. 











For Perfect Team-Work A NEW NAME 


Turn your wrench sales into an opportunity to cul- 
tivate good will and build a substantial repeat 
business. 

Feature tools that are adapted to the individual 
requirements of your customer. Point out the many 
advantages of Bemis & Call features that “hold 
their own” against the best. 






“SPECIAL 95” 
SAWSET 


Your suggestions are 
an important part of 
merchandising’ ser- 
vice. Your trade ap- 
preciates cooperation 
and will reciprocate. 


B. & C. COMBINATION 
SERVICE WRENCH 
performs the work of a 
good monkey or pipe 
wrench. Pleases the 
mechanic as well as 
answering every call for 
a handy tool around the 


Ba 


MARK 





We _ have decided to rename our “Special” 
Sawset “Special 95” because it is really an 
improved No. 95 Sawset and is generally so 
known throughout the trade. We will con- 
tinue to manufacture the No. 95 but we 
recommend to all of our friends that they 
buy the “Special 95” instead, as it has all of 
the advantages of the No. 95, has a number 
of special features, is a better sawset in every 
way and sells at the same price. 


B. &€ ©. SCREW 
WRENCH offers real 
improvements. Bars are 
forged from open hearth 
steel with oval front and 
back, giving additional 
stock and strength. 
Handle, frame and bol- 
ster are one piece. 


ie woh ie. ' Chas. Morrill, Inc., 


BEMIS & CALL CQO. 102 Lafayette St., New York 


Springfield, Mass., U. S. A. 


KLEIN 


‘SZZZCOC LGIST 






























4 


Mathias & Sons 
E st tablish ied 18.57 Chicago JIUSA 
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Sell the Best 
HARDWARE 





Oo eee eee 
0 For Hard-wear 
For more than 48 years 
Ke) {aower, Bommer Spring Hinges have 


maintained their leadership and 


oO proven their superiority over all 
E ms | |__| others. 
t 5 6 They have kept pace with the 
times, because they have been 
kept up with the times whenever 


improvement was possible. 

















BOMMER 


SPRING HINCES 





ARE THE BEST 


Replenish your stock with Bommer. 





They are in universal demand—are 
quickest to sell—easiest to apply and e 
—, most satisfactory spring hinges 
made. 


Your Jobber handles them. 


Send for New Catalog 47. It is a 
big help in ordering. 








Bommer Spring Hinge Company 
BROOKLYN, N. Y. 


Manufacturers 














HARDWARE AGE 


mliokrlhirS 


(Reg. U. 8S. Patent Ofice) 


WOOD SCREWS 


MACHINE SCREWS 
DRIVE SCREWS 
STOVE BOLTS 


Service 
Samples Gladly on Request 


CONTINENTAL WOOD SCREW CO. 
New Bedford, Massachusetts, U. S. A. 























BETTER LOCKS 
BIGGER| PROFS 


INCREASED 
SALES 


can be easily 
obtained by 
handling the 





No. 250B 


Set No. 250B is a mortise set of sturdy structure and attractive 
lines. The Glass Knobs are beautifully designed, ground and 
polished, silver backed, giving high lustre. In short, a REAL 
“BUY’’ and easy to sell. We have many more attractions to 
offer among which is our patented Dead Bolt Night Latch. 


Send for our new catalog No. 7—our line will interest you. 


BRANCHES 
i £26 we 6 as 6 be 6666 oe 6008 vee nase ekedin New York City 
el ns DAs 6 a we ie 6 aht-~ eae ee ee w 6 Geel Philadelphia, Pa. 
rr rn ee a nie. sk uk eats W Cowen Detroit, Michigan 
a i nn Mie och @es «0.00 8 ode 6ds 0600 0e 860 ot tne Chicago, Ill 
i i an a i 6 ae ei bi Oe a Gane eb em oe quae San Francisco, Calif. 
TE iis nid be os 6 One OE abe On 4d be 80 edad Los Angeles, Calif. 





qi) INDEPENDENTIOCKCO.4> 


Leominster, Mass., U. 8S. A. 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glase 
Knob Sets, Key Blanks, Auto Switch K eys and Hardware Specialties. 

















THE BRAINERD LINE 
QUALITY — SERVICE 








No. 610, Reduced Size 


Refrigerator Hardware 


HINGES 
CATCHES 
LATCHES 

FASTENERS 
LEVERS 
LOCKS 
PULLS 


A COMPLETE LINE 


THIS IS THE TIME OF YEAR TO STOCK 
UP ON THIS CLASS OF HARDWARE 


THE BRAINERD MFG. CO. 


EAST ROCHESTER, N. Y. 
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Gem Is the Only Nail Clipper Advertised 


To Your Customers 


See our ads in Saturday Evening Post (one is shown) 
and in Colliers Magazine. 

They’ re selling thousands of Gem Nail Clippers. The 
“Gem” has been on the market over 25 years—dealers 
don’t have to introduce them. ‘Gem Jr.’’ hangs on the 
watch chain. 

Mur slogan: ‘“‘They’re tested’’ means a lot to customers— 
they know that a company that tests every nail clipper 
wants every nail clipper to satisfy every customer. They 
eut and stay sharp for years. 

Packed on Cards or in Cartons (one doz. to each). 

























NAIL CLIPPERS 


“The Gem” 50c “Gem Jr.”35c 
Have well trimmed nails. Carry a 
Gem in pocket or puree. Clips 
clean and easily. They're tested. 


THE H.C.COOK CO., Ansonia, Conn. 


Write for prices. Order thru your jobber. 


The H. C. Cook Co. Ansonia, Conn,  \ceual Size 


When Open 

















The Door Knocker 
““Modernized’”’ 


| oa Here is a Door Knocker 
. and Letter Chute com- 
‘a ef bined that is quickly ad- 

A i 








justable to any thickness 
of door and when fF 
eG attached makes it 
ae | ie unnecessary to go 
. “| im, outside to get the 

| i Pky mail. Owing to 
its rare _ beauty 


—Represents the great- and__ practicability 


est improvement in 


Oe ee 





locks made in fifty the 
The crook of the un- | ie 
derworld knows the C OW AN . 
folly of attempting to = ee 
get beyond a KEIL LetterChute -- 2. = 
Lock, = for that . 
3 ' 
quae te Geaere comm KNOCKER (| Puen.aponed | 
The bolts shoot out 
is having a ready sale wherever shown. It is substan- 


perpendicularly — turn 
and rest horizontally 
in locked position. 
2 from attack 
the burglar’s 

ae saw or wedge. 
jmany on by all burg- 


panies,” Rim and mor- FRANCIS KEIL & SON, Inc. 
oor. pat oaene THE COWAN MFG. CO. 


tially made of heavy cast brass and will outlast any 
door. Made in a variety of beautiful designs and 
furnished in all standard finishes. Liberal profit. 


Write for Folder and Trade-prices. 


door patterns. Ask for 401.495 Kast 168rd St. New York 
Pittsburgh Pa. 
Ge i 2) Lo — 














Are You Selling Your Share of Toys? 


When a dealer can sell more than $500.00 worth of Electrical Toys in a year and 
$9,500.00 worth of other toys, it demonstrates that there’s real money in the toy 


business. 
The story of this dealer’s success is typical of the practical help which HARDWARE 


AGE is giving its readers. 
A regular reading of the editorial and advertising pages of HARDWARE AGE will 
give you a background of selling knowledge which will contribute substantially 


to increasing your profits. 


Hardware Age, 239 West 39th Street, New York City 
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SPRING HINGES 
The “‘Simplex’”’ 





Hanging Strip 
Required 


_ The “Simplex” is designed for Economy in applica- 
tion; requiring no jamb strip and only one mortise 
cut. 

Be sure to read about the important features in 
construction of this hinge as described in our NEW 


CATALOGUE No. M-42. 


TYPE 9001 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 





Anchor 7 Brand 


CLOTHES WRINGERS 
SHOW 

"EM 

SELL 

"EM 

NOW! 


LOVELL MFG. CO. 


ERIE, PA. 

















A Complete Line 


of Hand Sprayers, 
Dusters, Atomizers 


The Acme dealer has a dependable, 
standardized tool to offer every cus- 
tomer—every practical style. A well- 
known line with a steadily growing pres- 
tige backed by saeoael advertising in 
farmer and grower journals, 


A Money-Back Guarantee 
Most customers know the Acme, but you can 
say: “If it isn’t all right, bring it back.” 
Our guarantee protects the dealer in making 
good this Acme sales clincher. 

The complete line sold through jobbers 
everywhere. Write us for catalog and dealer 
sales helps. 


POTATO IMPLEMENT CO., 
Dept.11 TRAVERSE CITY, MICH. 














HELLER’S ADVICE 


On proper store arrangement, display and storage 
problems can absolutely be depended upon. 


‘Heller's Reference Book on Hardware Store Shelving 
will help you plan for greater sales." Send Coupon 
TODAY for your copy. 

W. C. HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 20 Vesey St., New York City 


W. C. HELLER & Co., Montpelier, Ohio 

Please send me your reference Book No. 27-A on Hardware 
Store Shelving. 

Ne, od ang bebe 40 beh FOS EONS. 006484669000 0000 608 
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300% profit on 

















every Key made 


-_ 


No investment you could make is as 
profitable as a Key-making department. 
Buy the BEISSER KEY MACHINE ! 
and avoid having to say later: “I wish 


I had bought the Beisser.” WHY MeKINNON REEI IS 


Here’s what the Beisser does: 
(1) Cats any kind of key cuom- 
lete imn_ one operation ER 4 
(2) on Yale Keys in 20 sec- ARE SUP TOR ; 
onds 
(3) Eliminates hand-finishing 








(4) Cuts four flat keys at a time 
(5) Requires no experience to ope- They are ALL STEEL elec- 
rate . e 
(6) Makes keys by number with- trically welded—no project- 
ou akin ock apar ° ° 
(7) Cuts Bitt Keys, side and upper ing bolts, screws or rivets to 
zrooves as well as length and injure the hose. | 


width in one operation 
(8) No swiveling or adjusting 
necessary 


They have large CORRU- : 


Let us tell you what a complete Key- 
making Department is, investment, oper- GATED GALVANIZED 
ating cost, everything. Write today. drums. No rusting and no 




















Beisser Key Machine Co. kinking of the hose. 
407 East Fort Street i 
~ Detroit, Mich. MANUFACTURED BY 
me McKINNON DASH CO. 
ie. BUFFALO, N. Y. 
od 
<<2 


10 11 JF 1 2 3 
“Improved” Guaranteed | ; K R, E 


Jersey js MEASURING TAPES 
Shoe Lasts and Stands FOLDING RULES 
s PLUMB BOBS and LEVELS 


“HOME” STEEL TAPES 
% in. wide. Strong, bent 
leather case. Self-Opening 
handle. Nickelplated mount- 












They are lock bearing and absolutely the best of 
their kind. 


If you are stocking lasts and stands similar to the 
JERSEY it will be to your interest to get in touch 
with us before placing your next order. 











ings. 
We will show you that you will increase your sales oe 2 es oz 
on Lasts and Stands by stocking JERSEY. after sale. 
; Look 
“STANDARD” 
Seer for PLUMB BOBS 
Thi Made in 9 weights from 4 
18 “ to 24 oz. Brass with steel 
Cd point. Perfectly balanced. 
Mark. = 
ae : rt Boccgar oe ae 7. “FAVORITE” LEVELS & 
a for Builders, cnapenters sae 
el F . sy to use. m- 
Denotes <= - steno quai with wooden box, : 
° = FOLDING RULES plumb bob, rod and tripod. p 
Quality, % or %, in. wide Hardwood, - 
~ urable finish, yellow or white. 
“1: = a Attractive diaplay material 
Durability. - ae gp ag cae joints furnished ‘with order. 
: KEUFFEL & ESSER CO. 
STAR HEEL PLATE CO. NEW YORK, 127 Futon Strest General Office and Factories, HOBOKEN, N. 8. be 
CHICAGO ST. LOUIS SAN FRANCISCO MONTREAL 
Louis Sacks, Inc. 610-205. Dearborn St. 817 Locust St. 20-24 Second Ht. = Mote Dame SL 


357-391 Wilson Ave. Newark, N. J. Drawing Mi aberisis, Mathematical and Surveying instruments, Measetay Tapes = 
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DEALERS 


Here’s Quick Sales and 
Big Profits 
simple, practical 


Home lovers will 
Cash in on 


The demand for this 
weeder already exists. 
be asking for it everywhere. 
this demand by stocking now. 


Every home lover wants RID-O-WEED. 

It retails at a popular price which nets 
you a mighty attractive profit. It sells 
readily because it is practical. It is 
substantially made, efficient and will last 
a lifetime. 


RID-O-WEED 


destroys entirely dandelions, plantains, 
and other weed pests. Leaves no hole 
in the lawn; does not injure the grass. 
[t's the quick, easy way for com- 
pletely eliminating weed growth in 
the lawn. Saves time, labor and 
temper. Push RID-O-WEED in— 
pull the weed out. 








attractive proposition for 
Write for it today. 


We have an 
dealers. 


The B. & J. Manufacturing Co. 
Springfield, Ohio 


WMA 
ATH 
i 

Hi 

‘HI 


HMI 
AW! 
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Rubber 
Headed Nails 


are used as bumpers on pianos, closet seats, and 
to receive the thrusts of drawers, also to prevent 
noise and marring to such as they are attached. 
Stem Tips, made in thirteen sizes, especially de- 
signed for chair legs and prevent the sczatching of 
floors. Absolutely noiseless. 
We make a large variety of rubber specialties. 


Send for catalog and 
prices. 


ELASTIC 
TIP CO. 


370 Atlantic Avenue 
Boston, Mass. 






Buye!s 
in | @talo 




















LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 
shipment. If you would like our prices, send us 
a list before buying elsewhere and we will quote 
you on Seeds of various kinds in bulk, in litho- 
pres cartons of | lb. 4 lb. and % lb. and in 
lat Papers. We would also like to quote you on 
Mixed Lawn Grass. 


tunity. 


Please give us the oppor- 


1926 CROP 


Before buying for delivery after 1926 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at | 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 142nd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair prices 
we would not have existed 
so long. 


Business Established 1784. 


D. Landreth 
Seed Co. 


Bristol, Pa. 





COLONIAL BOY COPYRIGHTED 














ih ETON? 
SYSTEM 





Goulds Outfit X-210 complete Autowater System will 
supply water at the rate of 210 gallons per hour for 
the average city, suburban or farm home. 


Descriptive Booklet on Request 


GOULDS PUMPS, Inc. 


Seneca Falls, New York 


PUMPS 
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Transplanting Trowel 


a ARAMA Me 


=— 
— 
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The Progressive 
HARDWARE DEALER 
Ei i NN i || Says: AN AAU Hi A 


li 


“DIG A GRAVE and 
AVE THE DEAD ODOR” Garden Tools 


These practical trowels and 
weeders are made of one solid 
piece of heavy, durable steel. 
No loose wood handles. Extra 
strong and rigid without un- 
necessary weight. Perfect 
balance. 

Finished in a handsome baked 
black enamel. Points are 
smoothly ground. They retail 
rapidly at 25 cents each and 
return a good profit. 


Send for Free Sample and judge 
for yourself. 


~ Hoeft & Company, Inc. 
SEXTON 2305 Davis St. 
- North Chicago, IIl. 


Steel 
Garden Weeder 


Underground 
GARBAGE RECEIVER 





Send for complete catalog. =—- SS = : 
: = SS Garden 


Sexton Can Co., Inc., Everett, Mass. Trowel 





























STAY-WET 


Paint and Varnish 

Remover 
“Al 99 IT IS THE QUICKEST 
steel Ho Reels AND MOST POWERFUL 
se VARNISH AND PAINT 

ae . SOFTENER MADE. 

lo display a Donley Hose Reel is Its widespread popularity and 

to sell it. big sale carry conviction. 


I , _ . ‘ It is reasonably priced, car- 
ts glossy green enameled finish does attract ries a ‘good profit and. sells 


attention—Then the way it's made—all steel, readily. 


as its name implies. Durable and strong it RELIABLE PASTE CO 
stands up under the wear and tear of use. 3223-25 Cottage Grove Avenue 
The rated inding Chicago, Illinois 

1 corrugatec win Ing Dry Paste— Paint and Varnish Remover—Calcimine 
drum is another feature your 
customer will like. It allows 
the air to circulate freely 
around the hose. That stops 
the rotting of the hose. 


The price too is quite in line Fy ° « 
with what your customer (aaa Self-Adjusting 


wants to pay for a reel that eee 
won't wear out. BALL BEARING 


Made in two styles. Ca- 
pacity 100 feet of 54” hose. 1LAWN MOWERS 


Order direct from your 
Jobber. If he cannot supply +; Always in Adjustment Without Tools, Care or Atten- 
your needs write us direct. . tion. If Your Jobber Cannot Supply You-— Write Us. 


= Tie Donley, Mfe. Co The F & N LAWN MOWER CO. 
Ip a oe: 
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Gives Users the Utmost Satisfaction 
Gives Dealers Handsome Profits 


W ASHINGTON 
HOME FURNACE 


The Most Beautiful 
and Expensively 
Constructed Furnace 
on the Market. 
Backed by a nation- 
wide advertising 
campaign. 

Improved Air Duct 
Increases Heating 
Capacity 30 per cent. 
Correct Location of 
Water Pan—Hot 
Blast Fire Box and 
Many Other Fea- 
tures. 

No Basement Need- 
ed. No name on out- 
side. 

Placed above the floor. 
May be installed in liv- 
ing room. Saves ex- 


pense of digging cellar. 
It produces circulating 





| 0 & HE ii nn | 
ith i ms ng | 


a Victrola” 





Beautiful Grained Mahogany 








A Salable Weed Puller 


The “Out-U-Kum” Weed Puller 
is salable as soon as shown. 

This practical device removes the 
ENTIRE ROOT without leaving 
the usual unsightly holes and bald 
spots in the lawn. 


It is a 


een 



























triumph, sturdily built, 
attractively finished and 
moderately priced. Want- 
ed by every gardener and 
home owner. Packed 4 
doz. in an attention com- 
pelling Display Carton. 
Specially packed for 
EX RT trade in 
strong cases of 3 doz. 


C. S. Noreross & 
Sons 
Manufacturers 
Bushnell 


Ill. 
U. S. A. 





Finish—Harmonizes with finest 
mahogany furniture—also plain 






Makers of 
moist heat for five to she welt 






























finish for one-third less. seven rooms. NORCROSS Ki "1 fi i m1) og (RS “ lay i 
GRAY & DUDLEY COMPANY cm ite an ps | 
NASHVILLE TENNESSEE oators | AWN hit ar 7) 
“We Melt Over 100,000 Pounds Southern Pig Iron Daily” HUM Aull hd lls uN) iy Ae i 






































The World Moves—So 
Does the “BEST YET” 


“Best Yet” is the new- 
est idea in a FOOD 
CONTAINER. Inves- 
tigate! This container 
is made with a two- 
piece, all-steel jacket, 
center sealed, making 
it absolutely airtight. 


Keeps FOODS or 
LIQUIDS hot or cold 
better than others. 
Holds one gallon. Has 
large 3% in. opening 
and is fitted with san- 
itary aluminum, insu- 
lating stopper with 
rubber protecting top 
button. 





Container is finished in a beautiful Brewster Green 
with Two Gold Bands. It “Moves” as soon as dis- 
played. Good profit. 

If your Jobber doesn’t handle our line, write us for 
name of nearest distributor. Circular and Prices 
sent on request. 


The Colt Manufacturing Co. 


9 North New Jersey St. Indianapolis, Ind. 
Department J 








PROFITS 
SALE 


DIVE 














CONSOLIDATED ELECTRIC LAMP CO. 
208 MAPLE ST. DAN VERS, MASS. 
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IVER JOHNSON 


BICYCLE — VELOCIPEDES 
SHOT GUNS SAFE REVOLVERS 
ALL BIG SELLERS 





Iver Johnson’s Arms & Cycle Works 
332 River St., Fitchburg, Mass. 
New York, 151 Chambers St.; Chicago, 108 W. Lake St.; San Francisco, 


717 Market 8St.; New Orleans, La., 625 Pine 8St.; 
Ogden, Utah, 2327 Grant Arve. 
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TRADE-MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 
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Osborne High Grade Punches 





Arch Punches 
Revolving Punches 


Also: Leather 
superior 


Belt Punches 
Spring Punches 


A varied and attractive line for the Hardware Trade. 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of 
quality. 

The sbove tools «ill please your customers, as well as our famous Round 
end Oval Punches. 

Remember we have had 99 years of successful manufacturing experience, 
employ onty skilled workmen and use the finest quality of materials in 
making our p 

We stand back of every too] we make. Try us. Write Catalog 
end Prices. 


Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


for 





Screw Plate Sets 


“‘The Line That Keeps Moving” 


it takes steam to make — | om “"Go”’ and it takes more than good 


We've built "Go" es well as” 
e’ve ee te 
Soe e.) h.. as Quality inte the complete line of ‘‘Threadwell” 
The THREADWELL TOOL CO., Greenfield, Mass. 
Offices - 
New York City Philadelphia Chica Cleveland San Francisco 
396 Broadway £09 Harrison 3006 Wrigley 135 St. Clair 604 Mission st. 
Bidg. Bidg. Ave. N.E. 











A Soldering 
Paste 
That SELLS 


Speco Soldering Paste is easy 
to use and is absolutely non- 
corrosive. It can be used for 
all electrical and radio work 
with full satisfaction. 





Try a stock and watch it go. 





Special Chemicals Co. 
Highland Park, Ill. 





WOULD YOU RISK 
YOUR LIFE FOR 
A DOLLAR? 


We don’t believe you would 
knowingly do so. That’s why 
we build safety into every tool 
we make. We fully warrant the 
No. 144. It is Safe, Strong, 
[-conomical, and will give long 
satisfactory service. Its cost to 
you is only a trifle more than 
the ordinary tool. Jobbers sup- 
ply at Factory Price. 


Clayton & Lambert 
Mfg. Co. 


6275 Beaubien St... DETROIT, MICH. 





No. 144 Torch 
Ask for Latest Price 














Give them PHENIX QUALITY 
In Screen and Storm Sash 
Hangers and Fasteners 


Phenix Storm Sash Hangers and 
Fasteners are simplest, handiest, eas- 
lest applied, most 
efficient--that’swhy td 
they sell best. New 
improvements put 
them in a class 
of theirown. Write 
to-day for Catalog 
showing full 
Phenix line. 
Samples free. 











Sold by all leading 
jobbers. 











ce 
No. 115 Fastener 


PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 











’ 














ian Russell Jennings 
Auger Bits 


Patented by 


‘Two styles "* 
of shanks,— 
‘three threads for 


| boring all woods 


in 1855. 







t Russel Jennings Mfg. Co. 


| Chester, Conn. 
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DIETZGEN _ 


Fireplace Pitiings 
PLUMB 
> BOBS 


are the kind your trade wants—they are 
perfect in balance, attractive in appear- 
ance and reasonable in price. 

Made of brass with screw caps and 
steel points, in both long and short neck 
ymee. Extra steel points may also be 


a ate en 
q ’ “4 | { > 





To help you sell we furnish free dis- 
™ = as illustrated with assortment 

er he assortment shown is of our 
suaeiion selling items. The tray is hand- 
somely finished and may be used either in- 
side or outside your show case. 


Write for attractive dealers’ proposition. 


EUGENE DIETZGEN CO. 


Enduring worth at reasonable cost 














Chicago New York | |EN Philadelphia Washington 
New Orleans Pittsburgh == Milwaukee’ Ls Angeles 
San Francisco es? ‘ees Factory at Chicago 


Drawing, Surveying & Muthematical Instruments & Materials. 
Measuring Tapes 
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“NG eee a 5 COMPLETE line of fireplace equip- 
Se Z Tm “OF Ama : ever Exceptionally fine designs, 
c/o beautifully made and finished. Brass, 
Wrought or Cast Iron in a variety of 

finishes. Booklet on request. 


@® >. Om 
THE S. M. HOWES CO. 


y 
44 Union Sireei Boston, Mass. 
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Supertron prom- 
ises the Radio 
public and the 
Radio trades—a 
revelation in the 
art of making 
tubes—a new re- 
enforced interior 
construction that 
will positively 
cure the present 


Conneaut Special Shovels 


The best Handles, Steel, Design, Finish 
and Workmanship go into these shovels. 











aes se tube ailments 
non - microphonic 
—uniform—better 
and a complete 
;' line. 
his i I) , ny styles made by 
his is only one of many styl are the PR h made Supertron Write for complete 
the foremost Independent Tube in America details. 
THE CONNEAUT SHOVEL COMPANY Branch Offices in. Principal Cities Through- ALI. 00 
out the United States TYPES 2% 
Export Department, 220 B’way, New York Pues 00.00 


Shovel Specialists 

Conneaut Ohio U. S. A. g S U P E R T R O N Supertron Mtg. Ce.. ine 
RIAL UMBER CUARANTEE Hahoken WN} 

Examine Any 


nie Graffco— 
FLAT Picture Hanger 


























A Faster Selling Mop Offers More 


Note the BACK! 
Profit and Quicker Turnover— 


Convince yourself by sell- 






Against the These Features Will 
Wall! Impress You! ing SQUEEZ-EZY. The 
SIZE Strength! Enough to hold up to 100 mop that wrings by a twist 


NO. 2 of the handle. Keeps hands 


out of water. Saves time 
and back-bending. 


Ibs. weight. Flat-back makes it 
strong. Nail Stays In! Cannot fall 
out; is adjustable. Tool-Tempered 
Steel nails, sharp, strong. Steel, with 
lacquered brass-finish. 3 needed 
sizes, retailing !0c. packet. Write 
for samples and offer. 















GRAFF-UNDERWOOD CO. SQUEEZ-EZY 
, MOP CO., INC. 

Sele Mfrs. Graffeo Vise Signals, Vise Clips, 

Vise Index Tabe New Orleans, La. CCT Ga 


20 Beacon St., Somerville, Boston, Mass. 
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; Rigs ee _ ty | 
STANDARD BUILT-IN MAIL BOXES 
for resident and bungalow 
MOST COMPLETE LINE MANUFACTURED 
Write for illustrated circular and prices. 


STANDARD SALES & MFG. CO. 
103 Park Ave., New York 





The 


New Haven, Conn. 
U. S. A. 


Established 1876 
Incorporated 1900 





Manufacturers 
BUILDERS’ HARDWARE 
HIGH GRADE WINDOW AND DOOR 
SPECIALTIES 


WRITE FOR ILLUSTRATED FOLDER 














CUP 
GATE 
TENT 

SCREW 


Brooks fer SQUARE Hooks 


| Since 1848 CORNICE 
SHOULDER 

: MOULDING 
HAMMOCK 
LAMBREQUIN 


M.S. BROOKS and SONS 


Chester, Conn. 


and Al ways 


IWAN SNOW AND BARN SCRAPERS 


These good tools for barn, poultry house and sidewalk 
use are good sellers wherever seen. 7x18 inch blade, 
5 ft. handle. 
Attractively finished with durable blue enamel. 
Order a trial dozen now from your jobber. 








=> 
Iwan Bros., South Bend, Ind. 


Mfrs. of IWAN Post Hole Augers and Diggers, 
Hay Knives, Revolving Chimney Tops, etc. 














REVOLVING 
CABINETS 


Hardware —_ oe in 
auto su 

owners these dabiestn. 
They prevent mixing of bolts 


or screws. 


Large capacity. Small space. 
Many sizes. Send for Cata- 
log and Price List. 


Your Jobber will supply you. 
American Bolt & 
Screw Case Co. 

Ohio 


Dayton, 
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absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
MYERS NOISELESS CUSHION 

1 





‘ oe rubber tires, 
Deep tread steps, full length hand 
overhead track system, firm eadis Gommad, 
P eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and ’ 
efficiency One style only—neat of design— at | 
¢/ attractively se | height — > FF 





| THE INFLUENCE OF MILLIONS 


of attractive advertisements yearly which create demand for Lorain 
Oil Burner Cook Stoves should mean greater profit for you. Get 
acquainted with the supremely good 1926 Lorain Burner. Consider 
the sales continually made by satisfied users and the wonderful 
reputation of the manufacturer. Only by selling Oil Cook Stoves 
equipped with the Lorain High Speed Burner can you share these 
profits, 


St. Louis, Mo. 





“dhe Fragrance of Flowers— Not the Odor of Oils.” 








for Furniture Floors and Woodwork 


Bouquet-BrownsonCo.Ine. Of. “Paul, “Winn. 























THE WONDERFUL NEW BRUSH- 


AMERICAN STOVE COMPANY 
ING LACQUER. Dries in less than 
e-half hour. 


Wi on 
Coa ae Write for details today ! 


mM OU SEHOLD THE GLIDDEN COMPANY 
National Headquarters 
LACQUEROID .. si" i 

















“Opportunity Knocks But Once’”’ 


Keep your eyes on, the Business Oppor- 
tunities Section of Hardware Age if you 
are looking for a good hardware business. 
You can also use this Section with suc- 
cess to dispose of a business. 


The cost is nominal. 








’ 
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BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 


23 years. 








Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 
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Money for You in the 


Silver Lake GF —, 
Sash Cord 4g 
PACKAGES 
| Nationally Advertised 
| Order from Your Wholesaler 
Silver Lake Co. Newtonville, Mass. 


Manufacturers of Solid Braided Cordage 



























Repeat Orders 


25 years of constant advertising these 
dependable articles have made a great de- 


mand for Moore P ush-P ins 


(Glass Heads—Steel Points) 
to hang up small pictures, photos, charts, 
maps, etc., without marring walls. Harmo- 
nize with any color decoration. 





The safe and easy way to hang Heavy 
Pictures, Mirrors, etc., is to use 


Moore Push-less Hangers 
{Scientifically Constructed for Strength) 


Popular 10c Packets 


Are quick sellers with good profit to the dealers 
Description of our Counter Displays, Price List, 
Discounts and Samples on request. Advertised 
in the leading magazines for many years. 


Moore Push-Pin Co. 
113-125 Berkley St., (Wayne Junction), Phila., Pa. 























MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 

















FULTON 
Rust Proof Mail Boxes 


with the blue tags are in demand 4 4% 


Display them on your counter now. /@iwiuaibeees rl 
Spring cleaning is here and people ‘i 1 
want to brighten the outside of Pit 
the home as well as the inside. | a 4 
Fulton boxes are made in a wide pa 
variety of patterns with prices to 
suit everyone. 


If you are not handling The Ful- I 
ton Line write us for particulars. ‘i 


Patent Novelty Co., Inc. 
On the Mississippi 
Fulton 


a 


Wl vine i) 
> Matt 





Illinois 














CONDUCTOR HOOKS 


fk FFICIENT and reliable 

for plain or corrugated 

~ B pipe. Ask for sample and 

g| No. 27 Catalogue listing 

| hooks. and hangers illus- 
' trated. 

L. D. BERGER CO. 


59 N. 2nd St. 
PHILADELPHIA, PA. 
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JZ COMBINATION 
SOLDERING AND TINNING FLUX 





It’s easier and more profitable to sell the best 
known products. Ruby fluid is preferred because 
it is non-corrosive, non-explosive and non-injurious. 
Feature and sell Ruby fluid. 


Order from your jobber or write to 


The RUBY CHEMICAL COMPANY 
| 68 MeDowell St. Columbus, Ohio 


Free Sample 

and our latest 

prices sent on 
request. 











GRINDER AND BUFFER 


$15.75, brand new, in original crates 








Full 4% H.P., 110 volt, A.C., 60 cycle, enclosed dust-proof metor. 

BARGAINS in new motors, % H.P., 110 volt, 60 cycle, A.O., 
money back guarantee at $10.00 each, with pulley. Largest dealers 
in new and used motors in the Northwest. 


GENERAL DISTRIBUTING CO. 
Security Storage & Van Bidg. Duluth, Minn. 
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BUSINESS OPPORTUNITIES 





STORE FOR RENT—Ideal for hardware business, 4204-6 Lincoln 
Ave. (cor. Berteau), Chicago; 44-ft. frontage on Lincoln Ave., 16-ft. on 
Berteau to a depth of 83-ft. Steam heat; individual basement. Within 
one full block of two million dollar theatre and Irving Park Blvd. 
Possession May 1, 1926. Rent reasonable. An unusual opportunity. 
Ing.: M. FRI S=DLAND, Randolph 6648, Room 1626, 31 S. Clark St., 


Chicago, III. 


FOR SALE—GENERAL HARDWARE STORE, eastern Ohio town, 
farming community also coal stripping industry. Brick building, 30 x 65. 
Lot, 60 x 165. Wareroom, garage and on corner lot. Seven living rooms, 
bath, electric, city water. Ist grade school, two railroads. Invoice $8,000. 
Fixtures $1,000. Property reasonable price. Address Box H-44, care of 


HarpDWARE AGE, New York. 





FOR SALE—FARM M. ACHINERY, seed and hardware Pen 
established twelve years, a growing business in city of Maine. Good 
opportunity to develop the hardware end of it. Only two regular hard- 
ware stores in city of twenty-seven thousand. Owner wants to move to 
Massachusetts. Stock and fixtures about $15,000. Address Box H-36, 
care of Harpware Ace, New York. 








FOR SALE—GENERAL HARDWARE STORE and _ paint store. 
Located in small town in Western New York. The building which is 
28 x 60 has deep basement and up-to-date living rooms above. Stock 
will inventory about $5,000.00. The business was established in 1890 
and must be sold on account of ill health, Address Box H-25, care of 


Harpware AcE, New York. 





OPPORTUNITY FOR ONE OR TWO parties to take over a good pay- 
ing hardware, house furnishing and radio store, established six years. 
Known as one of the best in New York and located on a business thoro- 
fare. It will take about $15,000.00 cash, balance to suit, to handle this 
proposition. I shall be pleased to interview men with above capital and 
serious intentions. Address Box H- 17, care of HarDWARE AGe, New York. 





FOR SALE—Eighty feet of sectional shelving, two sections high. 
Thirty feet of open shelving. Forty-nine feet of glass shelving. Four six 
foot polish plate glass cases. All in oe finish. We will dispose of 
all or part at a very attractive price. . SMITH HDWE. CO., 314 


316 E. Washington St., New Castle, nth 








WANTED TO BUY—Outright, small factory making hardware spe- 
cialties of merit or will consider proposition to manufacture any good 
specialty on a royalty basis. Write us with full particulars as to what 
you have to offer. Address Box G-1000, care of Harpware Ace, New 


York. 


FOR SALE—A PLUMBING and sheet metal business in good town of 
eleven hundred people. Stock and tools invoice around $5,000.00. Very 
attractive price. Terms on part to right parties. Address Box H-29, care 
of Harpware Ace, New York. 


FOR SALE—HARDWARE BUSINESS in good live town; will invoice 
about $8,000. Low overhead; doing good business. Established over 50 
years. Owner retiring. Can interest anyone looking for an opening. In- 
vestigate. CHARLES F. STAHL, Marion, Ohio. 


WHITE ENAMELING—WE SOLICIT CONTRACTS for white 
enameling articles on quantity basis. Beautiful china-white finish obtained 
by our special process. Address Department H, E. H. TITCHENER & 
COMPANY, Manufacturers of “‘Bathwhite’’ Fixtures, Binghamton, N. Y. 


HOUSEFURNISHING DEPARTMENT WANTED—WwWill rent or 
lease housefurnishing department in successful department store in New 
sag A ad or surburban. Address Box H-48, care of Harpware AGE, 
New York. 

















HELP WANTED 


WANTED—A-1 SALESMEN in every state calling on first class 
hardware trade, to represent manufacturer of quality tool grinders, coaster 
wagons, and tool handies. Full line men wanted in states of Minnesota, 
Illinois, lowa, Nebraska, and Dakota’s. Salary and commission. State 
age, experience, and give references. Address Box H-39, care of Harp- 


WARE AGE, New York. 








HELP WANTED—Salesman with car possessing hardware and depart- 
ment store acquaintance in New York and Westchester Counties. Wanted 
by an established manufacturer and jobber. Prefer one living in territory. 
Address Box H-46, care of HArpWArE Ace, New York. 








SALESMAN WANTED—Who understands door hangers in _ every 
detail, to call on hardware trade, also engineering and construction 
companies. State full particulars as to age, experience and salary wanted 
to start. Address Box H-41, care of HArpwAre AcE, New York. 





WANTED—EXPERIENCED hardware salesman for nearby territory. 
SICKELS-LODER CO., 56 Murray St., New York City. 





POSITIONS WANTED 


POSITION WANTED—BUYER AND SALES MANAGER with live 
local jobber 20 years, hardware, mill, oil well, marine and builders’ sup- 
plies. Experience, covering retail, wholesale, traveling six years, buyer 
and sales manager. Can organize, buying and sales department, cata 
logue pricing and get results. A-l references. Employed but desire 
to make new connection. Address Box H-23, care of HArpWaArE AGB, 


New York. 


POSITION WANTED—EXPERIENCED HARDWARE MAN (retail) 
with twelve years experience in merchandising hardware. Capable of 
developing sales through advertising, direct mail and displays. Desires 
connection with reliable firm where advancement or interest would be 
possible. Contemplates change. Highest possible reference as to qualifica- 
tion, ability and reliability. Address Box H-38, care of Harpware AGE, 


New York. 


WANTED—POSITION AS TRAVELING SALESMAN, by young 
married man 25 years old, 6 years’ experience as paint, varnish and glass 
salesman; 5 years with one firm. Employed at ype time. Familiar 
with hardware trade in Eastern Pennsylvania. If you are not willing 
to pay legitimate expenses do not waste your time and mine. Address 
Box H-20, care of Harpware AGE, New York. 


BUILDERS’ HARDWARE MAN with 14 years’ experience estimating 
from blue prints and architect’s plans and specifications will be available 
for opening with a future on April Ist. ave had valuable experience 
in builders’ hardware business of my own for three years. Can furnish 
best of references. Address Box it-47, care of Harpware Ace, New 


ork. 


SALES EXECUTIVE—WITH 20 YEARS’ successful experience a 
salesman, sales manager and vice-president, large hardware jobbing 
desires a like position with a manufacturer of nationally distributed 
products. Experienced in organization and expense control. High char. 
acter, personality, habits, integrity; fine sales and executive ability. 
Address Box H-45, care of HARDWARE Ace, New York. 


SALESMAN—I AM THIRTY-TWO YEARS OLD. Have had three 
years’ retai’ hardware experience and seven years’ traveling. Am open 
for position with retail hardware jobber or manufacturer at reasonable 
salary to start, but position must have opportunities for the future and 
must be permanent. Address Box H-6, care of HARDWARE AGz, New York. 























FOR SALE—MY ENTIRE STOCK of general hardware, paints, house 
furnishings, wall ceeee, show cards and counters at No. 19 Main St., 


Hempstead, L. I., N. 





HELP WANTED 


SALESMEN, who have established trade and are acquainted with lines 
preferred, to sell at wholesale prices to dealers, enameled ware, aluminum 
ware, oil cook stoves, which generate gas; gasoline lamps, lanterns and 
camp stoves; flashlights, radio and flashlight batteries, electric lighting 
fixtures and — appliances. ENTERPRISE COMPANY, 


CINCINNATI, OH 


SALESMAN FOR MANUFACTURER of hand tools and hardware 
specialties for metropolitan district and adjacent territory. Forceful 
personality essential. Drawing account against commissions. Only de- 
tailed letters considered. Address Box H-35, care of Harpware AcE, 


New York. 
ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 


grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpware Ace, New York. 














WANTED—A MAN WHO knows builders’ hardware to work the con- 
tracting trade. Unless you know your line, don’t apply. Contract depart. 
ment will figure pour estimates. State line handled, salary expected and 
references. . E. FROST HDWE. & PAINT CO., W. Palm Beach. Fla. 


G = 
NATIONALLY KNOWN HARDWARE SALESMAN 


SALES ACCOUNTS WANTED 








with established office in Chicago, splendid sales or- 
ganization and excellent facilities for handling an 
additional line in Chicago and its environs. State 
full particulars of your proposition in first letter. 
Address Box H-40, care of HARDWARE AGE, New 


York. | 














MANUFACTURER’S REPRESENTATIVE OR SALESMAN for 
manufacturing concern available for Metropolitan District of New York for 
marine or builders’ hardware or specialty. State full particulars in first 
letter. 15 years’ experience. Can furnish best of references. Address 
Box H-33, care of Harpware Ace, New York. 


SALESMAN COVERING EASTERN NEW YORK including Metro- 
politan District, Eastern Ponnertvenia, New Jersey and Southern New 
England States in a car can handle one or two more hardware lines of 
merit. Prefer staple line or a good specialty which is a repeater. At 
the present time, I am carrying only two lines’ so will be able to do full 
justice to an additional one. Address Box H-42, care of Harpware 


Acre, New York. 








WANTED—A SALESMAN FOR Mephisto tools for the States of 
Oklahoma, North and South Carolina, Virginia and Indiana. mW W. A. 
IVES MFG. COMPANY, Wallingford, Connecticut. 





WANTED—BY EXPERIENCED SALESMAN to represent well-known 
manufacturers of tools and cutlery on the Pacific Coast. Can give A-1 
references. Address Box H-37, care of Harpware Acre, New York. 

















April 1, 1926 HARDWARE AGE 139 


Classified Opportunities 


SALES ACCOUNTS WANTED SALES REPRESENTATIVES WANTED 


ak 





























ee eee SALES PROBLEMS SOLVED—If a - | = —— = ” 
nancially sound and your production facilities are up to standard but Y 
your volume of sales is below normal or below what you believe it should MANUFACTURER OF HIGH GRADE ‘ 
be we = help oe Consultation — be am obligation advertising tire covers desires salesmen calling on : 
as our fees are based entirely on the results obtained. ‘'e can mer- : : : ; 
chandise your entire production or any individual specialty. ALFRED automobile dealers. Will consider gd wa of high ® 
BLOOM and ASSOCIATES, 1133 Broadway, New York City. Repre- standing. Liberal commission with salary guaran- § 
sentatives in all principal cities of the United States. teed. Write, giving references also present connec- % 
tion. Wm. Harris & Co., 407 Jackson Street, St.Paul, ? 
FAMILIAR WITH GENERAL and builders’ hardware and furniture Mi ’ . 
trade in Texas. Want line, either as main or side line. Must stand acid iinn, a ] 
— be repeater. Address Box H-8, care of Harpware Acre, New 
ork. 
PROMINENT STOVE MANUFACTURER of well known trade-mark 
line is launching national expansion program on most complete, best de- 





veloped and priced line of Heat Circulators on the market. Line also 


SALES REPRESENTATIVES WANTED includes heaters and ranges of all types and fuels. Strong gas line. 


Straight commission compensation. Big money making opportunity. Your 
territory may be still open. Want to hear only from big producers with 











NEW ENGLAND'S largest clock and watch house, also Ingersoll watches, | established territories. State in detail territory covered and sales volume. 
desire several high-grade, live-wire, hustling representatives as side-line, | Address Box H-14, care of HARDWARE AGE, New York. 
12, cometenion rr ven ei" ow Indiana, New York, arene ane : 
iddie tlantic tates. n first communication state territory desired an SALESMEN, REPRESENTATIVES, AGENTS to handle popular 
gg towed naga tata cet CLOCK & WATCH CO., 93 Federal priced high grade all-steel, white enamel recess bathroom medicine cabinets, 
pies. Ares : selling to jobbers, building supply houses, hardware dealers to the con- 
tractors and builders, architects, hotel and apartment house builders; 


SALESMEN WANTED —CALLING ON retail hardware trade in New liberal commission and exclusive territory to real salesman that can sell 








York, Pennsylvania and Ohio to handle side line of Sole leather. Attrac- 
tive proposition. Liberal commissions. Reply, stating lines now handled = — results, Address Box H-28, care of Harpware Acz, 
and terribery covered. Address Box H-21, care of Harpware AGE, ~~ 5 
New York. 
MANUFACTURERS of full line household specialties want local repre- 
EASTERN MANUFACTURER OF BUILDERS’ HARDWARE has sentatives in all important cities to handle line on commission. Depart- 
several territories open for representation. In first letter state lines ment houses, premium concerns, are all big users: State experience, lines 


Address Box handled and territory covered. We want none but those who can “make 


carried, exact territory covered and houses represented. 
good.” For such our proposition is an excellent one. Address “‘S. H.,’’ 


H-13, care of HARDWARE AGE, New York. 


care of HarpwAre AGE, New York. 
_SALESMEN CALLING ON the retail hardware trade in the New 
England States, the Northwest, and the Pacific Coast to carry a sideline SALESMEN WANTED—FIRST CALL for salesmen on high grade, 


igh grade pocket knives on commission. Address Box H-16, care of patented, non-competitive automobile cleaner. Test campaign just con- 
cluded among hardware dealers great success. Boon to every motorist. 


Its merits immediately evident. Priced correctly to dealer and consumer. 


COMMISSION SALESMAN IN EACH STATE wanted by manufac- Large commission to salesmen. Exceptional sideline. Applications strictly 
turer of hand tools and hardware specialties. Advise territory covered | confidential ACE MANUFACTURING CORP., Brooklyn, N. Y. 


and houses represented. Address Box H-34, care of HarpwarE AGE, 
New York. WANTED SALESMEN WITH ESTABLISHED TRADE tto sell as 


a sideline an imported special wood saw. Nearly all territories open. 


AGENCY WANTED for specialty in the industrial or automotive line Give full particulars in first letter. Address P. O. B. Station D, New 
in New Jersey. Address Box H-43, care of HArpware Ace, New York. York, N. Y. 


WESCO TIRE CHAINS ||. Handy Craft 


ARE GUARANTEED The New Steel Building 
Toy for Boys 


Western Chain Co. Retails for 75 Cents 
Chicago, U.S. A. THE HART & COOLEY CO., New Britain, Conn. 








fi A. Ace, New York. 





















































Economy | |° EYELET TOOL Co. 


Hose Attachments eetetare , # oy — wy {iene 
ve 8 er) for ather, a 
For connecting hose to poo Metal, Punch Tubes, Punches and Dies. All 
faucets. Slips on and off easily kinds and sizes made to order. Write jobber. 
Reonemay t, Pag Booklets free. Established 1858. 
r ° 
Philadelphia, Pa. 190 Dorchester Ave., Boston, Mass. 


American 


American Can = 


J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


eae | 
LUMBER || 
































ELEVATORS NEW CATALOG of Stone Work- 
AITERS ing Tools and Supplies—just off 
DUMBW the press—free on request. Send 
Write for our catalog for it today. 
Energy Elevator Co. Trow & Holden Company 


SCYTHES 























Taintor Positive Saw Set 
All steel. Fully 





CRAYONS “ since 1812, Axes since 1800 tor oon i 
STAN Ae Mee | REXFORD Bittasteo ve | | sn en ZASIOE MY? $y, oer 




















BRASS HOSE BANDS 


give JUST THE SERVICE 
you want Hose Bands for 
on All Hose Connections. 
A trial will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. We - 





YERDON CAST J 























140 


HARDWARE AGE 





April 1, 1926 


























WANTED REPRESENTATIVES 
TO 


TH STEWART IRON WORKS CO. 


225 STEWART BLOCK CINCINNATI, OHIO 






WINSLOW'S 
S a 


The Samuel Winslow Skate Mfg. 
Worcester, Mass. 

















STRATTO 
HAND 


Enameling, both baked 


STRATTON MFG. CO. 


eens 


LES 


Fer Small Tools, Utensils, Electrical Goodie Btc. 


aw 
Stratton, Maine 


Robertson “Horse Shoe” Magnet Hammers 


Permanent magnet which holds P a 


the tack in position for driv- F i0i¢ zs —— 
ing. Awarded the Silver Medal ao 


(the highest offered) at the Panama-Pacific Exposition. 
Good profit. 
Name and design trade marks registered U: 8S. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 




















New York Offlee - - - = 
Chicage Office - - = = 


Waste — Mops — Wicking 
Cleaning Cloths 
Caulking Cotton — Chemical Cotten 
Send for samples and prices 


MASSASOIT MANUFACTURING C@. 
Fall River, ann. U. 8. A. 


- 350 Broadway 
” 189 West Madison St. 











BOLT 
“VICTOR” cupPER 


Send for Catalog 
ROBERTS MFG. CO. Somerville Station, BOSTON, MASS. 














test. 


your sales. 





@ert way £7 1See 


Welding Compound is best by every 


welding of any steel as 


easy as Iron. Sot ts oak dense 


Made only by 


AnTI-Borax ComPounp Co. 
Fort Wayne, Ind. 





HACK ‘LE NOX” SAWS 
root” AD ossxcrcn 


“The Toots in Lhe Plaid Box” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 








: See our 
1578-9. 





(Soss) Invisible Hinges 


For houseowners, carpenters, cabinet 
makers, etc. Simple | in design, Soss 
: invisible Hinges will give long service. 


Catalog in Sweet's, pages 


SOSS MFG. CO. 
778 Bergen St., Brooklyn, N. Y. 


THE FOWLER & UNION 


HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 
Plant ef 


1000 MILITARY RD., BUFFALO, N. Y. 















€&>. Better Machine Screws 
for the Hardware ‘Trade 


HARVEY HUBBELL, 


INC. Bridgeport, Conn. 














Manufacturers 











QO. Lindemann & Co. 


CAGES istabiishea 1863 


35-37 Wooster Street, New York 


Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 


9 Jones Street Rochester, N. Y. 











—<——— 


















SO BOSS The Improved Cow Hobble 
saat tee mea 
Holder ‘retells. st 6e. with 







Simonsen Iron Works 
Sioux Rapids, Iowa 

















Fly Screen Cloth 


Attractive finish, durable 
quality. We can fill your 
orders promptly. 
Write for prices. 


Wire Co., Rome, N. Y. 
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When you start to compare Milcor production of “footage” 
materials with mileage around the world, you become thor- 
oughly impressed with the fact that “Your Trade Appre- 
ciates Milcor Quality”. Each year Milcor produces enough 

Eaves Trough, Conductor Pipe and Trimmings to reach Lconehalyestagl 

in an unbroken line, end to end, from Milwaukee to Manila a Wun wei x a paces” 
(Philippine Islands). Such popularity, growing greater , eet oe £4 FOR REINFORCEMENT 
every year, emphasizes the confidence of sheet metal men, | 
contractors, architects and owners, in the Milcor line. 








‘Oh, Yes! MMILL.COPR the Popular Line! 


SY, pemepeee products are known. They — whether you are buying many carloads 

are accepted as the standard of | ora small, LCL, cmergency order, you 
quality. The buyer has the “Oh, yes!” = are assured of speedy service from 
attitude when you mention Milcor. Miulcor stock, from the Main Plant or 
Sales come easier—satisfaction remains any of the Branches. The Milcor or- 
—and conviction of true value brings — ganization has been built up to main: 
repeat business. tain service. You can depend on it. 


Serv ce, too, is a big factor in Milcor’s — Consult your Milcor Net Price Book daily. 
increasing popularity. Regardless of Sell the COMPLETE Milcor Line. It pays! 













Milcor Products are now available in Steel, “Coppered Metal”, Pure Zinc, Pure Copper, or in 


a Wy, Write for Details on the Milcor 
Tron 


ARMCO Merchandising Plans. 










Is Yours a Milcor ARMCO 
Ingot Iron Shop? Ingot 









MILWAUKEE CORRUGATING COMPANY, MiItwaukeEgE, Wis. 
CHICAGO, ILL. KANSAS CITY, MO. LA CROSSE, WIS. 


MILCO 


QUALITY SHEET METAL PRODUCTS 
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Help the Busy 
Car Owners 


You can do your car owner neighbors a bigger service 
right now than in any other way by selling them the 
tools they need and ought to have. And you will profit 
accordingly. 





















Take a trip through Gasoline Alley and you will find 
most of them working with a haphazard collection of 
inefficient and misfit wrenches. 


Whenever they visit the garages they see the mechanics 
working with Snap-On Wrenches and are ready and 
waiting for the opportunity to buy these superior tools. 


Install the Snap-On Display Cabinet. The investment 
is small. You don’t need to know anything about auto- 
mobiles—the information we give you in the “What 
Car Do You Drive?” book makes you a socket wrench 
expert. 


Show any car owner how a selected set of Snap-Ons 
will save him real money, make his car run better and 
protect him from road troubles, and he will thank you 
for selling them to him. 
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Details of our remarkable sales plan will interest you. 


Snap-On Wrench Company 


Manufacturers Milwaukee 


Motor Tool Specialty Company 
Sole Distributors 


14 E. Jackson Blvd. Chicago, IIl. 
Distributing Branches in 18 Principal Jobbing Centers 


Snap-on aig 


INTERCHANGEABLE 


Socket.Wrenches 
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THE BRAND YOUR FATHER USED 


| SHAPLEIGH HARDWARE CO. | 
MADE FOR INTERNATIONAL. £. 
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In This Issue:—The Advisory Kitchen Finds Many New Prospects—Questions of Visitors Justify 
Educational Show—Now Comes Percolator Month—Mrs. Chantler’s Sales Talk for Four Big Summer 
Comforts—The “Mistake” Contest. 
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million in 
new accounts 
since the last 
issue of this 
Publication 


ABC 


cAmerica’s Leading Washing Machines fy ° 


REER BROS. COMPANY 














Peoria, Illinois 























Because of popular demand 


THE Star Electric & Engineering Co., Inc., 
Houston, Texas, first added radio as a side 
line. To their surprise a large volume of 
business was done the first year and a sub- 
stantial increase has been experienced each 
succeeding year. 


From the start in radio, the Star Electric 


popular demand, because they give better 
service and because our source of supply 
is sufficient to meet our needs.” 


Eveready Radio Battery business will 
bring profits to you and satisfaction to your 
customers. Order a stock of Eveready 
Radio Batteries from your jobber. 








& Engineering Co., Inc. 
h - dled 5 Tuesday night means Eveready Hour — Manufactured and 
as andle Eveready 9 P. M., Eastern Standard Time, through the guaranteed by 
: : following stations: oe ; — 
Radio Batteries, and wear-New York wor-Bufalo  won-Chicaro NATIONAL CARBON Co., Inc. 
they still continue to sell wiet-Boston wsat-Cincinmal ont { Minncapoi New York San Francisco 
. ° ° wtTaG—Worcester WEAR-—Cicvelan St. Pau 1: 
ever-increasing quanti- wrI-Philadelphia wwJ-Detroit.  xsp-St. Louis Atlanta Chicago Dallas 
. » » » K sas Ci . g 
ties of Evereadys Stat- Pacific Coast, Eveready Program seein Pittsburgh 
? KGo-San Francisco—8 to 9 P. M. Canadian National Carbon Co., Limited 





Toronto, Ontario 





ing that it is “because of 
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Radio Batteries 


-they last longer 
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THE IRON WITH THE 
ALL-STEEL PLUG 
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OMPARE the irons on your shelves! On none 

of them will you find a selling point so con- 
vincing—so demonstrable—so profitable—as this all- 
steel UNBREAKABLE plug on the Simplex. 

The Simplex Iron without this feature represents 
easily recognized value. But WITH the Unbreakable 
Plug, the Simplex becomes the outstanding sales- 
builder in the iron market today. 

Nearly two years experience with the Simplex un- 
breakable all-steel plug and its new contacts in the 
hands of hundreds of thousands of consumers enables 
us to unconditionally guarantee this fast-selling item. 

Put Simplex Irons in your window and on your 
counters—sell the IDEA of the unbreakable all-steel 
plug. The Irons will sell themselves! 


SIMPLEX ELECTRIC HEATING COMPANY 
85 SIDNEY STREET, CAMBRIDGE, MASS, 


/ 15 So. Desplaines St., Chicago, III. 
National advertising in colors is sending 


eo . customers to YOUR store. Let them see BREAK ABLE. and $7 50 
the familiar Simplex in your window. plug, now. .. . « « LIST 








Simplex Electric Cord-Set 


Standard equipment on all Simplex 
Irons. Also sold separately to fit all 
electric appliances. Complete with 






Cook on a Simplex Electric Range quick .clean, safe. cheaper. 
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Make the Summer Time Your Profit Time 


Here are three hot weather chasers that will also chase the profits into your 
till. Don’t delay in ordering these wonderful fans, the very finest achieve- 
Hot weather will be here when you least expect 
it and you should have a full stock—especially of the new Eight inch fan to 


ments of the Star-Rite line. 


sell at $6.50. It is the sensation of the fan world. 


THE NEW 

STAR-RITE 

8-Inch Fan 
$6.50 


In Canada $7.95 , 


You never saw any finer workmanship in 
a fan at any price than this leader which 
is built for you to sell at $6.50 and which 
will leave you a handsome profit. Its 
blades are individually mounted secure- 
ly riveted to the fork. The gauge and 
pitch of these blades are accurate to the 
1/1000 of an inch. And: each blade is 
actually balanced against every other. 
Sturdy universal motor heavy blade 
guards, sparkling all over nickel finish. 
Height over 11 inches. 


10” Oscillating Fan 


$13.50 


In Canada $16.75 


This is the next big leader 
this vear. It is built for 
people who want the very 
best. Especially cut oscil- 
lating gears insure a sweep 
from left to right and back 
without a tremor. Three 
speed regulation insures 
maximum service. Only 
Star-Rite gives you all 
three features at this low 
price. 





Fitzgerald Manufacturing Company, 
Canadian Fitzgerald Company, 95 King Street, East Toronto, Ontario 





10” Straight Fan 
$10.00 


In Canada $12.25 


This is a big brother of the 
new eight inch. It is the 
same sturdy fan that built 
such a big sales record last 
season. For five years it 
has had increasing sales 
preference and is more 
popular now than ever. 
Complete with three speed 
control, felt padded base, 
cord, plug, blade guards 
and sparkling all over 
nickel finish. 












































Torrington, Conn. 


























Now is the time to feature 
the new Standard line of Lamps 





TO HELP SELL THE 
New STANDARD 
~ LINE » 


azine 
, 
Window 
Displays 
Sales 
Helps 
Campaigns 


Bank lets 


Noveities | ' 











The greatest advertising campaign 
we have ever planned is working 
for you. 





Feature the new lamps while public 
interest is at its height. 





Sell lamps 


to every Customer. 


HE whole incandescent lamp industry is 

cooperating in a concerted appeal to the 
public to buy the new inside frost Mazpa Lamps 
in place of clear and outside frost types. 


The Advertising campaign behind the new 
Standard Edison Mazpa Lamps is the most com- 
prehensive effort we have ever planned. 


You are bound to profit from the demand these 
sales forces are creating. But to profit fully you 
must cooperate with them. 


Make the new Edison Mazpa Lamps your big 
merchandise feature while public interest is at 


its height. 


Display the new lamps in your windows—give 
them a prominent place on your counters and 
shelves. Make sure every customer is reminded 
to buy the new lamps they have seen adver- 
tised so extensively. 


Remember it is to your advantage to change demand 
to the new standard lamps as quickly as possible. 





EDISON MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 
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CLEANS 
WITH A LIGHT 
TOUCH 


VOSS 
FLOTO-PLANE 
AGITATOR 


VOSS FLOTO-PLANE WASHERS 


Show 37% Sales Increase 


Government Statistics show that 90% of the people cannot 
afford to pay over $100 for an electric washer. 

That is why this new Voss Floto-Plane Washer is showing 
an increase in sales of 37% over last year. 

Voss Dealers are cashing in on this big market. 

Write us for catalogue No. 49 and our complete Merchandis- 
ing Sales Plan. See for yourself how you can increase your 
sales. 


Retails for 










=~, 10 VOSS FEATURES 





$ 94. 00 = —— & 1. Easier on clothes Floto-Plane 
° 4as 8: m 

a } 2 ae | | Agitator works at “point of sus- 

7 : — pension”—it Cleans with a Light 





Touch. 

2. Washes cleaner: New water action 
causes suds to swirl and _ froth 
through the clothes. 

3. Washes faster: Does not pack or 
“wad” the clothes—ample space for 
sudsy water to reach every fibre. 

- Small space. Base 22% x 25)4 in. 

. Trouble proof: Simplest mechanism 
on any washer. 

. Safety: Mechanism enclosed. 

. 4-position wringer: Locks to posi- 
tion; positive safety release; 12 in. 

ating tala rubber cushion’ rolls; Patented 

“age pao Ly Safety Feeder free with each ma- 

rt chine. 

8. Voss Floto-Plane Agitator: Exclusive 
feature, cannot rust, wear out, or 
need replacement. 

9. Guaranteed by oldest washing ma- 
chine manufacturers—makers of first 

a washer. 

- OF | 10. Saving: You save your customers 

| $35.00 to $85.00. 


VOSS BROS. MFG. CO. 


DAVENPORT, IOWA 
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ree Attachments 


with every 


JEWEL, 


ELECTRIC VACUUM CLEANER 


Retails for "44 75 complete 
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FEATURES of this 
BIGGER, BETTER, 
CLEANER 


% HP. AIR COOLED motor. 

Full 14-inch aluminum nozzle. 

Long nozzle points to get into corners. 

Special adjustment on rear roller to 

raise or lower nozzle for different 

rug nap thicknesses. 

Finest aluminum castings. 

Non-cramping Pistol Grip with con- 

venient push button switch. 

Double, detachable, self-cleaning 

brush, 

Tested and approved by Underwriters’ 

Laboratories and leading Home In- 

stitutes. 

GUARANTEED FOR TWO 
YEARS 
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FREE ATTACHMENTS 





The Retail price asked for the JEWEL is so low 
that the appeal of FREE ATTACHMENTS 

alone, will bring buyers to your store without 

the necessity of employing house-to-house 
salesmen. 


Because it offers you a good net profit 

to start with.and supplies the means 

of getting business without extra 

cost, the JEWEL is the most 

profitable cleaner you can 
handle. 


TWO YEAR GUARANTEE BOND 
with each 


JEWEL CLEANER 


Send for sample 
JEWEL NOW. 
[f your jobber 
cannot sup- 

ply you— 
write 

us. 





CLEMENTS MFG. CO., 608 Fulton St., Chicago, IIL 
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A Triumph 
in Better 
Radio Reception 


As the Prima-Donna is to the opera—so compares YOUR 
receiver to ordinary radio when equipped with a MAJESTIC 


SUPER B. 


Tonal quality and volume alone are not only improved, but 
the annoyance of constantly depreciating B batteries is 
permanently eliminated. Also, the cost of operation of 
your set is further reduced to an infinitesimal tenth of a cent 
per hour. 


Engineers and technical experts will appreciate the efhciency 
of the MAJESTIC SUPER B to know that two chokes of 
41 Henrys each and 20 micro-farads of capacity are used 
in our filter circuit. The chokes and transformer are wound 
with number 30 Gauge wire of low resistance which results 
in voltage regulation of better control. The exceptionally 
large condenser bank smooths oyt every trace of ripple 
with a wide safety factor to spare. 









Majestic Super-B Current Supply Com- 
plete with Raytheon Tube Capacity | to 
12 tubes including the use of new 135- 
150 volt power tubes. 


110 volts, 60 cycle. Price...... $39.50 


The MAJESTIC STANDARD-B is a 
smaller B current supply unit, designed 
for sets having not more than 6-201 A 
type of tubes or 5-201 A, plus one 112 
type of 135 volts power tube. 


Majestic Standard-B current supply com- 
plete with Raytheon Tube. 


110 volt, 60 cycle. Price...... $32.50 


GRIGSBY - GRUNOW - HINDS - CO. 


4556 Armitage Avenue, CHICAGO 














ELECTRICAL GOODS 


Section of fhe 


HARDWARE AGE 


For the Electrical, Lamp and Radio Departments 

















Section Two 


April 1, 1926 





In This Issue— 


Editorials 24 
Questions Asked at Electric Appliance Show 34 
If this store had any doubt about the educational advantage 

of a show, the public's interest and inquiries proved it 
worth while. 
Advisory Kitchen Extends Appliance Field 14 
This is an idea that can be made effective by any deacer 
in any size town. 
Four Aces in Selling Summer Comfort 32 
Mrs. Chantler practically writes a sales talk for those who 
are seeking to sell the larger appliances. 
ELECTRICAL GOODS IN PICTURES 
Percolator and After Theater Lunch 27 
Mother’s Day and Electrical Appliances 28 
Two Minute Lamp Study 30 
Lamps as Show Window Factors 17 
Lamps as a Decorative Crime 21 
In these two articles, Mrs. Bowser, the Lamp Editor, gives 
direct hints for better selling of illumination. 
Electric Cleaners in the Rug Department 18 
This Texas store selling the carpet and rug buyers a cleaner 
to properly care for the new floor covering. 
Some Things to Sell in the Radio Department 26 
Arthur Sinsheimer, the Radio Editor, expresses an idea 
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Interesting Letters 


ROBABLY the _ reason that 
Pir morning mail is so inter- 

esting is that the letters rep- 
resent such individual points of 
view and out of them you get what 
is in the thoughts of many men and 
women. 

Three persons have recently said 
in letters that ELECTRICAL GoopDs is 
very helpful to them in their busi- 
ness. 

One was a clerk in a store in a 
rather small town. 

The second was the manager of an 
electrical department in aé_ large 
hardware store in a large city. 

The third is a writer of advertis- 
ing for a large store. 

Certainly there must be much 
that is practical in these pages, and 
so we ask that all try to see how 
they can apply the ideas that mer- 
chants pass along. If we _ print 
something that seems impractical, 
ask us about it. 

Some letters on radio merchandis- 
ing have come to notice. 

One merchant writes, ‘We do not 
sell radio and will not until the 
price cutters are eliminated and 
radio gets down to business.’’ 

Another letter says, “We are not 
trying to do much with radio, sell- 
ing some receiving sets and keeping 
in touch with things as the selling 
conditions improve, so we will be all 
set.” 

Still another letter says, “Really 
our first year in a departmentized 
hardware store,” and then reporis 
the sales of 50 sets under $50, 180 
sets at prices ranging from $F9 to 
$150 and 50 sets at more than $150. 

Some letters raise questions in 
your mind and other letters answer 
them. If you have questions on 
your mind about merchandising of 
electrical goods, send them to us and 
we will find a merchant somewhere 
who will answer them. 
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CA tree years of effort spent in 


perfecting a more efficient applica- 
tion of the principle of beating, we are 
happy to announce one of the most 
important achievements in electric 
cleaner history— the development of 


POSITIVE AGITATION 


The beating of floor coverings now be- 
comes an exact scientific process, and, 
as accomplished by the New and Greater 
Hoover (Model 700), is responsible, by 
actual test, for an average increase in 
cleaning efficiency of 131%. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 
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The National Electric Light Association 
Fosters Industrial Cooperation 


AN 1885 the National Electric Light Association was organized and there 
were, at that time, about 400 lighting companies in this country. It is 





night service. The name of the association reflects the thought at that 
time. An electric service company was looked upon as a source of light. 
The power demands were not then dreamed of. The 60 continuous service compa- 
nies represented an investment of probably $10,000,000. 


It is through this association that much progress has come. It early was rea- 
lized by the men forming this association that the interests of electric service com- 
panies were mutual and that advancement must be coordinate as much as possible. 
Also that the day was coming when electrical service would be a practical monopoly 
in each community, thus eliminating direct competition. 


This realization has made for the greatest progress, for managers of plants have 
not sought to keep progress a secret. The association and its membership have 
worked for the progress of the electrical industry, through an interchange of ideas 
and progress and in the preparation of data. 

Electrical service companies early accepted the theory of regulation and have 
sought to make regulation cooperative rather than restrictive. The association has 


compiled data that are useful to the regulators as well as to the companies placed 
upon the defensive through well-meant attempts at regulation that bid fair to be- 


come oppression. 
The Association has also compiled over a period of years data that record the 


progress of the industry. If you begin with the 60 plants supplying continuous ser- 
vice in 1885 and the capital stock of $10,000,000, you advance rapidly. These fig- 


ures show the growth: 


Dee. 31, 1925 


Capital Investment ............. 


1902 


$504,740,352 


1912 
$2,175,678,266 


1922 


$5,100,000,000 


(Estimated) 
$7,350,000,000 


I os hii sks beens $85,700,605 $302,115,599  $1,084,000,000 $1,425,000,000 
Generation in K.W.H........... 2,507,051,115  11,532,963,000  43,559,673,000 60,250,000,000 
Fuel Consumption 
ne eer $11,635,509 $34,748,754 29,114,232 33,750,000 
ee SG dls ckeknn tence ees (Expressed (Expressed 12,367,251 15,150,000 
Ge SOUR ss oneness 464 vcx in dollars) in dollars) 24,992,534 50,650,000 
Generating Capacity in K.W..... 1,212,235 5,134,689 17,725,484 24,600,000 
a Er 600,000 3,837,518 13,710,000 18,170,300 
Mic ak a id nie Sle et es (Division (Division 11,030,000 14,745,300 
oi old a vo Balen not not 2,205,000 2,750,000 
EE ta piittie noire bison earn available) available) 475,000 675,000 
1900 1910 1920 1926 
Pempeiation 06 TW. Bosco. cccccsee. 78,576,436 95,545,336 105,710,620 115,870,000 
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Advisory Kitchen Leads to Many 


W hat the Gilchrist store thought was a modest activity, and 
might be helpful, has become a center of club work 


UPPOSE that an electrical appliance section in a 

department store could “go” to the shopper as 

well as the shopper to the electrical appliance sec- 
tion! Wouldn’t this mean increased sales? 

Suppose that this same electrical appliance depart- 
ment could be placed on a demonstration basis before 
these shoppers, so they can see the appliances in use, 
just as they had been dreaming of them in their kitchens 
and their homes! Wouldn’t this mean increased sales? 

These two suppositions now have become realities. 
Gilchrist’s store of Boston has taken the idea and trans- 
formed it into a fact. And—this has meant augmented 
sales to the department which is finding that its total 
business is on the upward swing month by month. 

Early in September Gilchrist’s opened what was 
styled an Advisory Kitchen in the rear of the appliance 
department as an experiment. George Bruorton, the 
buyer, had fondled the idea for many months and 
wished to try it out. The immediate revenue from the 
Advisory Kitchen, of course, would be nil. By itself it 
would not pay but being tied up with the department, 
it has led to a steady departmental sales increase by 
showing shoppers the better goods and demonstrating 
how to use them properly. : 

In an article in ELECTRICAL GoopDs for January it was 
told why the Advisory Kitchen was opened and how, by 
cooperative suggestion, it resulted in a sales gain 
throughout the department. Every counter has felt 
the benefit. 

Now Gilchrist’s, with the plan of bringing the appli- 
ance secticn to the shopper, has supplemented the work 





of the Advisory Kitchen. In truth, it is an added phase 


of the Kitchen’s work. 

Gilchrist’s did not stumble on the “bring-the-store-to- 
the-shopper” idea. It was a natural growth of the Ad- 
visory Kitchen. When Mrs. Mae Myers, the directress, 
opened the kitchen and shoppers became interested, she 
was surprised by the number of telephone calls from 
wives intrigued by household problems. 

It would mean more if these same wives could see 
these problems settled by a demonstration. So Gil- 
christ’s secured a list of all the women’s clubs in Bos- 
ton and the suburbs, sent each a letter stating that the 
company would be glad to send a representative to any 
of the club meetings and demonstrate the new appli- 
ances, cook a meal for the members, if wanted, and 
answer all questions regarding kitchen problems. 

Many of the clubs took advantage of the offer. The 
club leader or her aide is asked to call at Gilchrist’s and 
visit the Advisory Kitchen as a Gilchrist guest and then 
talk over the arrangements. When everything is con- 
cluded satisfactorily—the date set and the time—Gil- 
christ’s sends to the club room many of the latest appli- 
ances and a lecturer and sometimes two. 

Mrs. Myers’ talk at the club is informal. As she ex- 
plains, it is the entertainment part of the meeting. She 
tells first of the Advisory Kitchen and usually ends her 
talk with an invitation to all to visit “her kitchen.” 

The laundry, too, is an important part of the lectures 
and Gilchrist’s has an expert who knows electrical laun- 
dry devices in Miss M. G. Woodly. She2 tells the club 
members how “to take the irk out of work.” 

By interesting the club members in the appliance de- 


It is the ordinary 
thing for one or 
more of the women 
who attend these 
meetings to remain 
for a talk about one 
appliance in which 
she is especially 
interested. 
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Activities 


By Proctor P. Lincoln 


Mrs. Mae Myers, head 
of the kitchen demon- 
stration activities and 
the equipment she takes 














to a club meeting. 
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lo prom te a better understanding 
Vee ie Customers and ourselys 


— Madame President! 

One of the newest services to this com- 
munity has become a deguedfy aerceable 
feature of Gilchrist life 


We recently offered to ne. s-b# \\ omen’s 
Clubs lecture services by a Gilchrist 
representative, on Various branches of 
Home Economics such as “Diets That Are 
Different.” “Equipping the ltow-Qost 
Kitchen,” “Electrical Hand Maids,” ete. 


—appreciation! ; 
That the pleasure of these lectures 15 
mutual is cvin¢ed by the accompanying 
letter trom a promincut Boston club 


“Pear >i! 
today our Ladies’ Physiological In 
‘ttute of Boston, the oldest Womens 
Jclub io this country, Dad a very iterest- 
ing and Instructive program geo 
the courtesy of the Gikebrest Co 5 
sou will vete by the enclosed card the 
‘ubject peesented by Vigs Woodly was 
“the 7 vl a Tub” illustrated by prac- 
twal demonstration of both the electric 
washing machine and urangle 
_ fer presentation was interesting in 
the subject matter, hu fairness in regard 
tu varlows twpes of macbine. Jee «n- 
vewsl, her answers to questions drect 
and informative, aod her persouaiity 
pleasing ; 
We fecl deeply indebted for this 
courtesy accorded without expense to 
the Club and a vote of thadks was wieae 
to the Gilchrist Co, which was haga 
and woanimqus 
Wishing yuu e@ytry success tm this 
Chugational method 
eeerc!y your 
Mer AE OM’ 
iM hagalaays beem (ikhriat's pride to feel 
that we ca} ior the homemakers, and we 
are gendimely glad of such opportunities 
to met these represetttive womes. in 
person and to' help them solve feeir 
proviersa 


SiOkE CHAT LOITOR 


he 





beet 









A 
| pene poe 


eet ite! 


NSCILLA” MAGAZINE 


ormhanc 
foe eaatration fea 
ort var 
*xamine com where you may see and 


bil the articles and 04 
ave been tested by atone a: meheded in the Pthapley 


@ special cookin 


Beginaing W onday—E very 





—See the Newest 
monstrated 


—Learn of tested and appro 
saving devices 


lems discussed 


To ae 
motrow—Gilchrist’s 


lusekeeping ” Fair 


eration of the Editors of the 


lla Probing Plant’ 2 . 
Presenting only tried, 
moder appliances fog wnt SPProved 
Ousehold tasks, deme = - other 
Cooking Utensils | 
Cleaning Material, 
Electrie Washe, and Heaters 


rs, lroners, Ete. 


ell-known “Priscilla Previn 


Our “A dvisory Kitchen” Will 
be the Centre of Interest 


Day ter 2 Ween, 
GILCHRIST’ S64 FLOOR 


Methods of Cooking 


ved labor. 


—Hear housewives’ pred. 
and 














The kitchen activities supply test for excellent 
display advertising for the newspapers. 


Electrical Goods Section 


15 








partment, Gilchrist’s wins new trade which it otherwise 
could not have reached through the ordinary course of 
events. 

The “lecture course” is now only a few months old 
but it has demonstrated its value. At one of the recent 
club meetings, Gilchrist’s prepared for the members a 
meal consisting of: 

Baked Beans (on the pressure cooker). 

Breaded Pork Chops, potatoes, carrots and onions (on 
the waterless cooker). 

Roast Pork (in the electric fireless). 

Waffles (on the waffle iron). 

Bakes Apples (on top of the stove). 

This was served to the members, Gilchrist’s supplying 
the plates, napkins and the necessary forks, knives and 
spoons. Topped off with ice cream, which the club 
served its members, is only another way of saying the 
meeting was an epicurean success and_ incidentally 
helped Gilchrist’s at the same time. 

Gilchrist’s demonstrates the new appliances, those 
that many of the homes may not have. The new-style 
egg beater is shown, new ways of caring for kitchen 
floors with waxes and polishes, new methods of cook- 
ing. It could be called a “college course” in kitchen 
education. 

The Advisory Kitchen lecture service is not only 
open to clubs but to individual wives who wish to see 
certain articles demonstrated. When it is impossible 
for the busy wife to come to the Advisory Kitchen itself 
to see the wanted article in operation, the Kitchen goes 
to the individual. It performs the role of a friend- 
ship maker. 

One of the letters sent to the clubs reads: 

“Dear Mrs. Hill: 

“Progressive woman’s clubs are finding that members 
show a constantly increasing interest in all subjects 
pertaining to Household Efficiency. 


(Continued on page 51) 








Ask the Lady— 


Why Clean House if You Don’t 
Let People Know It? 


T is a common saying among 
merchandising men that you 


cannot stop the women from 
thinking of house cleaning in the 


spring and then acting on their 
thoughts. 
But, as a matter of fact, who 


wants to stop them? 

Instead of seeking to change this 
time honored habit, every wise mer- 
chandiser should encourage them in 
having this annual good time and 
help them to have an even better 
time in doing it. 

The electric cleaner, of course, is 
the great house cleaning aid and the 
cleaner merchant who does not re- 
mind the women of his community 
and the electric cleaner has long ago 
displaced carpet beating is making a 
serious mistake. Also it is time to 
especially feature the attachments. 

It is really very surprising how 
few of the owners of electric cleaners 
really get the benefit of the attach- 
ments. It is not unusual to hear a 
woman say she has never used them. 

The trouble is probably in the 
selling. The main idea of the elec- 








Show Window Serrice 


Edison Lamp Co 


iric cleaner is, of course, that it 
eliminates the more frequent task 
of sweeping and once that idea is put 
over and the woman agrees to buy 
the cleaner, the salesman lets down 
in his demonstration. 

When a cleaner is sold in the store 
there is not much opportunity to 
demonstrate the attachment. But it 
would be a good thing to have them 
used to a greater extent. It would 
make for a better opinion of other 
appliances. 

House cleaning time is also the op- 
portunity to call attention to that 
newer weapon against dingy floors 
—the electric floor waxer. This ma- 
chine makes hardwood floors a joy 
without having to send out for me- 
chanics. 

Now after the lady of the house 
has done all of these things, make 
another suggestion to her. 

She has cleaned house and in all 
probability is very proud of the job 
and has a perfect right to be. She 
has scoured everything in sight, she 
has cleaned the wall paper or has 
new paper, she has cleaned the pic- 





tures. In fact she has dressed: her 
home like a show window. 

Now you merchants know about 
new show windows. Good light is 
necessary to get people to appreciate 
the display. 

Many a woman has done an excel- 
lent job of cleaning house and no one 
has appreciated her efforts, because 
the lighting was too dim to bring 
out the good points. That is not 
fair to the woman and it is no fault 
of hers. 

No one has brought to her atten- 
tion the difference between old light 
and a new light. 

In other words she has been in the 
home ali winter while the lighting 
has been gradually dimming and she 
has not noted it. 

She does not realize that what she 
needs is a new equipment of incan- 
descent lamps for all fixtures to show 
off her good work. 

The idea is that in all your house 
cleaning equipment displays, you add 
the lamps and make this spring cam- 
paign a double one: House Clean- 
ing—House Lighting. 


This display 
adds house 
lighting to 
house cleaning 














~ Lamps as Show Window Factors 


Too Often When the Incidental Display Creates the Desire 
to Buy, the Customer’s Troubles Have Only Begun 


HILE the fact that the eye 
W srstaras travels to the 

lighted unit is accepted by 
all people, many merchants have 
been too busy to appreciate what a 
lighted lamp does to a window dis- 
play of hardware, men’s clothing, 
shoes, electrical appliances, or some 
other ‘“‘non-artistic’”’ item. 

One lamp shown in a window of 
quite foreign merchandise is much 
more conspicuous than any one lamp 
in a window crowded with lamps. 
This is proved in a window of furs, 
which are heavy and usually dark 
and light absorbing, when a radiant, 
rich floor lamp is used to attract 
the passerby. 

The professional window dresser 
recognized the value of lamps in win- 
dow dressing and window decorating 
as well as window selling, but the 
merchant and buyer in general, do 
not see that lamps enhance the ap- 
pearance of their windows and can 
be sold out of the windows. 

It happens every day in the week, 
in every town, that a lamp will be 
used in a window, and a passerby 
will go into the store and ask for 
the price of the lamp, and nobody 
knows. The clerks in a small store 
should know, especially the clerks 
stationed near the door, and in the 
large store the floor man should 
know. Anybody who is sufficiently 
interested to walk into a store and 
ask the price, is in a buying mood, 
and they should be sold while in 
that mood. 

It is not unusual in the large re- 
tail stores for a woman to come into 
the store, ask a floor man the price 
of a lamp in the window. He will 
tell her how to find the lamp depart- 
ment on the sixth floor. In that 
department she will find nobody who 
knows the price, or as a matter of 
fact, what lamp is in the window. 
I have seen a woman wait thirty 
minutes for a window man to take 
a lamp out of a window, in order to 
learn the price and make a purchase. 

The attitude of the large store 
buyer toward the window dresser is 
rather amazing. Instead of recog- 
nizing that a window display talks 
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By Mrs. Bernice Bowser 


to many people passing, and sells 
itself, he makes it difficult for the 
window dresser to obtain the mer- 
chandise he needs. 

It is true that often merchandise 
is marred in the window, the deli- 
cate silk shade may be faded and 
the glass shade may be broken, or 
the lamp may disappear—and after 
many days be found decorating the 
jewelry department, in the _ base- 
ment or the restaurant on the roof. 

But—the advertising given to the 
lamp department, the actual sales 
made from the window, pay for 
themselves over and over again. I 
have never seen a lamp department, 











¥ 





Courtesy Handel Company 


A lamp of this type, lighted, will 
always attract window shoppers 
and bring inquiries 
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properly handled, which did _ not 
have a heavy selling expense com- 
pared with other departments. Yet, 
it is safe to say that a window will 
sell as much as a clerk in the course 
of a year. 

This statement is made with the 
reservation, of course, that the win- 
dow is assisted in making this 
record. There is much manual work 
in a lamp department, much dust- 
ing, many minor repairs and steady 
work in lamp displays. Often it is 
difficult to get a good sales person 
to be a good stock keeper. 

If a man is appointed “window 
man,” he cooperates with the win- 
dow dresser, giving him material 
when he wants it, and giving him 
what he needs to make the desired 
effect, that man could keep track 
of goods shown in a window, and 
should be given credit for the sales 
made from the window. You can- 
not expect a man to spend hours on 
detail work, repair work, stock work, 
and suffer at the end of the month 
in commissions. 

Lamps should be sold on a draw- 
ing account and bonus on all goods 
sold over the fixed quota, and the 
man who works this way must be 
recompensed if he is to make good 
as a salesman. 

I have always maintained that 
there is no objection to showing in 
the smartest window, a small, neat- 
ly lettered card near a lamp,. giving 
its name or type or purpose and 
price. Many people do not agree 
with me on this score. There are 
in this country very few stores like 
Tiffany’s with so much dignity that 
the name is not shown on the store 
front, and there are very few stores 
which could not show the price of 
the lamps used for window display, 
without in any way jeopardizing 
their standing in the community. 

The merchant’s job, after all, is 
to sell, and the public knows it. 
Lamps shown in windows should be 
put there to be sold. It should be 
an easy thing for the public to buy 
them. But the way they are often 
shown, it is a very difficult matter 
to buy them. 











Cleaners and Rugs—Sales Twins 


At Sanger Bros. every carpet purchaser 1s given suggestions 
for the proper care and a demonstration 


ss HY don’t rug sales lead to 

the sale of electric clean- 

ers?” It would seem that 
the sale of woven floor coverings 
would automatically lead to the sale 
of the means for cleaning them—the 
means for preserving them. Yet 
strange to say, rug sales seldom do 
lead to cleaner sales. 

What is the reason for the ne- 
glect; for neglect it certainly is, to 
follow-through to the end that the 
customer may well served—and 
the store, too, well served? Is 
it the fault of the cleaner depart- 
ment in not seeking out such evi- 
dently valuable leads? Is it lack of 
understanding in the rug depart- 
ment of the fact that a good elec- 
tric cleaner performs a_ necessary 
service in the home? 

It can hardly be that those selling 
floor coverings do not know that 
rugs must be thoroughly cleaned 
regularly, if they are to retain 
their original good appearance 
and give the purchaser the long 
life that the manufacturer has 
built into his merchandise. Nor 


be 
be 





does it seem likely that an electric 
cleaner salesman would scorn such 
splendid leads as can be developed 
in a rug department. 

The opportunity to convert rug 
purchasers into purchasers of clean- 
ers is neglected simply because the 
quality of such leads not being ap- 
preciated, no particular effort is 
made to develop them. 

At Sanger Bros., Dallas, Tex., 
purchasers of rugs also buy elec- 
tric cleaners. Before describing the 
system followed, however, it is best 
to recite a few facts to establish 
the background of electric cleaners 
selling at this store. 

Sanger Bros. have 
tion sweeper since 1916. 


sold the suc- 
It is con- 


ducted as a department by itself, 
however, 
Department. 


credited to the 
In 


with sales, 
Housefurnishing 










Thistablein 
the store orig- 
inates 25 per 
cent of sales 
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these ten years the department has 
disposed of over a million dollars’ 
worth of cleaners and dusting tools. 

Before taking on the_ suction 
sweeper, the merits of many makes 
were carefully gone into, and the 
indorsement of W. H. Hirst, man- 
ager of the Rug Department, was se- 
cured. This was done _ because 
Sanger intended to give, and have 
given, their positive indorsement to 
the cleaner they handle. Such in- 
dorsement, obviously, could not be 
given unless the Rug Department 
knew, for a certainty, that the 
cleaner they handle did perform, 
thoroughly and efficiently, the task 
for which it was designed and mar- 
keted. 

Indorsement of the cleaner is 
whole-hearted and constant. It takes 
form in (1) regular use of news- 


eee at ae 
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(2) monthly window 


paper space, 
displays, (3) the inclosure ot 
cleaner literature with Sanger 


statements several times during the 
year and (4) the use of price tags 
on every carpet and rug, on the re- 
verse of which is Sanger’s rec- 
ommendation that the — suction 
sweeper be used for cleaning them. 

Sanger Bros. operate on the co- 
operative plan, which means that 
trained salesmen are furnished them 
by the manufacturer’s district man- 
ager, who also plans and supervises 
the salesmen’s work. The salesmen, 









The rug salesman 
makes out the 
demonstration 
ticket shown on 
the opposite page. 





of course, are known to the public as 
Sanger men. 

Dallas is divided into 12 districts 
with one man for each district. In 
each salesman must do 
a certain amount of development 
work each day. It is this outside ac- 
tivity that produces the bulk of the 
volume. 


his district 


There is a demonstration table, 
with a woman in charge, in the 
Housefurnishing Department. She 
makes appointments for the sales 


with the prospects reached 
This contributes about 25 per 


The inde- 


men 
here. 
cent of the total volume. 
pendent, outside development work 
accounts for per cent of the 
total. The balance, 10 per cent, is 
secured the who 
interested in 


65 


customers 
the cleaner 


from 
have been 
by the rug salesmen and this goes to 
prove that unexpected dividends come 
from properly organized interdepart- 
mental cooperation. 

When a 
selected, the salesman takes an ex- 
tra minute of the customer’s time to 
explain that there is a quantity of 
loose nap present in every new rug, 
and that it should be removed, the 


carpet or rug has been 
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sooner the better. The purchaser 
is then asked: 
“What method do you use to clean 


your rugs?” 


If she uses the same make of 
cleaner as Sangers sell, all well and 
good. If not, the salesman con- 


tinues to explain that, as a service 
to the customer, Sanger Bros. will, 
if permitted, have a cleaner sales- 
man come out at an appointed time, 
within a week, to thor- 


new 


preferably 
oughly clean the 
the same time, demonstrate the suc 
tion sweeper which Sanger’ Bros. 
believe she will some day buy. Indi- 
cating her willingness, the customer 
signs an appointment blank. 

The appointment blanks 
coupon form of three sections. The 


rug and, at 


are in 


customer signs two of these, one of 
which she retains as a reminder of 
the fact that 
pointment for 
second section 


has made an ap 
a certain time. The 
Is given to the super- 
visor of the cleaner salesmen. He, 
of the appoint 


she 


after making note 
ment, passes the coupon on to the 
salesman in whose district the pros 
pect resides. 

The rug-cleaning appointment is, 
of course, given preference over the 
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The rug salesmen 
originate 10° per 
cent of the total 
sales of 





electric 
cleaners 


salesman’s other activities. He 
phones the customer the day before 
as a reminder and is prompt in keep- 
ing his appointment. 

The rug-cleaning 
devised by Mr. 
Department, E. D. 
manager of the Housefurnishing 
Department and the 
of the cleaner manufacturer. 

The 
little 
creasingly 


coupon system 
Hirst of the 


Garrison, 


was 
Rug 


local manager 


system has been in effect a 


and becomes in- 


with 


Over a 
valuable 


year 
use. A 
re 


check-up shows that 52°% of 
with whom such appointments have 


those 


been arranged buy suction sweepers 
at the time of the cleaning-service 
demonstration. 
Mr. Hirst, 
plan, said: 
“Folk take kindly to our rug clean- 
Most of 
do not avail themselves of it, 
make of 


commenting on the 


ing suggestions. those who 
already 


And 


because 


have our cleaner. 


there is never a kick-back 
the customer knows, in advance, that 
a demonstration of the cleaner is in 
prospect when an 
We must sav, however, that 


appointment is 
made. 
at times busy, crowded days inter- 
tere with our broachine the subject. 


But we know it is worth while. 











Next, BETTER COFFEE Month 


ERE is hoping that you 
H joined in the toaster adver- 

tising campaign during 
March and sold some extra toasters. 
Some very attractive toaster adver- 
tisements were published in the na- 
tional magazines during the month 
and these should have attracted 
enough attention to pay you to join 
in the campaign. 

Next comes the percola- 


gins while the most of the water is 
cold. The makers of one percolator 
guarantee that pumping will start 
within one minute after the current 
is turned on. 

One change in the design of per- 
colators that has been generally 
adopted for the better grades, is the 
cutoff switch. In the earlier perco- 
lators the protection against over- 


card was attached and perhaps not. 
One trouble is that few people will 
read an instruction card unless their 
attention is called to it. 

Another trouble is that many per- 
colators are bought for presents and 


merchants sometimes mark the prices 


on the instruction’card. The pur- 
chaser then removes this card be- 
fore sending the gift to the person 
who is to use it. 

The silver and _ nickel 





tor campaign from April 
15 to May 15. The manu- 
facturers are better lined 
up in the concurrent per- 
colator campaign and the 
advertisements in the 
magazines should be suffi- 
ciently attractive and inter- 
esting to persuade many 
people to give an additional 
thought to percolators. 

If national advertising 
does this, it has served its 
purpose. It is up to the 
dealer to arouse the local 
interest and cash in on the 
expenditure of the manu- 
facturer. 

In arranging his follow 
up work for the percolator 


campaign, the dealer 
should: 

Advertise in local news- 
papers. 

Make special window dis- 
plays. 


Distribute leaflets. 
Train sales _ people 
percolators, 


on 





Coffee At The Table 


As many cups as you want 


The convenience 
of this electric 
percolator will 
take you by Obtain cut and descriptive 
storm. Coffee at material of percolator direct 
the table. Delici- from manufacturer. 


ous coffee made 
quickly but slow 
enough to get 
every bit of flavor 
from the _ coffee 


One, two, and three inch cuts 
available. 


bean. And if you 

like more than one cup of coffee it is not neces- 
sary to run back and forth to the kitchen to 
satisfy your desires. The delight of electric 
coffee has to be experienced to be appreciated. 


Enjoy These Benefits of 
Electric Coffee 


The benefits of electric coffee are many. 


Coffee can be made right at the table; it is 
made to taste like coffee should taste an@ not 
like hot water slightly flavored; it can be made 


quickly and without trouble; no sooty pot to 
clean afterwards, just rinse the percolator with 
water and it is as clean and fresh as new. 

Resolve NOW to get these benefits of real 
coffee and stop in and get one of these electric 
percolators TODAY. 


(Insert Local Name and Address Here) 


finish on a copper base is 
the most familiar type of 
percolator. The copper 
finish has held a good deal 
of attention but the objec- 
tion to it is that it does not 
seem to fit with other ar- 
ticles on the dining table. 

The newest type is made 
of vitrified china in various 
colors that blend well with 
almost any type of china 
decorations. This type is 
rather new but is gaining 
rapidly in sales. The deli- 
cate appearing china body 
withstands a high degree 
of heat and is surprisingly 
free from breakage. Com- 
plete breakfast sets are 
made of the same design 
and material. 

In the early days of the 
percolator there was con- 
siderable customer trouble 
with fuses and heating ele- 
ments. This trouble has 
been overcome to the extent 








Be sure sales people read 
national ads. 

There is much that is interesting 
to be said about percolators. First 
of all; the coffee made by this method 
is better and it is more economical 
so far as the coffee is concerned. It 
is not so long ago that the percola- 
tor first appeared on the market, 
then made by Mr. Dunlap, the in- 
ventor of the process. The first ones 
were for use over flame. The perco- 
lator idea has grown steadily. 

There are primarily two kinds of 
percolators, the hot and cold water 
types. The hot water sort are flat 
bottomed and the water must reach 
the boiling point before the pumping 
begins. The coldwater type has a 
small well where a small quantity of 
water is heated and the pumping be- 


heating was a fuse that would burn 
out to protect the appliance. Later 
design employs the cut off switch, 
which automatically breaks the con- 
nection when the dangerous heat is 
reached. 

There are different forms of these 
switches but the objective is the 
same. Usually, when the current is 
turned off, the connection is re- 
stored by turning the percolator up 
side down. 

Much dissatisfaction has _ been 
caused with percolators because 
salesmen have not explained this 
feature to the customer. A percola- 
tor is bought, is used and then it 
does not work, the woman does not 
know why. Perhaps an instruction 
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that the better percolators 
are now made with sealed 
bottoms, so that the heating element 
or cutoff switch cannot be removed 
without special tools. 

The idea is to force the return to 
the factory of any imperfect perco- 
lator. The returns are so few that 
the manufacturers believe this is a 
better policy. 

One interesting change that is 
coming about now in percolators is 
the change from the “tea spout” to 
the “coffee spout.” The first perco- 
lators were made with the graceful 
tea spout, except where the faucet 
was used. The men in the repair 
rooms say that sediment sometimes 
accumulates in the tea spout and 
adversely affects the coffee. 





Lamps as a Decorative Crime 


By Mrs. Bernice Bowser, Lamps Editor 


of lamps in the home, we have 

presented excellent types, such 
as would be a credit to the interior 
decorator, salesman or owner who 
may have planned the display. 

In this picture we are transgress- 
ing all rules by showing a negative 
example. Sort of getting back to the 
old idea of advertising patent medi- 
cines by showing a “before taking”’ 
picture. The idea is that some sales- 
people probably have never seen ex- 
amples of some of the crimes that 
are committed by selling the cus- 
tomer what she may want. 

There are times, of course, when 
the salesperson is helpless. The cus- 
tomer does not invite or admit con- 
fidences as to the use of the lamps, 
and perhaps buys them singly as they 
take her eye in passing through the 
store. Perhaps this customer even 
buys them at different stores. 

The remedy is a difficult part of 
the sales job: to draw out the cus- 
tomer and learn how the lamp is to 
be used. We believe that it is entire- 
ly within the province of lamp sales- 
manship to have in the retail lamp 
department pictures or photographs 
of well lamped and poorly lamped 
rooms and homes. If the sales per- 
son can persuade customers to look 
these over, much good will be ac- 
complished. 


|: previous examples of the use 
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It is easily possible to believe that 
lamp customers might become inter- 
ested enough in some of these pic- 
tures to make them their guide in 
purchasing. 

But to return to the illustration 
which is the subject of this article. 

Disregarding entirely the decora- 
tion, the persistent use of long lines 
which should be avoided in a long, 
narrow room of the type shown, let 
us consider only the lighting. 

The wall brackets, rather decora- 
tive with small, rounded shades of 
French extraction, serve very well 
for breaking up the plain walls. 
That is, they would be good if the 
lamp combination were not so atro- 
cious. 

The camera shows seven lamps 
with six different types of shades. 
The pair of lamps on the long table 
at the left have no excuse for exist- 
ence, placed as they are directly 
under the two wall brackets. They 
have no decorative value and they 
give no illumination of value. 

The ornate iron bridge lamp, with 
mica shade, at the left of the chair 
does not suit anything in the room. 
Directly in front of the window is 
an over-decorated lamp with beaded 
glass shade, such as women are mak- 
ing all over the country in a new 
form of amusement known as 
“scissors art.” 
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The baby grand piano has an: open 
top straight empire silk shade on a 
tall, old style floor lamp, which sends 
a vicious glare into the eyes of the 
player, making it difficult to read the 
music, 

On the end table, in front of the 
fireplace, is a truly beautiful lamp of 
gold, and cut crystal with a carved 
ivory finial, graced by a gold gauze 
shade with multi colored folds of 
chiffon and a lovely hand made rose. 

This lamp really expresses the 
personality of the woman who used 
photographs in her living room; the 
who would treasure a doll 
given her at some cabaret; the 
woman who would rejoice in the em- 
broidery in pillows and piano scarf, 
the inconsistent, sentimental “fair, 
fat and forty type.” 

The modern generation could not 
live in such a room. 

At the extreme right, we can see 
a good looking bridge lamp shade, of 
all over embroidery, well designed 
and well made, probably the best 
lamp selection in the room. 

Certainly we express our person- 
ality in our lamps: the Frenchman 
says; “Show me what a man eats 
and I will tell you what he is,” and 
we would say, “Show us your lamps 
and we will tell you what you are.” 


woman 








r 
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Putting Stock 
Back in Order 


Is Important 


HE electrical appliance buyer 

of an important store was dis- 

cussing trade developments in 

the center of his department when 
the question was asked him: 

“What is the most difficult, and 
perhaps the most important, idea to 
get over with your sales people? I 
mean, what is the one idea you 
would like them to get that they do 
not seem to have? What one thing 
would you put into the routine that 
is not there?” 

The answer came promptly: 

“Putting the stock back in order 
after waiting on a customer.” 

Just after this reply, a woman on 
the other side of the counter re- 
marked: “Just look at that!” She 
might as well have said: “Isn’t that 
funny!” 

We turned to look. The buyer 
quickly reached into a display of 
copper appliances and rescued a mis- 
placed nickeled table stove and 
placed it in the nickel display where 
it looked quite nice. 

We resumed the conversation. 

“In this store,” said the buyer, 
“we show practically all percolators 
in sets and we try to sell them in 
sets, because it makes a bigger sale, 
but we do not insist on the customer 
accepting our idea of sets. 

“We permit mixing and if the cus- 
tomer asks how this sugar and 
creamer would look with that perco- 
lator and tray, we move the stock to 
show her. 

“People have individual tastes. It 
is not for us to say that their taste 
is good or bad, simply because they 
do not agree with the factory de- 
signer. We have long accepted the 
theory that the customer is the per- 
son to be pleased, regardless of our 
own or some other person’s artistic 
standards. 

“We make every endeavor to keep 
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up to the electrical counter. 


out,”’ said the customer. 


making change, remarked: 





Where Was the Mistake? 


$20 for Those Who Point Out Errors 


FP UIS store had built up its sales department to handle trade 
at a suburban railroad station, where customers were likely 
to be in a hurry. One of these hurry up customers rushed 


“A Blank hair curler, how much?” 
“Complete with cord so much,” said the clerk. 
“No, no cord. The last cord is o. k. but the iron burned 


The new price was given and customer said all right. The clerk, 
apparently trying to cover the time necessary for wrapping and 


“That’s the worst of these things. Some day they will have them 
perfected and they will not burn out so often. 

The package was wrapped, the customer paid and departed. 

To the person actively engaged in. selling who supplies the 
best explanation of the fault, ELECTRICAL GooDs. will pay $15. 
For the five next best answers, $1 each will be paid. The 
editors of ELECTRICAL GOODS will be the judges. Because of 
the number of answers received, it will be necessary to consider 
only those who state connection with a retail store. 

Address Sales Contest, ELECTRICAL GoopDs, 239 West 39th 
Street, New York City. Competition closes April 20. 








people from making what are admit- 


tedly mistakes, but you can under- 


stand that in making a sale by this 
method a considerable amount of 
stock can be disarranged. 

“T frequently come through the de- 
partment and move a dozen pieces to 
get them back where they belong, as 
we have a rule that all articles must 
be kept on display in regular sets. 

“Then in other lines of appliances. 
We have a considerable range of 
toasters. These can easily be ar- 
ranged so that there is proper ap- 
preciation from the small to. the 
large and none will suffer by com- 
parison. Again you can arrange 
them so that one toaster suffers ma- 
terially by the comparison. 

“This applies to all electrical ap- 
pliance merchandise. Some _ units 
simply do not belong on a compari- 
son basis with others. 

“These are the things that we find 
difficult to control. A large perco- 
lator placed among the small ones 
does not show the stock relatively 
correct. 

“Where there is a considerable 
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store traffic, the impression made on 
those who pass the display counters 
is important. Electrical appliances 
being comparatively new, merchan- 
dise should always be placed so that 
persons going to buy more estab- 
lished articles will see them. 

“This should be the rule in all 
stores, large or small. New mer- 
chandise should always be placed in 
sight of as many people as possible 
in order to familiarize them with it. 

“In making this bid for popular 
attention, it is necessary that the 
merchandise be placed to attract 
favorable comment rather than crit- 
ical. So much depends upon these 
passing impressions when you are in- 
troducing a new line, and electrical 
appliances are new lines when com- 
pared with the pots and pans that 
have been used for so long a time in 
the preparation of food. In the past 
much of the purchasing has been 
done on the display basis, but the tide 
is turning as the owners of electrical! 
appliances are learning that many of 
the kitchen tasks can be done more 

(Continued on next page) 
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Suggest Small 
Percolator as 


an Added Sale 


N interesting point in looking 

Ave the answers to the “Mis- 

take” contest each month is to 

see which of the entrees will take 

what is presented as a merely cor- 

rective situation and turn it into a 
selling offensive. 

In other words, we are always 
anxious to see which of the writers 
will not only correct the mistake but 
indicate how, in the writer’s opinion, 
the salesman could have carried on 
to further sales or turn a bad situa- 
tion into one that will at least make 
a friend for the store. 

In all of the situations we have 
presented there are two possibilities 
—lost sales and lost friendships. 
The latter is probably the most 
serious. A sale lost is a definite 
loss and can be measured but a store 
friendship lost is like adding to the 
overhead, it keeps on indefinitely. 

After reading this month’s re- 
sponses we have made the awards 
as follows: 

Fred Bateman, Charles Ogilvy 
Ltd., Ottawa, Ontario, Canada. 

Walter E. Law, Hennepin Hard- 
ware Co., Minneapolis, Minn. 

Elizabeth Martin, Jones Store Co., 
Kansas City, Mo. 

Mary H. French, Paul Steketee, 
Grand Rapids, Mich. 

George L. Weber, 
Burns, Philadelphia. 

J. Clarence Leary, Byrum Bros. 
Hardware Co., Edenton, N. C. 

All writers in this contest agree 
on certain things; chiefly that the 
salesman made a great mistake in 
his comment upon the lady’s pur- 
chase. They are agreed that the 
clerk did not make a sale, but that 
the lady made a purchase and the 
least he could have done was to have 
said something that would make her 
feel that her money had been well 
spent. 


Judson C. 
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ing too high.” 


not good for breakfast use. 





The Problem 


A YOUNG couple were looking at percolators. 
were newly married, but what the salesman did not know was 
that the young woman was an experienced housekeeper. 
the salesman, older than his customers, feared they might be “shoot- 
The woman said to her husband: 


“I think this is the one we want,” indicating the 9-cup size. 
“You know, of course,” said the salesman, “that percolators are 
It takes too long, and if you are in a 


hurry you must heat the water on the gas, anyway.” 

As the couple turned away after buying, the young woman re- 
marked, probably for his benefit, “He might have known that we 
were buying that to impress our company.” 


Evidently they 
Apparently 
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Mr. Bateman, we believe, indi- 
cated the best opening for further 
sales talk after the lady had closed 
her purchase. His opening is like 
this: 

“That is a fine percolator to use 
at a family gathering or when enter- 
taining, but it is a. bit large for 
every day use in a small family. I 
would like to show you some of the 
smaller sizes.” 

This opening, Mr. Bateman be- 
lieves, might have opened the way 
for a presentation of many things 
electrical. 

Mr. Law says there are two kinds 
of customers, “the looking type and 
the hearing type.” The couple mak- 
ing the percolator purchase he puts 
in the former class but after they 
purchased on looks, then might come 
an opening for the salesman to talk. 
Mr. Law suggests another counter 
rule, that of assuming “that your 
customer knows as much as you do 
until he proves to the contrary.” 

Miss Martin would have used a 
complimentary remark as an open- 
ing to discuss toasters and table 
stoves. 

Miss French says “No salesman 
should undo a pleased customer’s 
purchase. Experience should teach 
him to know his customer and follow 
her evident desire. Had she been 
in doubt, he should have suggested 
advantages of the merchandise.” 

Mr. Weber holds that the advan- 
tage of the small percolator for the 
small family are so obvious that the 
salesman most certainly should have 
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brought out some points against the 
large percolator for every day use. 
He makes the point that for best 
and most satisfactory use a perco- 
lator should be used fairly near 
capacity. He does not make it clear, 
however, that he would have done 
this for an added sale. 

While it is not good merchandis- 
ing to sell something that is clearly 
uneconomical, we do not believe that 
an oversize percolator comes in this 
class. 

Mr. Leary believes that a proper 
compliment passed at the time of 
closing the sale would have opened 
the way for a review of the many 
electrical articles for sale. 





Putting Stock Back in Order 
(Continued from page 22) 


easily with electrical appliances and 
the women who learn this tell their 
women friends about it. 

“We have noted in this store that 
there is a much stronger trend to- 
ward the utility of these appliances 
in the conversation of our customers 
and less talk indicating buying for 
display or to be ‘up-to-date.’ 

“But the utility buying does not 
permit a letup of the care of stock. 
In fact, it seems to me, that it in- 
creases the necessity of keeping the 
stock in the very best of arrange- 
ment, for the utility idea will bring 
many women into the market for ap- 
pliances who want the appliance, but 
who feel the cost can only be justi- 
fied by both appearance and utility. 
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Doing Your Share 


BANKER speaking to the members of the Na- 
J tions Retail Dry Goods Association in their 
recent meeting said: 

“There are too many retailers, I am afraid, whose 
work begins and ends behind the counter.” 

It is merchants like those described in this cryptic 
sentence who spend too much of their time bewailing 
that “things are not like they used to be” and who see 
in the constant shifting of merchandise much that is 
ill, instead of that which is better. He is the merchant 
who moves from main street to a side street when the 
rent is raised, because he has not taken advantage of 
the changes in merchandise to maintain comparative 
volume of business and, consequently, his net. He is 
the man who wants to run a store like his father did. 

The merchant who does not take part in public affairs 
is standing in the way of progress. If he is not active 
socially and in public affairs, changes spread through 
the people and he does not know of them. 

Such a merchant, for instance, is likely not to know 
to what extent electrified cooking appliances have suc- 
ceeded the old flame utensils. He is likely not to know 
what a prominent part proper electric lighting is play- 
ing in industry. He does not know that the Red Seal 
Home is being promoted in his community. 

He does not know these things and of course his 
stock of merchandise, his advertising and his every 
movement betrays this ignorance. He misses that 
increased volume of business that comes with the sell- 
ing of modern merchandise in the place of the mer- 
chandise that was new a generation ago, before homes 
and business and industry were electrified. 





Percolator month is from April 15 to May 
15. The national advertising during that period 
will feature percolators and good coffee. 





A Growing Business 


LECTRICAL appliance manufacturers have $350,- 
H 000,000 invested in plants and equipment, ac- 

cording to George A. Hughes, President of the 
Edison Electric Appliance Co. We all speak of the 
electrical industry as a young industry and it is. In 
the last twenty-five years, to use Mr. Hughes figures, 
the light and power industry has doubled itself every 
five years. Today, it is thirty-two times as great as a 
quarter of a century ago. 

Mr. Hughes, in his Atlantic City speech before the 
National Hardware Association, said that the stage was 
all set for a great expansion of the appliance business. 
He said: 

“There is a strong effort to extend and increase the 
use of appliances. The power companies desire to in- 
crease their use. * * * The next two years will see 
a notable stimulation in this field.” 

He goes on: “There is no question that there is a 
very distinct trend in the retail hardware trade toward 
the appliance business. * * * In fact, in the logic 


of circumstances, it is evident that the buying habits 
of the public are bringing about, the convenience of 
purchase which the hardware store offers being a con- 
siderable factor.” 

it 1s self-evident that the hardware merchant who 
has taken up the appliance line and who cultivates this 
field, has not only connected with a substantial line 
but one which will show remarkable growth in the 
near future. 





National advertising can excite interest, but it 
is up to the dealer to make it of sales value to 


him. 





About Washing Machines 


IGURES included in the annual report of the 
American Washing Machine Manufacturers’ 


Association show that 726,223 electrical units 
were manufactured last year, a gain of 114,159 units. 
It would be interesting for each dealer in washing 
machines to ask himself if he is keeping up with the 
industry rate of increase in this line. In the main, 
the hardware and department stores are not only keep- 
ing up with the progress of the industry, but they are 
forging ahead. The hardware stores increased their 
sales 17 per cent and the department stores 30 per cent. 
The electrical dealer and what are classified as “mis- 
cellaneous” dealers failed to equal their 1924 records. 
It is very interesting to note in this report that the 
direct to consumer from factory trade fell off quite 
sharply. Apparently this direct selling to consumer was 
never as high as some would place it. In 1924 it was 
1 per cent of the total and in 1925 was 1% of 1 per cent. 
This does not, of course, include those machines billed 
to specialty stores which are sometimes really operated 
in behalf of one washing machine maker. 





No dealer can assume that because Blank 
percolators are advertised in the national maga- 
zines, the people of his community will think of 
Kis store. 





The Spirit of the Industry 


INCE the first of the year it has been interesting 
S to read in the house organs of the electrical 
industry concerning the awards made to workers 

for their contributions to the industry during 1925. 

Workers have been awarded sums of money for de- 
vising new tools that did the work better and speedier 
than formerly. Salesmen and advertising men have 
received awards for new explanations of certain devices, 
or in some cases a better presentation of old merchan- 
dise. 

Office men and women receive awards for devising 
better methods of handling business and employment 
aids from suggestions that make the lot of the em- 
ployee more pleasant. 

This is quite a marked feature of the electrical in- 
dustry and it explains much of the progress that the 
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industry is making. It is evidence that this industry 
does not in any sense feel that its day of accomplish- 
ment has passed and that devising means of advance- 
ment is purely a laboratory problem. These awards 
lead every worker in the great industry to feel that 
there is an opportunity for him. 





The dealer, to bring this trade to his door, 
should advertise locally in the newspapers that 
he sells certain percolators. 





Measuring Your Prospects 


RETAIL merchant told us recently that he had 
A no interest in the number of customers added 

each year by the electric service companies of the 
country, except as a matter of general interest. “So few 
of these people come to my store to buy,” he said. 

What this merchant did not see, until his attention 
was called to it, was that this was a hint to him for his 
own community. After considerable conversation, he 
called up the local service company and asked how many 
residential customers had been added in his community 
during the year. The number greatly surprised him. 
He admitted that this figure was of direct interest to 
him. 

Some time later this merchant made arrangements 
with the service company to get the names of new cus- 
tomers so that he could announce to these new current 
users that he sold appliances and wiring supplies. 





The dealer will find that a window display of 
percolators, in which some of the national maga- 
zines advertisements are featured, an excellent 
connecting link. 





Sales Resistance 


OME forms of sales resistance do not develop at 
S the counter where the article is sold. They de- 
velop in the home afterward and the appliance is 
not used, except in the case of greatest necessity. The 
resistance here, of course, is to the repeat sale of this 
particular appliance or to the sale of other appliances. 
Any form of sales resistance can, of course, be met 
to a considerable degree and the form of resistance men- 
tioned here can best be met before it develops. This 
form of sales resistance appears especially in connection 
with heaters, battery chargers, electrical refrigeration 
and electric ranges. 

These considerable users of current make a marked 
difference in most current bills and the salesman who 
is looking to the future will do well to mention this 
fact to his customer. He cannot keep the increased 
current consumption a secret very long. The owner will 
sooner or later get the bad news. 

A heater, the most popular size, will cost about 5 
cents an hour to run on a 10 cent rate. Tell the cus- 
tomer so and at the same time tell her that it is cheaper 
than building fires or suffering but that the heater is 
not well used as a substitute for coal, gas or oil heat 
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over a long period. Get to these facts before the cus- 
tomer learns them by experience. 

Most electrical refrigeration machines have a quarter 
horsepower motor. This motor, if run all the time, will 
cost about $15 a month on a 10 cent rate. Experience 
indicates the motor runs an average of about 25 per 
cent of the time. Tell the customer so. Complaints 
are received by dealers that the electrical refrigerator 
has increased the current bill $20 a month. It did not, 
and the best way to meet this form of sales resistance 
is when the sale is made. 





“Coffee on the table” is a good argument these 
days. The idea being that the hostess will not 
have to make several trips to the stove during 
the meal. 





Two Kinds of Merchandising 


a | YHE electric service companies, if there are any 
such, who insist in doing all the merchandising 
in any community, regardless of the interests of 

the existing supply houses, and retail dealers, are doing 

it the wrong way, and as a consequence will lose the 
very valuable friendship which can be created by a fair 
community of interests.” 

The above paragraph is quoted from an address be- 
fore the Electrical Supply Jobbers’ Association. Mr. 
Pack is general manager of the Northern States Power 
Co., and first vice-president of the National Electric 
Light Association. 

Mr. Pack’s company sells electrical appliances but he 
says that it is a common occurance for the salespeople 
in the merchandising departments to advise customers 
to look elsewhere, for his company realizes that it is 
most important that the customer be properly sold. 
His interest is, of course, more in the continued use 
of the appliance rather than in the sale of it. When the 
article offered for purchase by his company does not 
seem to meet the customer’s approval, he would rather 
that customer should go elsewhere to buy. 

It is evident, alse, that Mr. Pack has in mind the 
fact that practically all merchants are customers of the 
electric service company and the good will of these 
current customers is more important than the profits 
on a few sales that can be taken from them. 





It is well to have a percolator connected, so 
that a demonstration can be made. 


A Broad Field 


[= last report made public by the Federal De- 
partment of Commerce indicates there are about 
10,500,000 radio receiving sets in use in this coun- 

try. This means that there are that many prospects 

for what may be termed radio accessories or replace- 
ment parts. 

Every owner of a radio receiving set is in the market 
at some time for something. It matters not whether 
he bought his set readymade or made it himself. The 
everlasting radio set has not yet been built. 





The Weather and Radio 
Profits 


An activity that will please your customers and in all 
probability build up a source of profits 


for the Summer Months. 





The Man Who Knows 


By Arthur Sinsheimer, Radio I:ditor. 


ured; and with winds continually shifting throughout 
all the areas of the United States, it is possible to fore- 
cast just about what kind of weather will “ride in on 
the wind” at a given place anywhere from twelve to 
twenty-four hours in advance. 

And with a little further thought, you can easily 

To start; it is conceded that weather conditions such imagine how radio waves, as they travel through the 
as temperature, humidity and wind velocity have cer- «atmosphere, must necessarily be somewhat affected by 
tain atmospheric effects which can be definitely meas- the everchanging character of that atmosphere. A 

good example of this fact is the effect of a light- 
ning storm on radio reception under different 
degrees of temperature. 

For instance, about a month ago, on the night 
of Feb. 14 to be exact, with the thermometer at 
thirty-one degrees in the New York City area, 
we had a freak thunder storm in which the light- 
ning was powerful enough to read by during the 
flashes but with four radio sets going simultane- 
ously on four separate outdoor aerials, the static 
effect was hardly audible. 

With a like storm during the over-heated at- 
mosphere of last summer, I well remember two of 
my favorite loud speakers belching forth volcanic 
eruptions at every lightning flash as I sat there 
trying to record some relationship between the 
cause and effect of static ‘conditions. 

Well, that’s enough to show in a simple way 
that there is a definite bearing of weather on 


OW that’s a queer combination isn’t it—weather 

and radio? But let’s thrash it out and see not 

only how closely they are related, but also how 
the relationship can be so popularized as to bring to 
vour radio department additional profits at a time when 
the seasonal slackness makes its appearance. 
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barometer and thermometer an edge on his unin- 


This is a one-eighth size reproduction of the Daily Weather Map : , ; 
which can be received in your mail every morning for a whole formed neighbor by letting him know how good or 
bad his radio entertainment will be many hours be- 


year by sending two dollars to the U. S. Department of Agricul- 

ture Weather Bureau. Its use in conjunction with a barometer . . . . 

and a thermometer will be found a good adjunct to your radio fore it actually gets to him. The D. X’s will especi- 
department ally appreciate this idea. (Continued on page 51) 





26 





The Percolator and After-Theater Lunch 





8. B. D. Photo Service 
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Practical Gift Suggestions for Mother’s Day 


HE Mother’s Day sales helps are new to the 
program of the Society for Electrical De- 
velopment. 

The feeling back of this innovation, is that for 
this day there is a considerable expenditure for 
gifts of all kinds, most of which, except for the 
sentiment involved in the making of the gift, are 
of no practical help to the mother. 

The electrical appliance combines beauty and 
utility to a degree that is seldom attained in one 
article. 

The presentation should be that the electrical gift 
will make the mother’s day more pleasant during 
her entire life; that it will lighten her many duties 
of motherhood. 

For those who take the view that a gift of this 
sort should be of a purely luxury nature, there are 
many electrical articles that serve this purpose, 
especially with the growing popularity of the tiny 
ornamental lamps, those which take the place of 
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of a room or 
to serve as a bright ornament on the library table. 


flowers in brightening a dark corner 


OTHER’S DAY has developed into an institu- 
tion quickly. The story is that in 1907 Anna 
Jarvis of Philadelphia expressed the wish to a 
friend for a day that would be generally observed 
in honor of the mother. The friend gave publicity 
to the thought and in 1913 a resolution prevailed 
in the U. S. Senate and House of Representatives 
dedicating the second Sunday in May “to the 
memory of the best mother in the world—Your 
Mother.” 


In addition to the window or counter card illus- 
trated above, a gift brochure has been arranged. 
It also is dominated by the Whistler painting and 
on the first inside page is a cheerful, inspirational 
message. These, like the counter display, are sold 
directly to merchants from the Society headquarters 
located at 522 Fifth Avenue, New York City. 














25.000000 Eureka 


magazine ads will f 
Blanket America: 


It? Over $650,000 in all forms of advertising will make 
it easier than ever to SELL Grand Prize Eurekas— 
| and harder than ever to compete AGAINST them. 
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Last year, the Grand Prize Eureka outsold all other “makes” 
of electric cleaners by a good margin and reached the stupend- 
ous total of approximately 30°% of the entire world’s electric 
vacuum cleaner production! 


This year, Eureka is going after an even greater business, with gs 
even more effective sales effort than ever before. 


Over 75,000,000 Eureka advertising messages will appear during 

1926 in the big magazines alone. They've already started— ~ 
in March nearly 4,000,000 of them; in April over 11,500,000 | 
—close to an average of one to every wired home in America. 4 04 


It is daily becoming more difficult for a dealer to obtain a 4 
satisfactory volume of sales or profit selling a less widely ~ “! £& 
known, less aggressively advertised cleaner. The same effort, 

placed behind the world-famous, highly advertised Grand D2 o 
Prize Eureka, can not fail to produce a gratifying increase in o 

sales and profits. ; ee 
Write or wire the factory for an immediate interview with 7 
our nearest sales manager, who can give you accurate facts mn oe 
and figures on the Eureka opportunity in your territory. 





EureKA VACUUM CLEANER CompPaANyY, Detroit, U. S. A. 
Largest producers of Electrical Vacuum Cleaner Units in the world C4 
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Canadian Factory, Kitchener, Ontario J 
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Courtesy of Oscar B 


Two 
Minute 
Lamp 
Study 


Bach 


Span ish 


| HE strongest influence in American architecture and decora- 
tion outside of the recent flair for Early American Styles is 
the Spanish. In California, owing to the climate and early set- 
tlers, the Spanish note has always been insistent and harmonious. 
Recently Florida has successfully employed Spanish methods in 
building and in coloring. 

Last week a newspaper syndicate showed a simple five-room 
Spanish type bungalow for use in Ohio, Maine or Virginia. 

Iron is the medium employed almost universally for lamps for 
use with Spanish interiors, although bronze and steel are also 
used. The iron craftsmen in Spain were making history at the 
time that Benvenuto Cellini was working in gold and more 
precious metals in Italy, and our craftsmen have never discov- 
ered some of the secrets of these earlier Spanish iron workers. 

In America we are developing a school of craftsmen of whom 
we may well be proud. What Edgar Brandt’s name is to France, 
Oscar Bach’s name is to America. The group we show is dis- 
tinctly of Spanish inspiration and distinctly of Bach’s execution. 
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We believe that in the 
future many lamps 
for the home will be 
purchased because they 
have traceable lineage 
and may be used con- 
sistently with what- 
ever style of deco- 
ration may be em- 
ployed in the room for 
which they are. in- 
tended. We will ac- 
cordingly show a 
series of “well bred” 
modern lamps, trace 
their ancestry and 


suggest selling displays 





he“MBC% of the 
New MAZDA Lamps 





LL inside frosted. Only five lamps. 


The greatest merchandising opportun- 

ity that the lamp business has ever 
offered. The new Mazpa lamps open 
up opportunity to sell higher wattage 
—save you time and selling effort, clerical 
work and conserve shelf space. 


ETTER ... «: 


around use than any other 

type of lamp previously 
made — because they cut 
down glare — because they 
stand rough treatment — be- 
cause they are so easy to keep 
clean, even in locations where out- 
side frosted lamps are always dirty. 


HEAPER 


too! There never has 
been aMazpDAlampexcept 
the clear bulb type that 
sold at such a low price. 
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a —_ . Every socket is your market 
A GENERAL ELECTRIC PRODUCT ey 
—every home-can have better 
lighting at lower cost with these 


new National Mazpa Lamps. 


New 


NATIONAL 
MAZDA LAMPS 
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Four Aces for Selling Summer 
Comfort to the Housewife 


Every woman wants better conditions in her kitchen but you must show her 
that being comfortable will not lessen efficiency 


HE electric cooker, range, 

dishwasher and refrigerator, 

particularly throughout spring 
and summer, form an _ attention- 
compelling group, which few house- 
wives can resist. 

Each appliance in its own way 
promises relief and release from 
summer drudgery which the average 
maidless housewife could not dream 
of effecting without extra human 
help. Grouped together, each appli- 
ance dove-tails the other so com- 
pletely that one can scarcely divorce 
them. They constitute what well 
may be called a dramatic display. 

In show windows, such a group 
will draw crowds of both sexes and 
likewise a display inside of the shop 
if at all conspicuous. 

In making such a display it will be 


well to feature not only the price of 
each article in the group individu- 
ally, but also of the group, especially 
if the group price constitutes an in- 
ducement to purchase that way. 
Speaking for the majority of 
women, I venture the assertion that 
few of us can resist bargains, and 
we would almost always favor buy- 
ing in group, if finances permitted. 
Some form of term payments usually 
can be depended upon to bridge the 
gap between ability to buy for cash 
and the desire to purchase in group. 
Only the other day a friend of 
mine was buying a piano and I 
remonstrated with her at the cost. 
She was quite incredulous—“But,”’ 
she protested, “it’s only fifty dollars 
a month, and we can lay out that 
much for quite a long time without 
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seriously feeling or needing it.” 
And in this way she was really 
able to purchase an instrument that 
she never could have encompassed 
any other way. The same thing 
applies to electrical appliances. The 
difference between the total sum for 
the group of appliances and the cost 
of each individual device is not 
nearly as important as the terms. 
Possession of the group of appli- 
ances under discussion promises 
economy of money, time and labor— 

















W hat Every 


Woman Knows 


By Mrs. Ethel Wan-Ressel Chantler 





three most important factors in 
housekeeping. Why then would we 
not be interested? 

The electric refrigerator makes 
possible the permanent elimination 
of our daily or bi-daily shopping 
tour, the ice man, and the need for 
scouring slimy pipes, not to mention 
the great many other benefits de- 
rived from its possession. 

The cooker makes possible roast, 
boiled and potted meals throughout 
the summer without our too having 
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to get “half-cooked” and heat- 
ing up the entire house. 

The dishwasher promises 
the washing of dishes without 
our scarcely having to put 
hands into water. 

The truth is we are so in- 
tensely interested—we want so 
much to believe they will really 
do all that is claimed for them 
that usually we desire tests 
rather than sales arguments to 
sell us. 


range, cooker or dishwasher 
soon convinces us that these 
appliances are not only worth 
while, but absolutely necessary 
if living conditions are to con- 
tinue being improved. 

The refrigerator is something one 
can not demonstrate on the minute, 
and for this reason an impressive 
array of its accomplishments, and 
its economies must be marshalled in 
order to convince us. Unfortunately 
some salespeople seem not to possess 
satisfactory ability in presenting 
concrete proof that their product 
will actually do what they claim 
for it. 

Recently, for example, I visited 
some four establishments selling 
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Demonstration of either the 








electrical refrigerators, for the ex- 
press purpose of talking with the 
salesmen and have them answer 
some decidedly pertinent questions 
I had been asked by other house- 
wives when talking about electrical 
refrigerators with them. I regret 
to say, I received but very few satis- 
factory answers—answers that, had 
I been shopping for a refrigerator, 
would have decided me on the course 
to pursue. 

Two types of salesmen predomin- 
ated. 

The one who dramatically de- 
nounced the “filthy” ice and “‘filthier”’ 
iceman, and the other who effectively 
pictured” billions upon billions of 
bacteria which I had been inadvert- 
ently feeding to my family. 

The first type pictured the pass- 
ing spectre of the iceman as the bane 
of my existence—although I had not 
been conscious of it until that very 
moment. 

The second type—“bacteria bitten” 
—tried very hard to convince me that 
I had lived during the better part 
of my married life on the border- 
line of murder. And all because I 
availed myself of the only way then 
possible to preserve food at all. 

(Continued on page 49) 








Public’s Questions Prove Value 
of Electrical Show 


Some of inquiries answered by demonstrators at Strawbridge & Clothier exhibition 
might appear foolish, but they represent what people want to know 


OME - MAKING _ efficiency, 
largely with the aid of 
electrical devices, was pro- 


moted by the Strawbridge & Clothier 
department store, Philadelphia, 
March 1 to 13, at a “Homefurnish- 
ing Fair,” an event that proved of 
real interest and value to throngs of 
housewives, prospective home-mak- 
ers and even men, who attended in 
considerable numbers. 

Upward of a score of the fore- 
most manufacturers of household 
appliances and accessories cooperated 
with the store in presenting instruc- 
tive exhibits, with edifying daily 
demonstrations by the manufactur- 
ers’ representatives in charge of the 
various booths on the fifth floor. 

Lectures on cooking and house- 
hold work and convenience, most of 
them involving the use of electrical 
goods, were given daily at stated 
hours of the morning and afternoon 


By K. H. Lansing 


by an expert, Mrs. Dorothy M. Hall, 
who spoke to her audiences from an 
improvised stage at the upper end of 
the floor space, the background, or 
“scenery” being composed of gleam- 
ing white kitchen furnishings, in- 
cluding ice boxes, cabinets and the 
like. 

On the left of the stage was a 
series of ' five open-front “rooms” 
portraying small model kitchens in 
white, gray and oak, as well as two 
white laundries, differently equipped. 
On the right were lined up the ma- 
jority of the manufacturers’ exhibits, 
arranged on tables and counters and 
displayed on shelves and high fix- 
tures in the background. Back of 
the seats facing the stage were 
grouped other exhibits, including 
electric sewing machines and elec- 
tric washers. 
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Included in the electrical goods 
sections were Hoover cleaners, Star- 
rite appliances, Johnson’s floor 
waxer, Toledo cookers, Royal Roches- 
ter line, Whisk dishwasher, Uni- 
versal products, Aerobell washers 
and Polar Cub appliances. 

The idea, in a word, was to demon- 
strate in the most practical manner 
how modern home-making has been 
freed from drudgery and hard labor 
and the housewife emancipated. It 
was not especially planned to sell a 
large amount of merchandise on the 
spot, so much as to introduce, to 
stimulate public interest in the goods 
and to leave a lasting impression 
that later on would produce cumu- 
lative results in sales. 

However, the volume of sales made 
on the floor was surprisingly good 
and the Fair was a decided success 
from every angle. 


That the people’s interest was 


The lecture hall at the end of the demonstration space never failed to gather audiences for the practical lectures 


by experts 
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aroused in the electrical devices and 
other merchandise was proved con- 
clusively by the constant stream of 
practical questions that poured in to 
the manufacturers’ representatives 
at the booths. It was revealed that 
many persons did not know of some 
of the usages of even the most 
familiar electrical devices. 

“Don’t the first waffles off the iron 
get cold while the others are being 
cooked?” was one of the questions 
asked by a housewife of one of the 
demonstrators. 

“No, madam,”’ was the reply. “You 
see, it takes only two minutes to 
have a waffle done to a nice crisp 
brown on the electric iron and the 
first one can’t get cold while the 
second one is being cooked.” 

Another query was: “I like those 
electric eggbeaters, but I can’t afford 
one. Why, the other day I was in 
a drug store and they showed me one, 


but the price was prohibitive. Why 
are they so expensive?” 
“The kind we have are not ex- 


pensive, madam,” said the demon- 
strator. “On the contrary. With this 
eggbeater you simply plug in on any 
ordinary light socket and, for the 
time and labor you save, you could 








The factory trained demonstrators were able to answer questions of many sorts 


not have anything more economical.”’ 
The prospect immediately became a 
customer. 

Still another housewife had never 
thought to keep the first pieces of 
toast off the electric toaster warm 
on the top of the device until all the 
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The demonstration was liberally advertised by the store in its regular space 


and smaller advertisements were 
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run during the week 
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devices, 


toast had been made, so that the 
entire batch could be served suffi- 
ciently hot. 

And one more housewife was 
astonished to learn that there is an 
improved electric toaster that turns 
first one side and then the other of 
the toast to the hot wires by simply 
pressing a button, instead of having 
a hand “flip-flop,” to perform the 
same tunction. ; 

Questions about merchandise other 
than electric were asked in the same 
vein, showing that demonstrations 
can much toward making the 
wares sell. 

“IT am completely sold on demon- 
strations for electrical household 
” said D. Paul Bates, buver 
for the department, “and this is par- 
ticularly true when the merchandise 
is being introduced.”’ 

“National Toaster Week’ fell 
within the period the Hometur- 
nishing Fair and, as a rapid-fire toas- 
ter 1s one of the first electrical appli- 
ances that the average housewife 
buys, there was special interest at 
the time in these devices, which per- 
mit a cosier family meal and elimi- 
nate the usual vexations that accom- 
panied the older method of crisping 
bread. 

The Home-furnishing Fair was 
well advertised in the newspapers, 
considerable space being thereto ac- 
corded in the Strawbridge & Clothier 
page publicity. Usually a box, or 


(Continued on page 52) 
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New Goods to Sell 


Westinghouse Turnover Toaster 





The Westinghouse Electric and Manu- 
facturing Co., East Pittsburgh, Pa., 
has announced a price reduction for the 
Turnover Toaster. Refinements of de- 
sign and improved facilities for large 
volume production make this reduction 
possible. The Turnover Toaster is now 
being packed in a bright orange and 
black carton as an aid to the dealers 
in arranging an attractive display of 
his merchandise. 





Crosley Model 5-38 Receiver 





An important feature of the Model 
5-38 receiver made by the Crosley Radio 
Corporation, Cincinnati, is a little de- 
vice used for controlling regeneration, 
making it possible to increase volume 
and give an added “kick” to distant 
stations. Prevention of radiation and 
maximum selectivity are obtained 
through an untuned antenna circuit, 
loosely coupled to the tuning circuit. 
A non-oscillating radio-frequency tube 
placed between the regenerative tubes 
and the antenna, helps to prevent radia- 
tion. The circuit uses two stages of ra- 
dio-frequency amplification. 

The set is designed to use the 
new base tubes and is encased in a two- 
tone mahogany-finished cabinet. 





Whirl Vac Washing Machine 





A new electric washing machine has 
just been placed on the market by the 


Clarinda Manufacturing Company, Cla- 
rinda, Iowa. A feature of the machine 
is the aluminum agitator which makes 
110 half strokes a minute, the wings 
on the agitator causing a rolling motion 
of the water and throwing the clothes 
away from the agitator. The tub is of 
copper with aluminum top, mounted on 
an angle iron bench with round front 
making it more convenient for the 
operator when putting clothes in or 
taking them out. Folding tub rack at- 
tached. The wringer is an all metal 
reversible three way type equipped with 
12 in. rolls. A single tension screw 
takes care of all adjustments. A light 
push to either side of the patented 
safety lever instantly releases the 
pressure of the rolls. All moving parts 
of the machine are inclosed. 


Westinghouse Iron with Heel 


Rest 





The Westinghouse Automatic Iron is 
now being built with a heel rest in place 
of the separate stand formerly used. 
With this rest, the iron can be turned 
up on its heel and placed anywhere 
without burning the material on which 
it rests. 





Standard Electric Stove 








The Standard Electric Stove Com- 
pany, Toledo, Ohio has placed on the 
market their new model No. 9521 stove 
which is the same as their Model 952 in 
super finish. This model has white 
porcelain sheet parts, gray porcelain 
castings with nickel trimmings. There 
are three hot plates and an oven having 
two burners, the upper one being used 
for the broiler. The oven heat is auto- 
matically controlled and an appliance 
receptacle is supplied for a percolator 
or other appliance. 
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Extension Candle Socket 


The Beaver Machine & Tool Co., Inc., 
Newark, N. J., have placed on the mar- 
ket a _ keyless extension 
candle socket. The manu- 
facturer directs attention to 
the sturdy construction of 
the steel supports which are 
so formed as to be strong 
both against rotation and 
also against bending at the 
point where they are at- 
tached to the bushing. The 
lower supports and bush- 
ings are so formed that they 
can be screwed down into 
a very small space, and the 
height of the socket is fixed 
by a single screw. The 
lamp contact is of the 
“spring” type. 








Tectron Tube 


The Tectron Radio Company, 1270 
Broadway, New York, has _ recently 
brought out a D-Lux blue tube type 
201-A for which they claim a distor- 
tionless purity of tone. The filament 
amperage is .25; filament voltage, five 
plate voltage, 40-135; Mutual Conduct- 
a 675. The tubes are packed five in 
a box. 





New Haag Vortex Washing 
Machine 


A new electric washer has been placed 
on the market by the Haag Brothers 
Company, Peoria, Ill. The tub operates 
from the bottom of the wings on the 
Vortex, which rotates alternately back 
and forth, forcing the water up along 
the sides of the copper tub anc draw- 
ing it down at the center. The wringer 
locks in four positions and is equipped 
with a safety lever. The 12 in. rubber 
rollers are adjusted automatically. The 
entire wringer top tips back making 
it easy to lift rollers out when neces- 
sary. The height of the tub in 34 in.; 
the capacity 50 to 60 pounds per hour. 
The top is pressed aluminum and the 
vortex cast aluminum, the framework 
and legs are of iron. The motor is 
% hp. of standard make. 











If you do not 
carry the 
Premier Du- 


plex — 


wire or write 
at once for de- 
tails of the 
valuable fran- 
chise. This is 
a good time to 
get in. The 
boom’s on! 














On Ap 172 


10,000,000 Readers 
Will See This 2-Color 2-Page Spread 


This striking ad appears in the April 17th Saturday 
Evening Post. The same message will be put over in 
all the important national magazines in May. 





This ad—the climax of the biggest spring advertising 
campaign—means big Premier Duplex sales everywhere 
in the country. Jumbo poster reproductions are being 
sent as window-tie-ins with this important event. Put 
yours up in your most conspicuous window. 


This is the time to cash in and make big profits. Go 
over your stock. Be sure you have plenty of Premier 
Duplex cleaners. And get ready to sell—sell—sell! 


opsemier 


Electric Vacuum Cleaner Co., Inc. 
Cleveland, Ohio 


Manufactured and distributed in Canada by the Premier 
Vacuum Cleaner Company, Ltd., Toronto, Ontario. 
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Warning Devices 








The Bryant “Memory Nudger,” a little 
“lighthouse” mounted with the switch 
in the flush plate and protected with a 
small, brass housing is manufactured 
by the Bryant Electric Co., Bridgeport, 
Conn. Eight little windows in the cover 
let the light from the lamp warn you 
when you have forgotten to turn off 
a remote light. The “Memory Nudger” 
is also made with a jewel in the switch 
plate back of which the light burns 
making a brilliant spot of color. 


Self-Contained Consolette 


Entirely self-contained, as with all 
Operadio models, a new ‘“Consolette” 
has been announced by The Operadio 
Corporation, 8 S. Dearborn St., Chi- 





cago. Ill. Batteries, tubes, loudsneaker 
and loop aerial are fitted into a finished 
cabinet with ornamental handles at 
each end. The set contains six tubes, 
and operates on the tuned radio fre- 
quency principle. The new set incor- 
rorates a one-dial tuning control. 


Trinity Console Model 


The Trinity Six Console Model, made 
by the Beacon Radio Manufacturing 
Co., 323 Berry Street, Brooklyn, N. Y., 
features a new radio speaker called the 
Bio-Phonic Reproducer. A double horn 
arrangement is used, the sound being 





diffused and the makers claim a lifelike 
reproduction obtained. The Reproducer 
is equipped with a Stromberg-Carlson 
adjustable unit, built in at the top of 
the cabinet. The receiver occupies the 
center compartment in the cabinet from 
which it may readily be removed. At 
the bottom are compartments for bat- 
teries or eliminators. The Model has 
three tuning controls consisting of 
vernier dials, marked both in degrees 
and kilocycles. There are two steps of 
radio amplification, detector and the 
last three tubes control the audio ampli- 
fication. The front and base panels are 
of bakelite. The console is of mahog- 
any but may be obtained in walnut 
finish if desired. 

The receiver will operate without the 
sixth tube, with a somewhat diminished 
volume, a feature stressed by the manu- 
facturer. 


Attachment Plug 


The Beaver Machine & Tool Co., 
Newark, N. J., has brought out a new 
armored attachment plug. The manu- 





facturer claims that the shell of armor 
is steel, has a much greater resistance 
to shock than brass, zine or other softer 
metals. The armor is rust proofed by 
nickel plating and other rust preven- 
tives. Several finishes are offered. 


Electric Thriller 

















A shocking machine that furnishes 
its own current is being manufactured 
by The Knapp Electric Corporation, 
Port Chester, New York. The thriller 
is furnished complete with hand elec- 
trodes, crank, gears and permanent 
chrome steel magnet, mounted on heavy 
metal base. By holding the electrodes 
when someone is turning the crank, one 
will receive a tingling feeling, but will 
not be harmed. 


The Chicago Fuse Mfg. Co., Chicago, 
are now packing their fuses in a three- 
color counter display carton to help 
dealers increase their sales. 

Twenty individual boxes, containing 
five fuses each, are packed in the dis- 
play cartons. Each box tells how to 
protect lamps and appliances, what 
capacity to use, and how to install a 
fuse. 
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Crosley Radio Receiving Sets 





Several features have been intro- 
duced in the new five-tube receivers 
known as Crosley R.F.L. 60 and R.F.L. 
75 made by the Crosley Radio Corpora- 
tion, Cincinnati. The circuit consists 
of two stages of radio-frequency ampli- 
fication balanced by a detector, and two 
stages of audio-frequency amplification. 
Great selectivity results from the use 
of three tuning circuits. Two specially 
designed audio-frequency transformers 
give unusual volume and faithful re- 
production. Figures of Pan and Terpsi- 
chore in gold design have been woven 
into the panel of Adam brown, which 
harmonizes with the two-tone ma- 
hogany cabinets. Numerals have been 
incorporated into the panel design with 
pointers of rose gold. Vacuum tubes 
with the new type base may be used, 
the storage type being recommended. 
The makers claim elimination of squeals 
and that the new method permits max- 
imum balancing (a true Wheatstone 
bridge in each stage of radio-frequency 
amplification) at long and short wave- 
lengths. The model R.F.L. 75 is suffi- 
ciently large to contain the dry cell 
type of battery equipment. 


Electric Dish Washer 


The Sanitary Servant, an electric 
dishwasher, has recently been brought 
out by the Sanitary Dish Washing Co.. 
Milwaukee, Wis. The machine is cop- 
per, nickel plated and uses about two 
quarts of water in operation; how- 
ever, if it is desired, a continuous flow 
of running water may be used. The 
pump and electric motor are located 
under the washer, operating the double 
arm revolving spray, which reverses 
automatically every few seconds; as the 
nozzles operate in opposite directions 
every part of the interior of the ma- 
chine is swept with a flood of water. 
The Sanitary Servant is complete with 
one china and one silverware container, 
hose connection for attachment to 
water faucet and eight feet of electric 
cord with plug. 











UST-PROOF con- 

struction throughout 
—full white and gray 
porcelain enamel. One- 
piece, round-cornered, 
rust-proof oven— finished 
on both inside and out- 
side in porcelain enamel. 





ELECTRICS 


TRADE MARK 






& 


Speed Up Your Electrical Merchandise 
Sales with the LGH Line! 


Big profits come from quick-moving merchandise. That is why carry- 
ing the L&H Electrics means added dividends. 





Get more of these high-grade appliances into use. Every home that is 
wired is a prospect. Display them, give your prospective customers some 
demonstrations and the sale is made. L&H Electrics are quick movers. 


The L&H Electrics Range with Full Automatic Time and Tempera- 
ture Controls, the rust-proof porcelain enamel finish, the one-piece 
ovens with rounded corners, and the variety of choice in sizes and 
styles, are convincing evidence of superiority. To carry th L&H 
Electrics line means faster turnover—bigger profits. 


They are so sturdily built that “servicing” is reduced to the minimum. 





L&H Electri ' 
Table Stoves. Ask your jobber for L&H Electrics or write to us for information. 





A. J. Lindemann & Hoverson Co., 435 Cleveland Ave., Milwaukee, Wis. 


Branches at 





Long Beach Building, New York, N. Y. L&H Building, Chicage, IIl. 

1636 14th Street, Denver, Col. 215 Bryant Street, San Francisco, Cal. 
In addition to the articles shown here, our line of Electric Appliances includes: 

Hot Plates Curling Irons Heating Pads Waffle Irons ‘‘Turnsit’”’ Toasters 





Testing Ovens Urn Heaters, etc. 
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Hamilton Beach Advertising 


Reaches Regularly 43 Out of 
Every 100 WIRED Homes 


Right in your city nearly every other fam- 
ily —and more than half of those with buy- 
ing power, are reading regularly about the 
superiority of the fast selling Hamilton 
Beach Line. 


For every member of the family there is 
a Hamilton Beach Product— Mother and 
Daughter want the Vacuum Sweeper, the 
Home Motor, the Vibrator and the Hair 
Dryer. Dad and the boys want a Work- 
shop Motor. 


In addition, think of the tremendous fac- 
tory, shop and Dental office market for 
the Hamilton Beach Small Motors. 


Hamilton Beach is a Year Round Line— 
producing Year ’Round Profits. 


GOOD HOUSEKEEPING Says of the 
Vacuum Sweeper: “It was particularly 
effective in picking up threads and lint.”’ 
The Home Motor has carried the Good 
Housekeeping Star for 11 years. 
















= r\ 
> 
ay 6,146,833 Families — 


will read Hamilton Beach Advertisements month after 
month. Two of these are shown here. They appear in: 
Circulation 
The Saturday Evening Post. . . . 2,500, 
The Ladies’ Home Journal . - 2,474,239 
Good Housekeeping 1,172,594 
6,146,833 
These three Dominating Magazines tell of Hamilton 
Beach Superiority Regularly. Nothing spasmodic — 
nothing sensational but steady — persistent advertis- 
ing of a Time Proven Line of Quality Products. 
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pod d by the makers 
of celebrated Hamilton Beach Vac- 
uum Sweeper which brush-sweeps 
and air-cleans, the cleaner that 
gets all surface and smbedded dirt. 
Sold by reliable Electric, Hardware, 


Dept. and Sewing Machine Stores. 
Write forinteresting literature. 


Hamitton Bgacn Mrc. Co., Racine, Wis. 
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Hamilton Beach 
Home Motor 









Powerful Suction 


Motor 
Brush 









Ask Your Husband 


HE more he knows about fine ma- 
chinery and workmanship the more 
bpay Buy a Hamilton Beach 






cension pa 
§ Guarantee—fully covers en 

chine including bel, brush and bag 

Sold and demonstrated in Your home by 
reliable dealers everywhere Easy month- 
lv payments of course Write for descrip- 
tive Interature and name of nearcst dealer 


Sew 
Electrically 
With 
Your 


Machine 


This wonderful motor gives your ma- 
chine the case of operation and specd 
found in finest electrics No foot pedal- 
ing—no broken threads. Any sewing 
speed. Sold by reliable dealers every- 
where Write for interesting literature 






AMILTON Beacu Mec. Co., Racine, Wis 


Hamilton Beach 
Vacuum Sweeper 
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Yours for the Asking — 


Every Practical Dealer 
Sales Help 


Hamilton Beach never asks the dealer to 
go it alone. Instead, in addition to a strong 
national advertising campaign,we furnish 
Free every practical, tested Sales Promo- 
tion Help—snappy, colorful, business get- 
ting folders for counter or mail use; force- 
ful window displays; a direct mail letter 
campaign; complete cuts and copy for 
your local newspaper campaign, picture 
slides, etc. 

Write at once for your supply of Hamilton 
Beach Free Sales Helps. 


MODERN PRISCILLA Says: ‘‘When 
it was used to clean a rug which had pur- 
posely been allowed toremain uncleaned 
for one week, 28.3 grams of dirt was re- 
moved and an average of that removed 
by 14 other machines is but 22.1 grams. 













Make Sure 
You’re Well Stocked 


Representative Jobbers Everywhere already 
have Hamilton Beach products and can fill your 
orders promptly. The Dealers who feature this 
line will make money every month in the year. 
Write for details of the 1926 Merchandising Plan, 
but place your order with your local Jobber Now. 


HAMILTON BEACH MFG. CO., Racine, Wis. 
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Portable Electric Candle 


The Edwin F. 
Guth Company, St. 
Louis, Mo., has re- 
cently added many 
attractive chande- 
liers, wall brackets 
and portables suit- 
able for homes of 
the bungalow type. 
Of these the can- 
dle trimmed brack- 
ets are all fur- 
nished with pull 
chain fibre sockets 





and all candle 
trimmed = chande- 
liers furnished 


with keyless fibre 
sockets. W hile 
many of the designs are of the candle 
style, some of the candles having clear 
glass wind globes, shaped similarly to 
those globes used on candle sticks of 
colonial design, many are fitted with 
the round bulb. A double candle of 
ornamental wrought iron is illustrated. 
Catalog No. 16 illustrates these fixtures. 





Hotpoint Calrod Iron 


In announcing the Hotpoint Calrod 
Iron, the Edison Appliance Co., Chicago, 
has explained the method of manufac- 
ture of the element, which is the point 
of difference between this iron and the 
Hotpoint Thumb Rest type. The ele- 
ment consists of a nickel chromium hel- 
ical coil in a tube that is filled with 
magnesium oxide for insulation. After 
the tube is filled, it is compressed to 








Here are solid 
reasons why you 
will profit by 
handling 
Northwind 
Fans. 
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a density of granite and becomes a 
solid rod that can be bent or shaped 
as required. 

It is claimed for this element that 
the nickel chromium is safely protected 
from corrosion, that it will heat 
quickly, occupies an extremely small 
space and can be used by 
pouring molten iron around 
it. The irons are made by 
this process. The new heat- 
ing element is patented. 





Improved F. A. D. A. 


Receiver 


F. A. D. Andrea, Inc., has 
announced the new 1926 
Neutrolette, an improved 
model of the receiver first placed on 
the market at the beginning of the 
season. Some of the features are: 





im- 


sockets, 
separate 
neutralizing windings, improved “full 


push-type 
neutrodons, 


Universal 
proved rotary 


range” audio transformers, designed 
and wired for power tubes, adapted for 
either dry cell or storage batteries, 
selector switch, abnormal selectivity. 


Aladdin Radio Lamp 








The Aladdin’ Manufacturing Com- 
pany, Muncie, Ind., has placed on the 
market a lamp primarily intended for 
a radio lamp, but which has also be- 
come popular as a desk or office lamp, 
answering a need for a small light giv- 
ing a maximum amount of illumination. 
The metal shade protects the eyes from 
the direct glare from the bulb, while 
the satin silver lining reflector gives a 
wide distribution of diffused light. 


New Conlon Ironer 


The electric ironer recently brought 
out by the Conlon Corporation, Chi- 
cago, Ill., described in the March issue 
of ELECTRICAL Goops, is finished in 
white enamel throughout making an 
attractive kitchen table when not in 
use. 





















The market has plenty of fans 
’ made to sell cheap. Northwind 
f Fans are popular in price, but 
avoid every kind of cheapness. 
They do not look cheap and they 
are not cheap inside. 


Made by Emerson with a 30-year record 
' of fine-fan manufacture, Northwinds are 

in their eleventh successful year. Not only 

are they quality all through, but they are 
| profitable because a short line covers a big 
} market. Just two sizes to stock: 8-inch, 2- 
| speed non-oscillator at $7.50 and 10-inch, 
3-speed oscillator at $15.00{ A.C. or D.C,}. 
A hundred jobbers carry them—someone 
handy to you! 


The Emerson Electric Mfg. Company 
2018 Washington Ave., St. Louis, Mo. . 
Branches: 50 Church St., New York City—6€08S. Dearborn St., Chicago, III 


hw i120 











This advertisement is one 
-of a series running in full 
color in the Saturday Even- 
ing Post and in black and 
white in a number of other 
national publications 








The Tag Tells 


The Graybar tag is telling a 
great story to the American 
public. Never was there a 
happier device for tying to- 
gether a vast line of electrical 
products—over 60,000 in 
number—and selling the line 
to the readers of national 
media. Advertisements like 
the above show how the job 
is being done. 


Offices in 55 Principal Cities 


\ Executive Offices 
100 East 42nd St. 
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Graybar Electric Co. 
100 E. 42nd St., New York 


Please send me information regard- 
ing dealer representation in my terri- 
tory. 


i i a ee 
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They All Call 
lt— 


“The Fan JE Fa 
with the DB 5 BS ae & 
Big Blow” /. // 





You can work up a selling i 
slogan describing a _ product, / / 
—but the public first uses it, / 
compares it, and _ describes / 
what they think of it in a 
sentence of their own that us- 


ually grows out of perform 
ance 






i People have attached to the 
/ Day-ran name “The Fan 
‘ With The Big Blow.” 


It is no slogan of ours. 
Someone noticed that Day- 
Fan Fans* blew  harder— 
someone noticed it kept them 
cooler—and so the expression 
spread through the trade. 


Jobbers use it to sell re- 
tailers—retailers use it to sell 
customers—and fan users have 
good reason to remember it 
every hot hour of hot spells. 


That is one of the big fea- 
tures of Day-Fan Fans. We 
make them give large air de- 
livery by first giving them big 
blades—and driving them up 
to consistent high speed with 
a powerful, durable, moisture- 
proof motor. 


People want the fan “with 
the big blow” in hot weather, 
) Write us for information. 


* Formerly Dayton Fans. 


THE DAYTON FAN 
& MOTOR COMPANY 


Dayton, Ohio 


For More than 37 Years Manu- 
facturers of High Grade 
Apparatus 


Electrical 


™ 

DAY-FAN MOTORS 

(Formerly Dayton Motors) 
Day-Fan Motors are well built, re 
liable and powerful. Many well 
known manufacturers trust their 
reputations to Day-Fan Motors by 
using them on their washing ma- 
chines, pumping systems, electric 
refrigerators, and other appliances 


DAY-FAN RADIOS 

Our 37 years’ experience manufac 
turing high-grade electrical appara- 
tus served us so well that the Day- 
Fan Radio has become known from 
coast to coast as a ‘“‘musical in- 
strument.”’ 








 Hlectrical Business 


Briefs 


T= Society for Electrical Development is arrang- 








ing for Camp Co-Operation VI at Association 

Island, Henderson Harbor, N. Y., from Sept. 1 
to 4 next. This is the annual meeting of the Electrical 
Leagues which are fostering the electrical development 
in many cities and which have been especially active 
in promoting the Red Seal Home campaign. Last year 
representatives of 67 local and 12 national organizations 
were at the camp to discuss electrical promotional work. 
Attendance is limited to invitations and requests for 
further information should be sent to The Society for 
Electrical Development, 522 Fifth Avenue, New York 


City. 














The annual report of the Radio Corporation of 
America for 1925 shows a gross income of $50,405,144. 
As to Radiolas and Radiotrons, the report says: 

“Notwithstanding heavy liquidation of competitive 
radio sets, your Corporation maintained its policy of 
contributing toward the stabilization of the radio in- 
dustry by reducing its prices to the consumer without 
destroying the investments made by distributors and 
dealers in Radiolas and Radiotrons. On Feb. 2, the 
price of Radiotron vacuum tubes were reduced from $4 
to $3 and a further reduction from $3 to $2 was made 
on Aug. 1, 1925, according to the report. Trade ad- 
justments which resulted in lower prices to the con- 
sumer cost your Corporation $4,000,000, but it was an 
investment in good faith and square dealing which has 
placed the Radio Corporation of America in a strong 


commercial position.” 


The Graybar Electric Co., formerly Supply Depart- 
ment of the Western Electric Co., announces these 
changes in their branch office organization: H. N. 
Goodell, manager of the St. Louis house, is made dis- 
trict manager, and is succeeded as St. Louis manager 
by George Corrao. R. F. Copes is made sales manager 
at Norfolk, Va. W. B. DeForest, manager of the Kan- 
sas City house, is made sales manager for the company 
in New York. F. G. Caldwell is made manager of the 
Houston, Tex., house. J. F. Davis, formerly sales man- 
ager in New York, is transferred to the general staff. 
E. H. Waddington is sales manager for the Kansas 
City house. 














The directors of the Westinghouse Acceptance Corp. 
have voted to increase the stock from $2,000,000 to 
$5,000,000. The corporation is about a year old and 


purchases accounts arising from Westinghouse ap- 


pliances on time payments. 
The Westinghouse Electric & Mfg. Co. has erected a 


new building for the Mansfield, Ohio, plant, which adds 


142,000 ft. of space, making a total of 330,530 sq. ft. 


The new building will be used for the assembly of 


irons and ranges. The building contains facilities for 
the most modern assembly plans. 


The capital stock of the Aladdin Mfg. Co., Muncie, 
Ind., has been increased 100 per cent to cover new 
buildings and equipment. The building program now 
under way wiil increase their floor space about one- 
third. The office is being extended and electrical equip- 
ment installed to facilitate handling the increased vol- 
ume of business which made these extensions necessary. 








~Mother NatureWill Help You Sell 





UTICA 


ELECTRIC PORTABLE FURNACE 


Winter coal piles will soon be depleted—-furnaces snuffed out like candles 
and an uncertain Spring will then put in its fine work. Cold, damp, gloomy 
days and nights are sure to follow and that’s the time a dependable, quick 
heating device will be in popular demand. 

Safe, Efficient and Dependable 





The Utica Electric Portable Furnace fills the bill and is an ideal substitute 
for the furnace. It is built on the same principle as any large furnace, cir- 
culating, constantly, a large volume of hot air to every corner of the room. 
It does not heat in spots but maintains an even temperature. It gives three 
times the heat of other electric heaters with the same consumption of 
current. Just the heater for anv small room. 


It is safe—it has no exposed heating element to burn fingers or clothing, 
and because it is built on a different principle, the sides and bottom are 


always cool. 


The Utica Electric Portable Furnace has 
everything in its favor to make it a big 
seller—performance, appearance, relia- 
bility, demand and price. In short, the 
UTICA is such a good buy that you will 
want one for your own home. And that’s 
the kind of product that is easy to sell 
to your customers. 


It Really 
Heats 


at top of heater. 


Green—top Special 
and comes with 


protected attachment 


Write er Wire Today 
Decide now to meet the Spring demand 
for an efficient electric heater. Your 
jobber will give you complete selling in- 
formation of the Utica or write us direct. 


UTICA PRODUCTS, Inc. 
Utica, N. Y. 


Circulating Hot Air 


let. 





West of the 
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The Utica Electric Port- 
able Furnace is equipped 
with a 660 Watt heating 
element assuring constant 
hot air registering 620 
degrees when passing out 


finish throughout — body 
and legs Sage Brush 
feet of cord, a two piece 


that fits any standard 
socket or baseboard out- 


OO 


essen 


Rockies $12.00 


















List ‘fF — 
$1.10 >. ° 


Reliability 


Anylite Regulators enjoy 
everywhere an enviable repu- 
tation for convenience and 
complete satisfaction. They 
are the most reliable and 
make firm friends for your 
store. 














Complete information gladly given 
on request 





















































ITE WALL STR ELECTRIC COMPANY 


FORT WAYNE, INDIANA 








FURTHER 
PROGRESS 


SPECIAL 
RADIO 
SECTION 
and 


GOODS 
LISTINGS 


HARDWARE BUYERS 


-«« CATALOG »- 


Likewise an increased number of representative 
manufacturers have placed information of their 


lines therein. 


You can help us improve this information serv- 
ice. Mr. Electrical Goods Buyer. if when writing 
Manufacturers about information obtained from 
its pages you kindly mention HARDWARE 


BUYERS CATALOG. 


Manufacturers will appreciate the cooperation 


and so shall we. 


HARDWARE BUYERS CATALOG 


239 West 39th Street, New York, N. Y. 











ELECTRICAL 


Electrical Business Briefs 


Granville P. Rogers has been made managing direc- 
tor of the National Council of Lighting Fixture Manu- 
facturers. Mr. Rogers has been active in automotive 
merchandising. The Council also has undertaken a 
campaign to have builders allot 3 per cent of the cost 
of the building as a minimum allowance for lighting 
fixtures. 


E. O. Shreve, manager of the San Francisco office of 
the General Electric Co. since 1918, has been made 
manager of the industrial department of the company, 
with headquarters at Schenectady, filling the vacancy 
caused by the recent death of A. R. Bush. 








E. W. Davidson, formerly managing editof Coal 
Age, has joined the staff of the Society for Electrical 
Development and will be in charge of the electrical news 
service and editorial contact with all classes of maga- 
zines. 

M. H. Beekman has been promoted from manager of 
the service department of the Edison Electric Appliance 
Co. to manager of the appliance division. D. C. Marble 
of the range division, has been made manager of the 
service department. 


J. T. Hill, formerly with the Westinghouse Lamp Di- 
vision, has been named manager of the Pacific Coast 
Division of the Reynolds Spring Co., manufacturers of 
the Reynolite Masterpiece line of electrical fittings. 











E. F. Brazeau has been made direct factory repre- 
sentative for the Jefferson Electric Mfg. Co. of Chicago. 





Low Friedman has been appointed sales manager for 
the New York metropolitan territory by the Connewey 
Electric Laboratories of Hoboken, N. J., makers of 
Magnatrons. 

The Association of Electric Sign Manufacturers has 
been organized through the efforts of The Society for 
Electrical Development. 








Although orders received by the General Electric 
Company in 1925 totaled $302,513,380, against 
$283,107,697 in 1924, the net sales billed were 
$290,290,165, against $299,251,869 in 1924, according 
to the annual report. The net earnings after addition 
of sundry income and deduction of costs, depreciation, 
taxes and general reserves were $38,641,217, against 
$39,235,548. 

The earnings on the $28,926,266 average amount of 
special stock on which cash dividends were paid in 
1925 were at the rate of 137.07 per cent, against 
196.93 per cent on the average of $19,756,000 of special 
stock in 1924. 


Graham & Berwin, Inc., 451 Greenwich Street, New 
York City have established an Electrical Department 
and request manufacturers of electrical materials, ap- 
pliances, ironers, washers, refrigerators, ranges, etc., 
to communicate with them and send catalogues and price 
lists. eee 


A Fine Quartette 


A little bit of quality 
Will always make ’em smile; 
A little bit of courtesy 
Will bring ’em in a mile; 
A little bit of friendliness 
Will tickle ’em, ’tis plain— 
And a little bit of service 
Will bring ’em back again.—Lake States. 
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Westinghouse Advertising 


Makes Women want the Automatic Iron 


N 1926, Westinghouse advertising will bring the story of the Automatic 
Iron to millions of women. In newspapers all over the country they'll 
read about the wonderful iron that never gets too hot or too cool. The 
Saturday Evening Post and the Literary Digest will tell them that their iron- 
ing worries are over when they get a Westinghouse Automatic. Five pages 


in the Post and four in the Digest. 


A price reduction of $1.00—that’s a big selling help to 
start with. And with that reduction—powerful advertising 
and concentrated sales effort will bring people to the stores 
that sell the Westinghouse Automatic Iron. 


Be sure your store is one of them! 


Westinghouse Electric & Manufacturing Company 
Merchandising Department Mansfield, Ohio 


Westinghou 32 
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. ° GALKETS TOICKIS CHARSER 





Concentrate 


on Balkite- 





the line that pays 





during the 


February showed an increase over January in the 
volume of business done by Balkite. March has 
started out practically the equal of February. 
Balkite is still in its heaviest selling season. 


The Balkite season is one of the longest in 
radio. It has still several months to run. And the 
downward fluctuation during the summer is 
never as marked as it is in most lines. 


During the summer, concentrate on a line that 
pays. Last summer jobbers and dealers who con- 
centrated their efforts on live lines like Balkite 
found that it paid not only in laying the ground 
work for the fall, but in actual volume of imme- 
diate sales. By concentrating on Balkite this 
summer you will be putting your efforts where 
they will pay the maximum return. A radio set 
owner is always a Balkite prospect, regardless 
of season. 

Balkite Radio Power Units are being backed 
by one of the heaviest advertising campaigns 
in radio. A full-page Balkite advertisement is 
appearing each week in one of the four most in- 
fluential of all national magazines—The Satur- 
day Evening Post, Collier’s, The Literary Digest, 
and Liberty. This advertising is producing 
business. Sustained effort will secure it for you. 


Manufactured by 
FANSTEEL PRODUCTS CO., Inc., North Chicago, IIl. 


Balkite 
Radio Power Units 


+ BALTKITE*R™ - 





BALKITE BATTERY CHARGER 


ay 





summer months 


BALKITE “8° ? 
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A complained to a manufacturer’s representative 
because he sold a certain firm. 

“Because they are price cutters,” was the reply. 

The factory man looked blank for a moment, then 

“We sell to you,” he said. 

“But we do not cut prices,” came the response. 

a cord set thrown in,” said the factory man, “and I 
cannot see what that is but price cutting.” 
chandiser placed his order. 

Certainly adding merchandise to a fixed price article 
manager the idea appeared to be a new one. The fac- 
tory man might have indicted this salesmanager on 
ing $1 for the old iron “regardless of condition.” This, 
of course, is price cutting and is a frequent method of 

In this case, however, the offer is not usually limited 
to new brands of irons. Established irons are often 

The piano trade, many years ago, found themselves 
confronted with a serious situation because of excess 
in that trade was that pianos were not advertised at 
retail prices and where the old instrument price was 

Then came the automobile with its advertised retail 
price. In the automobile business, old vehicles certainly 
customer’s used car is legitimate as long as the price is 
right. Overbidding for used cars ruins hundreds of 
years it has been such a serious problem that a number 
of factories have established departments to aid deal- 
of used cars has been more as a means of price cutting 
than of honest merchandising. It is the most serious 

There are few articles in the electrical goods field 
that have a second hand value that is worth while. 


FEW days ago an electrical goods sales manager 

“Why should you object?” asked the factory man. 
smiled. 

“You are today advertising one of our articles with 

The conversation lagged for a bit. Then the mer- 
is only another form of price cutting, but to this sales- 
another score. For he frequently advertises irons, offer- 
introducing a new article. 
included. 
prices offered for old instruments. The saving clause 
boosted, so was the price of the instrument purchased. 
have a value if only for junk. The purchase of the 
automobile dealers every year and for the last several 
ers on this subject. As a matter of fact, the buying 
menace in the automobile industry today. 
Certainly these old irons that are bought at $1 each 


| never return the money. Even in cleaners and washing 





machines, the percentage of return from “used ma- 
chines” is very small, if anything at all. 

The washing machine manufacturers at a meeting 
went on record as against the purchase of old machines. 
They see in this competition of buying old machines 
merely another form of price cutting, which will sooner 
or later drive their best dealers out of this line of 
business. They call this practice by its right name— 
price cutting. 

One of the leading lighting fixture manufacturers 
recently took occasion to print a criticism of one of 
the company’s big dealers for offering a customer a 
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in Tos, 


price for an old and useless fixture. They call it price 
cutting and see in this tendency a prospect that their 
fixtures will be marked up to a point where they will 
not sell. 

Invariably, where used articles are bought, the cash 
customer who has nothing to trade is mistreated. 





What Every Woman Knows 


(Continued from page 33) 


I wondered and shuddered to think how the human 
race survived it. But soon wonder turned to disgust— 
then to resentment. I didn’t want to be told that I had 
been eating and feeding my loved ones foods full of 
germs. This is a blind resentment, but pyschologically 
explainable. We resent the inference that our way of 
doing was and is wrong. We don’t mind admitting it 
when we are shown improvements, but we do not enjoy 
being raked over the coals by one who obviously dis- 
plays his ignorance by such argument. 

This sort of selling is not salesmanship—it is in the 
class with scare advertising—frightening the prospect 
into buying. And sometime, frightening her away. 

The refrigerator manufacturers, if indeed they do so 
at all, furnish such data to the salesmen to be used only 
as supplementary argument where it is likely to prove 
a point. 

They do not, I am certain, intend that it should be 
featured. As a general rule the bacteria argument is 
ill chosen. 

Firstly, because many people know nothing about 
bacteria, which is fortunate; and secondly, because 
there are ten million or more people in the United 
States alone who cannot reconcile such claims regard- 
ing bacteria with their belief in the potency of mind 
over matter. The salesman never knows when his pros- 
pect belongs to one or another of these groups. 

I am convinced that what the electric refrigerator 
salesman needs are the results of tests in the preserva- 
tion of various foods conducted not in laboratories, but 
under actual household conditions. Unfortunately at 
this time I cannot help out here because our electric 
refrigerator has not been installed long enough for me 
to have conducted such tests. However, from neigh- 
bors and friends who have had their refrigerators 
over a period of a year or longer I have been able to 
collect some information that may prove useful. 

One neighbor, during summer, cooks only twice a 
week and shops only once. She cooks two or three 
meals at one time in her electric cooker, and stores the 
food in the electrical refrigerator. In this way she is 
able to keep the cooked vegetables for a week and even 
longer. For this she uses specially constructed white 
porcelain crocks with covers. She finds that vegetables 
last longer when covered than uncovered. 

Another friend buys all her green vegetables on her 
one and only weekly shopping tour and by washing 
them thoroughly and wrapping them in cheesecloth she 
has been able to preserve them for four and five days. 
Lettuce and celery she has kept fresh and crisp in this 
way for a week and even longer. 

Still another acquaintance buys her cream in quart 
quantities because it keeps fresh for a week. In doing 
this she has been able to save not only on the unit cost 
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“‘They Keep a-Running”’ 





'4 Horse Power Century Split- 
phase Motor 





Protecting the. Bearing Surfaces 
of Century Split-phase Motors 


The Century Wool-yarn System of Lubrica- 
tion, standard on all Century Split-phase Mo- 
tors, provides complete safeguard for the 
motor bearings. 


(1) The superior capillary activity of the unbroken strands 
of pure wool yarn causes a generous supply of oil 
to be continuously delivered to the bearing surfaces. 


(2) The filtering properties of the wool yarn insure that 
only clean oil reaches the bearings—dust, dirt and 
foreign particles are excluded. 


(3) The wool yarn holds in suspension sufficient oil to 
lubricate the bearings for at least one year’s continuous 
24-hour-per-day operation. 


Bearings are built to withstand severe service and 
are made from the highest grade of phosphor bronze, 
cast from metal heated in electric furnaces in the 
Century foundry. The worth of Century bearings 
has been proven in actual service. Many Century 
Motors have been operating for 22 years without a 
single bearing replacement. 


Built in 4%, % and ™% horse power sizes. Tempera- 
ture rise not more than 40° Centigrade and they will 
at least meet all the test specifications of the A.I.E.E. 
and Electric Power Club. — 


Send for Form No. 572 giving complete information 
on Century Split-phase Motors. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 


For More Than 23 Years at St. Louis 




















%,1/6& 4 H.P 





%,1/6& 4 H. P. 
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gin of profit. 


finish to order. 





Shore 


have been constantly 
creasing their line until today it includes 
hundreds of models in a galaxy of finishes 
—each one a quality lamp at a reasonable 
price, to say nothing about the dealer’s mar- 











The Ideal Gift 

Plugs right into any 
110 volt socket. Press the 
button—get a quick, clean 


light for your pipe, cigar or 
cigarette. 


An absolutely dependable 
lighter for a home, office, or 


club. 


Attractive in design, hand- 
somely finished in bronze, 
harmonizing with any room 
furnishings. 








or the Smoker | seit 











ty i 





This Electric Smokerlite, the first 
household lighter and the choice 
of leading merchants for design, 
finish and dependability—order 
a sample today. 


Pat’'d and Mfr'd Exclusively by 
HANCE PARKER 
MFG. CO. 

Conn. 


Meriden 


Lighting the way 
to a greater era in 
Lamp Sales 


When dealers want a quick 
moving, profit making line of 
portables, they can select Faries 
Lamps with certainty—but not 
without reason. For years Faries 
improving and in- 


Write for Your Catalog C-4 
No. 3641 illustrated above is made with a heavy cast 


base, 11 inch brass flexible arm, is wired, and finished 
in Statuary Bronze, Verde Antique, or any other 


Dealer hel ps——booklets, electrotypes, etc., 
are supplied upon request. 


Faries Lamps 


FARIES MANUFACTURING COMPANY 
DECATUR, ILLINOIS 








Smoker- 
Lite 
List 

$3.75 





No. 44 


Combina- 


tion 
Smoker- 
Lite, Ash 
Receiver 

and 


Lamp 











but also the cost of an extra half-pint she used to buy 
for emergency in case the cream from the day before 
soured. 

On the whole almost every kind of food is preserved 
longer than earlier standards considered possible, which 
is sufficient to interest most housewives. 

I found that upon questioning many housewives who 
did not have electric refrigerators, that the majority 
were of the opinion they were too expensive to operate, 
and, also, that in order to make room for the “electric” 
they would have to dispose of their ice box no matter 
how good it was. 

Few of them seemed to know they could purchase 
the electric refrigeration unit separately and have it 
installed in their own box, if that proved sufficiently 
well insulated to give them economical refrigeration. 
Still fewer understood about the rate which some light- 
ing companies make for electricity used to operate a 
refrigerator. 

Much the same thing obtains in the matter of the 
electric range. Housewives generally regard electricity 
as a slow process of cooking. This is not a reasoned 
opinion, of course, and springs from the contrast be- 
tween the instantaneous results secured when the elec- 
tricity is switched on to operate a lamp bulb or a 
motorized appliance, and the inevitably slower results 
had with appliances equipped with a heating element. 

We are so used to obtaining instant results with flame 
in cooking, and it is seldom explained to us that the 
electric heating element while taking longer to heat, 
also takes longer to cool—and will go on cooking for 
an appreciable time after the current has been switched 
off. Too, if this is not practised, the waste of current 
is the result. 

But both added expense and the slowness of electrical 
cookery—if there be any—are offset by the tremendous 
advantages. In the two years of my use of the electric 
range I have never had to scour the bottom of a single 
pot, nor have I had to have my kitchen repainted. 

It is as clean today as the day the range arrived, with 
the exception of the soot which travels up from the 
furnace during winter and settles on the ceiling, and 
which a little lukewarm water and soap quickly remove 
in early spring, leaving the kitchen shining clean for 
the remainder of the year. 

There is also the tremendous convenience of the 
automatic timing device which renders one’s presence 
in the house quite unnecessary, once the cooking time 
of the food has been ascertained. This remarkable 
device is also installed on many of the cookers and 
proves a real ally for the housewife who prefers to 
spend her afternoon out-of-doors with her children, 
or in sewing or reading. 

In summer I pack my electric range oven or cooker 
with food, jump into the car and go to the beach for 
the rest of the afternoon, or even the entire day. Or 
l attend to work which I could not otherwise accom- 
plish. By dinner time the food is all ready to serve, 
with the exception of possibly the gravy—a matter of 
but a few minutes to prepare. 

While on the question of food, one of the most 
appealing arguments in favor of the electric refrigera- 
tor is the possibility of making frozen deserts without 
having the bother of turning the ice cream freezer. 
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Advisory Kitchen Leads to 
Many Activities 


(Continued from page 15) 


“We should like to place at your disposal the services 
of two lecturers—Mrs. Mae Myers, our Kitchen Ad- 
visor, and Miss M. G. Woodly, an expert in the handling 
of electrical laundry devices. Their lectures—with dem- 
onstrations of modern methods in cookery or ideal 
household appliances for the model laundry or kitchen— 
may be used as a whole or part of any club entertain- 
ment. 

“Both are expert housekeepers and lecturers. They 
will bring the benefit of their experience to your mem- 
bers without charge, simply by arrangement with this 
office for available dates. They will show you how to 
take the irk out of work, how to eliminate the drudgery 
from laundry or kitchen tasks, and how to effect sav- 
ings in your own Home Economics department. They 


will also provide the equipment necessary for demon- 


stration in any lecture. 

The list of subjects below is merely suggestive. Our 
lecturers will be glad to handle any subjects of a similar 
nature which you may prefer, and will always answer 
questions capably and authoritatively. 

“The Tale of a Tub (efficient laundry methods). 

“The Value of Steam-Cooked Foods. 

“Diets That Are Different. 

“The Proof of the Pudding. 

“Electrical Handmaids. 

“Ideal Implements for the Low Cost Kitchen. 

“Sincerely, 
“Gilchrist Company, 
“Catherine E. Kempl.” 





The Weather and Radio Profits 


(Continued from page 26) 


There you go—I can hear a lot of you saying “the 
idea is all right but where are we going to get some- 
one to explain the thing to our customers?” 

That’s easy, because the makers of good weather 
instruments are fully prepared to send you charts and 
booklets for use in an instructive exhibit which you can 
arrange in the radio department. 

Possibly, if you give the event enough publicity to 
warrant the expense, some of the instrument concerns 
might send an experienced man to give regular sched- 
uled talks to your customers and at the same time 
instruct some one of your salesforce who might be 
particularly interested in learning the fundamental 
facts, and who in turn instruct customers who want 
such facts as will help them to intelligently use the 
instruments they buy from you. 

Also, don’t forget that the better the instruments the 
more accurate the readings that can be taken, and the 
more accurate the readings the better the forecasts 
which in turn means that the possessor of such better 
apparatus becomes more interested in the good results 
he gets and conveys this enthusiasm to his friends who 
at once become prospects for further sales. 

There is good profit in the better grades of baro- 
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You Want Quick Turnover 


























































Our special assort- 
ments give you wide 
range in color har- 
mony with small 
stock. 


Aladdin Lamps have some- 
thing of the magic in their 
name when it comes to pro- 
ducing profits. The plan by 
which they are made 
and merchandised fits 
in with your plan of 
doing business— 
small stocks, quick 
turnover, good profits. 








No. 3371, Gold and 
Green, Old Ivory or 
Robin’s Egg Blue 
with hand painted Satin 
Glass shades to match. A 
very dainty Tulip Boudoir 
lamp. Will sell in pairs. 


A sample at $2.10 net; 
quantity price in lots of 12, 


$1.75 each. 
Write for our Catalog. 


Aladdin Mfg. Co. 
601 East 18th St. 


Muncie, Indiana 


 OLADDIN 
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Operates 
from 

105-125 volt 

50-60 cycles, The ELKON 

c both 

4and6 volt Rectifie 

batteries. (Solid throughout) 

A Transformer “ 
A Switch ~ PW, 

That is all there is to the —-~ ~<ege 


ELKON TRICKLE CHARGER 


The first practical device for charging radio “‘A” batteries 
direct from alternating current without 
ACIDS ALKALI WATER TUBES 
MOVING PARTS CORROSIVE VAPORS 


Noiseless. Does not interfere with other sets. Keeps “A” bat- 
teries replenished automatically, tapering down, or increasing 
as needed, without attention of any sort. 

This represents the perfection of “‘bone-dry” rectification 
after a generation of experiment. 


$15.0 


Jat ta 
Subsidiary of P. R. Matlory & Co. Inc. 


Weehawken, N. J. 


Complete with switch 


An unqualified 
Set it—Install it— Forget it 


2000 hour guarantee 


E: 





Inc. 
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Nationally Advertised 
Approved by Leading Testing Laboratories 


Guaranteed Quality—fopularly Priced 
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SOCKE® PLUGS 75C EA. 
TWO OR THREE NNECTIONS FROM ONE SOCKET 
Leaves Lamp in Position Intended X Permits Use of 
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- 60c 
Standard and Special 
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Dealers supplied by hardware jobbers from coast to coast. 


AJAX ELECTRIC SPECIALTY CO.—St. Louis 
Electrical and Radio Price Sheets on Request 











SILVRAY 
will help your sales 


Beautiful fixtures and lamps, really 
decorative furniture—Silvray means 
that. 


Besides, Silvray is a new quality of light, 
soft, diffused, easy on the eyes “where g 
light is needed.”’ Sell Silvray all the year 
round. Talk decoration? Talk price?—yes, talk 
both. But talk Silvray’s special plus—service, 
use, value. Silvray the ideal light, will help 
your display of lamps or any other furnishings 
—a double aid to sales. 


New York Show Rooms 
225 Fifth Avenue 


Baltimore Show Rooms 
1511 Guilford Avenue 




















meters and thermometers, so no matter what size of a 
stock you put in, be sure to have on hand accurate 
instruments—those guaranteed by reliable manufac- 
turers. 

In this connection, we’ll be very glad to cooperate 
with you in the way of any further suggestions that 
you might want to carry out this idea and if you don’t 
know where you can get the kind and variety of instru- 
ments you ought to carry in stock, write and we will 
give you the most logical sources of supply for such 
merchandise. Certainly you can lose nothing by trying 
the stunt for a month or two and after that you'll be 
convinced of its profitable advantage to your radio de- 
partment. 





Public's Questions Prove 
Value of Show 


(Continued from page 35) 


fair-sized section of the daily advertisement of the store 
was devoted to the Fair and for one advertisement the 
entire top and the greater portion of the page was 
given over to it, appropriate cuts being used with the 
copy. 

This advertisement showed a series of “calendar 
sheets” for every day of the week, strung across near 
the top of the page, each sheet bearing a cut of an 
electrical or other appliance suitable for the day, such, 
for instance: 


Electric washer for Monday. 

Electric flatiron for Tuesday. 

Electric sewing machine for Wednesday. 

Fireless cooker for Thursday—the maid’s “day out.” 
Electric vacuum cleaner for Friday. . 

Range for Saturday. 


Table set with electric waffle-iron and electric perco- 
lator for Sunday. 

Below was a cut of a dainty maid with a mop. The 
text of the ‘‘ad” was also appropriate to each day of 
the week and its allotted tasks in the home. Just a 
sample, that for Sunday: 

“All the stragglers to the Sunday breakfast table 
will find thereon the means to personally prepare a 
bite to eat. The present-day electrically-equipped table 
is really an emancipator for Mother.” 

The value to a store of such an event as the Home- 
furnishing Fair has become thoroughly established. As 
suggested, an event of this kind isn’t to be taken as a 
means of selling a whole lot of merchandise on the 
floor, but as an interest stimulator it is very hard to 


beat. 





The railway board had met to consider the case of 
old Tom Jones, who in a train accident had become 
absolutely deaf. 

“Well,” said a director, “old Tom has been with us 
a long time now, and we want to find him a new job 
What do you suggest?” 

“I know,” said the chairman. ‘“Let’s put him in 
charge of the complaints department.” 
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Some Things 


Every Salesperson 
Should Know 


HERE are certain definitions and facts about elec- 
tricity that every person who sells appliances should 
know. These might be regarded as technical, but 
today with its widespread use of electricity, they should 
become common knowledge. 

Without a certain knowledge of electricity no person 
can be efficient as seller of appliances, because he or she 
cannot understand the ordinary directions on the instruc- 
tion card. This department from month to month will be 
devoted to printing some of these definitions and facts. 
Probably many of them will be repeated, merely to keep 
them before the people who are sellers of appliances. 

We will not tell you what electricity is, for the obvious 
reason that we do not know. This classic incident re- 
ported from an engineering college explains: 

“What,” snapped the professor to a student he suspected 
of napping, “is electricity?” 

“Please sir, I—I—I did know at home,:but I have 
forgotten.” 

“You did know and you have forgotten! What a pity, 
young man, for if you only had remembered you would 
be famous. Even Thomas A. Edison does not pretend to 
know what electricity is.” 

There is much information about electricity, however, 
that is available for sales people. We know that it is 
energy and can be delivered to the places where it is 
wanted for work over wires and that it is measured. 

For instance, every appliance that is sold is used on 
some current. Current is the movement of electricity over 
the line. There are two kinds of current, alternating and 
direct. The industry started with the direct current, 
which means that the electrical energy flows steadily in 
one direction. For reasons that are rather too com- 
plicated to discuss here, a change has been made to al- 
ternating current to a very large extent. 

Alternating current flows first in one direction and then 
in the other. Formerly motors were made either for di- 
rect or alternating current and could not be used on the 
other sort of current. Now “universal” motors will op- 
erate on either current. 

The salesperson should always know what kind of cur- 
rent the appliance is to be used on. Often it is necessary 
for the salesperson to supply this information because 
the customer does not know. In New York City one 
service company supplies direct current, the other com- 
pany, a.c. or alternating current. Usually the customer 
knows which company they buy current from and the 
sales person must decide. In communities where all cus- 
tomers use current from the same company this problem is 
easy. In communities where appliance customers are served 
by several companies, it is best to know the details as to 
current, also the voltage supplied. 

Most appliances are made for various voltage. The 
usual requirement is 110, but for a small extra payment, 
other voltages can be supplied. There is demand for 
appliances to be used on line up to 250 volts. 

A volt is the unit of measurement of the force or 
pressure which drives the flow of current or electricity 
along the wire, through the circuit. The word comes 
from the name of Allesandro Volta, an Italian electrician 
who defined this unit. 

If you sell an iron requiring 240 voltage to a customer 
who must use it on a 120 volt line, only half enough 
current will be supplied to operate the iron satisfactorily. 
If a 60 volt iron is used on a 120 volt line, the over 
strength of the current will over heat the iron and in all 
probability burn out the heating element. 

Next month we will have more to say about the units 
of measurement. 
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‘‘They Keep a-Running”’ 


Century 9 in. A. C. 
Stationary Fans 


Century 9 in. A.C. Stationary Single-speed Fans 
include every detail of Century oscillating fan con- 
struction necessary to the movement of air. They 
represent exceptional fan value. 


(1) Induction type motor is used. 


(2) Fully closed motor frame and end brackets 
protect the motor and contribute to unusu- 
ally long, uninterrupted life. 


(3) Fan motor bearings are of cast phosphor 
bronze, the highest-grade bearing metal ob- 
tainable. 


Pressed steel base—light weight but dura- 
(4 ble 


(5) Blades of heavy brass, dipped and lacquered 
—exceptionally wide and deeply pitched. 


(6) Quietly move a large volume of air. 


Century Fans are made in the following sizes and 
types :— 


Stationary 9 inch Portable, 1-speed switch in base, 
for A. 


Oscillating 9, 12 and 16 inch, 3-speed Portable, for 
A. C. and D. C. 


Ceiling 58 inch sweep, 3-speed, for A.C. and D. C. 
Ventilating 16 inch, 3-speed, for A. C. and D. C. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 


29 Stock Points in the United States 
and More Than 50 Outside Thereof 


Portable 








Coiling 
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Now 


Prospects Are Asking’ to See 


‘The Electric 





Lawn Mower 
= bu Order ed/ 





Already consumer advertising in 15 national maga- 
zines 1s sending Coldwell Electric Lawn Mower pros- 
pects into stores all over the country. Have you ordered 
yet and asked about our special proposition on this new 
electric development? If not, write today. Be the first 
in your locality to display the Electric Lawn Mower. 


Mower by Coldwell—Motor by General Electric. 
Cut steel gears run in oil. Plugs in on any house or gar- 
age light socket—either direct or alternating current 
and uses about the same amount of current as that re- 
quired for an electric iron. Self propelled—mows as it 
goes—all the operator has to do is steer it. Carries 150 
feet of cable (allowing a 300 ft. cutting radius) on an 
automatic reel which takes up and pays out automati- 
cally, always keeping the wire taut and out of the way 
of the machine and the operator. 


= ¥ i , = 
C OLD y v E LL Cuts a21 inch swath 


Dependable Lawn <«7Mowers 


Hand - Horse - Gasoline - Electric 





LLL LILLE LLL LLL I TE 
As easy to operate as a-vacuum cleaner 


EN ETN LED ORT 0 eRe RINE TRAE 


COLDWELL LAWN MOWER CO., NEWBURGH, N. Y. 
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1926 is Ironing Machine Year 
Increase Your Profits by Selling the 
AUTOMATIc JAoner 


The Ironing Machine is firmly established as a necessary household appliance. It takes its place 
with the electric washing machine and vacuum cleaner. Hundreds of thousands of women are now 
This is your opportunity to increase sales and profits. 





ready to buy electric ironing machines. 


The Ironer Business 
INVES IG EF The Wonder Automatic Ironer 
The Wonder Sales Franchise 


You Will Find that Sale Possibilities are Wonderful 


The Wonder Automatic Ironer has been on the market for 


it’s a Fast Seller five years. It is a tested machine and has enjoyed a_ steady 
growth of business and popularity since its inception. 
° The Wonder Automatic Ironer has knee control—a special 
Read what one dealer Says ° hedges feature; has large open end; has a porcelain table which 
. . ° s easy to clean; and man ther features worthy of your prompt 
“IT have handled a lot of different makes troning Seceetiantien, “ a 


















machines but I have never had a machine that is 
so all around satisfactory as this one is. There 
are so many special features that make it a very 
attractive and fast-selling proposition. 


“The 26-in. electric heated Ironer, you can plug 
in on any receptacle, is very popular with us, and 
a very wonderful machine and fast seller. 


“T am sure you could not pick a better winner in 
an ironing machine and I unhesitatingly recom- 
mend this wonderful ‘Wonder’ Ironing Machine.” 


This is from a letter written by Mr. Brown of 
Brown & Pierce Co., Inc., Rochester, N. Y. 


The coupon will bring you complete information 
about the Wonder Ironer and the Wonder Sales 


Franchise. 


The Prachar Mfg. Company 
2105 Superior Viaduct, N. W. 
Cleveland, Ohio 





Mail this ao 
Coupon for gl 
Complete i 
Information .- 
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Illustrated: RCA Loudspeaker Model 104 with Radiola 28 


(Quality of tone— 
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quality with volume 
—the permanent quality 
of the eight-tube 
Super-Heterodyne 
with single control 
and no batteres/ 


A-Radiola 


MADE: BY* THE*+ MAKERS : OF - 
















RADIOTRONS 


















